Advertising Age : 


February 9, 1953 

Volume 24 - Number 6 

15 Cents a Copy « $3 a Year 
CHICAGO 11 * Published Weekly at 
200 E. Illinois St. *« DE. 7-1336 
NEW YORK 17 

801 Second Ave. « MU 6-8180 


Entered as second-class matter Jan. 6, 1932, at the post office Chicago, lll., under the act of March 3, 1879. Copyright, 1953, by Advertising Publications, Inc. 


THE NATIONAL NEWSPAPER OF MARKETING 


Giveaway Shows 
Okayed by Court 


New York, Feb. 6—A _ three 
judge federal court has upheld the 
right of radio end TV networks 
to give money and prizes away to 
the home audience. 

Yesterday’s decision by a 2-to-1 
vote held that giveaway programs, 
which telephone home listeners, 


do not constitute a lottery as con-| 


tended by the Federal Communi- 
cations Commission. 


In 1949, when such big prize 


programs as “Stop the Music” on 
ABC were all the rage, the FCC 
promulgated a rule banning such 
shows as lotteries. 
sion accused the broadcasters of 
trying to “buy” audiences. 


s American Broadcasting Co., Col- 
umbia Broadcasting System and 
National Broadcasting Co. took the 
matter to court and secured a 


The commis-| 
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HENNESSY FAMILY 


Just arrived from France is this newest 
member of the Hennessy family — the practical 
pint bottle. Now you and your guests can 
enjoy the superb experience of an after-dinner 


Cognac, poured from a bottle from 


FULL PINT 


$4.59 


which you will be proud to 


serve — and at a practical price 


Your retail store 1s now fe aturing 
#@® Hennessy in this practical 


pint. Buy a bottle today 


xk 


THE WORLD'S PREFERRED 
COGNAC BRANDY 


84 PROOF + Schietfelin & Co. New York « Importers since 1794 


‘Recommendations for Improving Postal Operations... 


Europe Draws More 
Americans, But Ad 
Budgets Stay Low 


400,000 footloose Americans trav- 
eled by ship and plane to Europe 
last year, where they spent an es- 
timated $261,000,000—excluding 


what they plunked down for 
transportation. 
For European countries. the 


American traveler has become one 
of the major sources for dollar 
earnings. And the outlook is even 


temporary restraining order stay-| 


ing the ban, which was to have 
been effective Oct. 1, 1949. At 
that time the FCC said it would 
postpone the effective date of the 
new rules until 30 days after the 
final court decision. 

There were no further legal de- 
velopments until detailed briefs 
were submitted and oral argu- 


ments presented to the three-man. 


court last December. This week’s 
decision was decided on the basis 
of that material evidence. 

If the FCC wishes*to push the 
case, it can appeal directly to the 
Supreme Court. 


# In the majority opinion, writ-) 


ten by Judge Vincent L. Leibell, 
he held that the commission rules 
cannot go beyond the statute (Sec- 
tion 1304 of the criminal code in 
this case) which it seeks to im- 
plement. 

If the statute ought to be expanded to 
include giveaway programs, that is solely 


(Continued on Page 4) 


OFFSPRING—Schieffelin & Co. is running 

newspaper ads like this in selected east- 

ern markets to introduce pint-sized Hen- 

nessy three-star cognac. Abbott Kimball 
Co., New York, is the agency. 


Attorney Blasts 
Courts’ Favoring 


of Idea Claimants 


New York, Feb. 5—The most 
urgent legal problem facing ad- 
vertisers and agencies today is 
“the present solicitude of the 
_courts for claimants in idea cases.” 
This is the view of David M. Sol- 
\inger, a local attorney who rep- 
resents advertising, radio and tele- 
vision interests, expressed in a 
talk to the Federal Bar Assn. this 
week. 

A $375,000 jury verdict granted 
adman Raymond Morgan for a 
suit charging misappropriation by 

(Continued on Page 75) 


6 Equal Partners Run 
Calkins & Holden, Etc. 


They’re All on Speaking 
Terms, Too; ‘50 Merger 
Has Worked Out Well 


By James V. O’Gara 


NEw York, Feb. 4—“‘We will 
never be one of the big agencies 
because we are to this business 
what the custom tailor shop is to 
the men’s clothing industry.” 

That’s the way J. Sherwood 
Smith, chairman of the board, 
summed things up when he an- 
nounced in March, 1950, the 
merger of Calkins & Holden with 
Carlock, McClinton & Smith. 

The merger saw perhaps $3,500,- 
000 added to Calkins & Holden’s 


other partner-owners of the agen- 
cy, is proud of this growth. The 
sextet, moreover, is eyeing the 
package field with the idea of 
nailing down a drug account, say 
a toothpaste or a toiletry. 
Included in the sextet in addi- 
tion to J. Sherwood Smith, are 
James (Rene) Clark, vice-chair- 
man; Z. C. (Jess) Barnes, execu- 
tive committee chairman; Harold 
L. McClinton, president, and M. E. 
Carlock and Paul Smith, both 
v.p.s. All six have equal financial 


share in the agency, “to the dol- | 


me” 


@ Any partner will tell you that 
the titles are used only because of 
the requirements of corporation 


brighter: the American Society 
of Travel Agents reports that the 
alltime high in European travel by 
Americans will be exceeded in 
1953. The expectation is for an 
18% gain, dollarwise, for all for- 
eign travel, with a substantial part 
of this accounted for by an up- 
surge in travel to Europe. 


wThe society’s report, based on a 
confidential survey of travel bu- 
reaus and _ transportation com- 
panies, indicates that 83% of the 
respondents are looking forward 
to a boost in travel to the con- 
tinent. 

Reasons for Europe’s populari- 
ty in 1953 seem to be (1) corona- 
tion year, (2) lower-cost air tour- 
ist service, (3) additional shipping 
space and (4) economy-type ship 
service. 


have lent a glamor, a promotional 
lift, to all European travel. As for 
the economy-type ship _ service, 
Irwin Robinson, president of the 
Travel Development Corp. and 
formerly ASTA public relations 
director, calls it “a _ significant 
merchandising trend in travel— 
the counterpart of air-tourist.” 


® He said the Holland-American 
Line’s “Ryndam” and “Maasdam” 
(Continued on Page 54) 


New York, Feb. 5—More than) 


: | 
The coronation year seems to 


Modernization Won't Cure Postal 
Ills; Total Renovation Is Needed 


‘AA’ Proposes That Congress Consider Changing the 
Post Office into a Government-Owned Corporation 


By Stanley E. Cohen 


| WAsHINGTON, Feb. 4—For half a dozen years, the Post Office Depart- 
/ment has been engulfed in a serious fiscal and operating crisis which 
should be a cause for general dismay. 

Because the mailman continues to make his accustomed round, and 
mail generally moves with admirable speed from sender to receiver, 
these problems have received scant attention in the press and the pub- 
lic messages of Presidents. 


During the postwar inflation the department’s expenses increased 
tremendously, outpacing its revenues. At the same time an influx of 
hurting the public two ways. Taxes remained higher because the 
Treasury Department had to cover the gap between postal income and 
ards which existed prior to World War II. 

| For the past four weeks, Ap- 
MacFarland Says Post Office Department and its 

problems. It has been reassuring to 

the past two years to modernize 

‘the department’s operations. These, 

Curcaco, Feb. 3—To get a top- | ticipated under the department’s 

flight copywriter these days, agen- | 2€W administrators, should reduce 
MacFarland, president of MacFar- | taken for granted in the past. 

_land, Aveyard & Co. 
copywriters at a minimum of $10,-| facts about the institution itself. 
000, and one receives $70,000. It employs 500,000 people, 
attending a meeting held by C. L.| transportation—and handles more 
Quaintance & Co., manufacturers’ | Mail than all the other postal sys- 

thority, it seems remarkable that 

ws The agency man used the sal-| Mail moves as rapidly as it does. 
(Continued on Page 8) |tical gerrymander, with authority 

so artfully diffused that it is al- 


Last Minute News Flashes 


new business swamped already inadequate mail handling facilities. 
Operating deficits reached an unprecedented $669,000,000 a year, 
expenditures. And service deteriorated, for Congress hesitated to ap- 
propriate the full sums that would be required to maintain the stand- 
VERTISING AGE has been presenting 
a series of articles discussing the 
T C if ‘report that many forward-looking 
| op opywr! ers ‘reforms were introduced during 
Get 10 000-Plus |together with other management 
] r ‘ 
improvements which can be an- 
cies must be prepared to pay at C°StS and help bring back the 
least $10,000, according to Hays duality of mail service which was 
As a matter of fact, Mr. Mac- | § Overshadowing everything else 
Farland said his agency starts in these articles, however, are the 
Mr. MacFarland made his salary Operates 50,000 branches, spends 
disclosures before a retail group $2-9 billion—mostly for wages and 
representative for 18 lines of wom- | tems of the world combined. 
en’s apparel and accessories. Considering the diffusion of au- 
aries to underscore the high priced) Our Post Office emerges from 
talent and quality going into na-| these reports a preposterous poli- 
most impossible to hold anybody 
/responsible for anything. 


s Congress determines the wage 


ABC-Paramount Announcement Expected Soon 


WASHINGTON, Feb. 6—The Federal Communications Commission has 
reportedly finished its consideration of the merger between United 
Paramount Theaters and American Broadcasting Co. and is expected to 
announce its approval of the merger next week. The fate of WBKB, 
Chicago, which CBS seeks to buy, and the application of Zenith Radio 


| Corp. for WBKB’s Channel 2, may be decided after additional hearings. 


Waack Succeeds Schwin at Household Finance 


Cuicaco, Feb. 6—Newell T. Schwin, director of advertising for 
Household Finance Corp. since 1945, has resigned. His future plans 


| firing 


rates that the department pays its 


|}employes, the prices it charges its 
|customers and the sums it can 


spend for capital investment and 
expansion. Congress passes on its 
branch managers, the postmasters; 
the Civil Service Commission spe- 
cifies the procedures for hiring, 
and promoting; General 
Services Administration—an en- 
tirely separate arm of the govern- 


were not announced. His successor is Alfred G. Waack, who has been | ment—determines when a post of- 


with Household for 20 years, the past eight as eastern ad manager in| fice is to be painted or repaired. 


Philadelphia. 


| The Post Office is unlike any- 
thing else that exists in govern- 


roughly $4,000,000 in billings. And 


in the 35 months since, the com- 
bination of Calkins & Holden, Car- 
lock, McClinton & Smith has 
tacked on another $1,700,000 and 


shortly expects to nudge the $9,-| 


500,000 mark. 


The chairman, like the five 


law; otherwise the operation runs 
as a partnership. Decisions are 
made on majority vote. “And 
everyone is still on speaking 
terms.” 

As a plans board, the six work- 
‘ing admen first seek a merchan- 
! (Continued on Page 60) 


Part of Franco-American Goes to Compton 


CAMDEN, N. J., Feb. 6—Campbell Soup Co. has appointed Compton | 
Advertising, New York, to handle promotion for Franco-American 
spaghetti sauce with meat, effective May 1. Compton already has 
Campbell’s pork and beans and tomato juice. Dancer-Fitzgerald-Sam- 
ple, the present agency, is left with Franco-American spaghetti, maca- 
roni, beef gravy and Campbell’s tomato ketchup. 


(Additional News Flashes on Page 79) 


/ment or business. To some extent 
it resembles a public utility, for 
it enjoys a monopoly over a vital 
service which is offered to the 
public for a fixed fee. 

But the parallel breaks down. 
Unlike the utility, the Post Office 


(Continued on Page 40) 
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$250,000 Goodrich 


Exhibit Is Opened at Chicago Museum 


Cuicaco, Feb. 3—“‘The Story 
of Rubber,” 
manent exhibit of the B. F. Good- 
rich Co. in the Museum of Science 
& Industry here, was formally pre- 
sented to the museum at a lunch- 
eon today by John L. Collyer, pres- 
ident of the company. It was ac~- 
cepted on behalf of the trustees by 
Maj. Lenox R. Lohr, president of 
the museum. 

The exhibit, which employs a 
host of devices to dramatize the 
properties and applications of rub- 
ber, is one of many permanent ex- 
hibits installed in the museum to 
demonstrate the progress of in- 
dustry. One outstanding company 
in each field is invited to provide 
the exhibit. The space is sup- 
plied without charge, and mainten- 
ance is furnished by the museum 
on a fee basis. 


#® One of the new developments 
in rubber included in the exhibit 
is the world’s first moving rubber 
sidewalk, which is operated on 
the principle of a conveyor belt 
and is believed to offer great pos- 
sibilities in moving large numbers 
of people short distances, perhaps 
in connection with escalators. 

At the luncheon meeting some 
additional dramatics were pro- 
vided by a demonstration of the 
new Goodrich super-fast process 
of making synthetic rubber. Dr. 
Frank W. Schoenfeld and E. W. 
Harrington collaborated in show- 
ing how the product can now be 
made in minutes instead of hours. 

A new catalyst was mixed with 
butadiene and styrene. Then the 
combination was poured into a 
glass hat containing a solution of 
salt and acid. Four and a half min- 
utes after the experiment began, 
Mr. Harrington removed a piece 
of rubber from the hat and demon- 
strated its qualities by bouncing it 
on the floor. 


s The Goodrich exhibit occupies 
8,500 square feet of floor space, and 
includes 29 separate units. Most of 
them can be operated by push- 
buttons, enabling visitors to dem- 
onstrate for themselves the various 
qualities and processes of rubber. 
The oldest exhibit is one of the 
original tires manufactured in 
1896 for the first automobile ever 
offered for sale in the U. S. 

A demonstration of the strength 
of rubber is given by a device em- 
ploying a short rubber section to 
lift a Chevrolet sedan. There is a 
“guillotine” which drops a 30- 


pound weight on a tire, to demon- 
strate its rugged character, and an- 
other unit contains a pad of sponge 
rubber on which a 50-pound ball 


A MODERN GUILLOTINE—The free-falling | 

blade in this guillotine-like structure is) 

used in the Goodrich exhibit to demonstrate 

how modern tubeless tires can withstand 

@ lot of punishment. The blade weighs 
30 Ibs. 


the $250,000 per-) 
|@ A small theater in the exhibit 


‘Story of Rubber’ 


may be dropped. 


seats those who wish to view a 
|'movie, which runs for 12 minutes 
‘and shows the processes used in 
making rubber. The projector is 
turned on by pushing a button, so 
| that the audience determines when 
the movie is to run. Another movie 
‘demonstrates the use of de-icers 
{on airplanes. 


| Frank T. Tucker, Goodrich di-| 
rector of advertising, told ADVER- | 


TISING AcE that the exhibit has 


been in the process of design and 
| construction for the past two years. | 
| This is the first time the company | 


‘has been represented in a per- 
/manent museum, though it has 
shown at world’s fairs and other 
special events. 


a “We believe the exhibit at the 
Museum of Science & Industry 
has great educational and promo- 
tional value,” Mr. Tucker said. 

“We are especially interested in 
the rising generation, as indicated 
by our use of advertising in school 
publications. We know that the 
2,000,000 annual attendance here 
includes not only people from all 
over the country, but whole fami- 
lies, including children and teen- 
agers. Thus we feel that we shall 
be able to do a good public rela- 
tions job for the rubber industry 
and for our company by this ex- 
hibit.” 

Mr. Tucker credited the design 
and installation of the exhibit to 
Ray Stratton, who for many years 
has been in charge of Goodrich 
shows and exhibits. Other general 
executives and members of the 
advertising and public relations 
staff were on hand for the open- 
ing luncheon, which was attended 
by several hundred leaders of Chi- 
cago business and industry. 

Among other companies which 
have installed industry exhibits 
at the museum are A.T.&T., 
Bakelite, Aluminum Co. of Amer- 
ica, RCA, General Motors, Inter- 
national Harvester and Santa Fe 
railway. 


4-Color ‘Post’ Ad 
Starts Mosler Safe 


Consumer Campaign 


HAMILTON, O., Feb. 4—Mosler 
Safe Co. will launch its first 
promotion this year with a four- 
color spread in the Feb. 21 issue 
of The Saturday Evening Post. 

Two new fire-resistant units 
will be introduced in the ad, which 
is said to be the first use of full- 


|color space to sell safes to con- 


sumers. 

With the promotion, Mosier, for 
the first time in its 105-year his- 
tory, will offer dealers a coopera- 
tive advertising allowance to spur 
tie-in newspaper advertising. 

Newspaper mats resembling the 
Post ad, direct mail kits and other 
promotional and point of sale 
materials also will be available to 
dealers. 

Stockton, West, Burkhardt, Cin- 
cinnati, is Mosler’s agency. 


N. Y. Financial Admen Elect 


Edward F. McDougal, assistant 
treasurer of Bankers Trust Co., 


+ has been elected president of the 


New York Financial Advertisers. 
Other officers elected are Howard 
J. Carswell, manager of the pub- 
licity department, Guaranty Trust 
Co., 1st v.p.; Edwin Goat, assist- 
ant v.p., Bowery Savings Bank, 


es yient? 


atik 


WORKING MODEL—This part of the B. F. 

of Science & Industry consists of a working model of a typical American rubber 

manufacturing plant. The girl in the foreground is making rubber by mixing latex 
with ar acid solution. 


Goodrich exhibit at the Chicago Museum 


Crosley Aiming at 
Big Increase in Its 
Radio and TV Sales 


CINCINNATI, Feb. 3—Crosley 
division of the Avco Mfg. Corp. 
is aiming at a 60% increase in 
television business in 1953 and a 
96% gain in radio business this 
year, according to Leonard F. 
Cramer, Avco v.p. 

Mr. Cramer released this infor- 
mation last week at a meeting in 
St. Charles, Ill., held by Crosley to 
introduce the company to the area. 
Crosley recently acquired televi- 
sion tube-producing facilities in 
nearby Batavia, Ill. 


s “Producing sufficient receivers 
to meet sales requirements during 
1953 is going to be a challenge to 
the industry,” he said. “Cathode 
ray picture tubes may prove to be 
the bottleneck. Manufacturers 
without tube-making facilities and 
those who do not expand their 
tube operations are going to face 
urgent problems.” 

Mr. Cramer pointed out that the 
demand for larger-size screens has, 
in effect, lowered the industry’s 
capacity, in spite of the fact that 
some expansion of tube-manufac- 
turing facilities has taken place. 
It takes nearly twice as iong to 
build a 21” tube as it does a 17” 
tube, he added. 

The Avco executive forecast 
sales of 6,500,000 new sets in ’53, 
with a growing replacement mar- 
ket for tubes which is likely to 
exceed 3,000,000 tubes during the 
year. 


Oregon Liquor Commission 
to Allow Brewers’ Telecasts 


The Oregon State Liquor Con- 
trol Commission has announced 
that on Feb. 9 it will relax its 
regulation against radio and TV 
liquor advertising before 8 p.m. 

The regulation has been unpop- 
ular with the public because most 
radio and TV fight broadcasts be- 
gin about 7 p.m., PST, and being 
sponsored by brewers and distil- 
leries, have been denied to Ore- 
gonians. The regulation recently 
was discussed in the state legisla- 
ture when a bill to deprive the 
commission of its power to regu- 
late AM and TV advertising was 
introduced. 


Klein Rejoins KLAC-TV as S.M. 


Bob Klein has been named sales 
manager for KLAC-TV, Los An- 
| geles. Mr. Klein had been an ac- 
count executive with the station 
until nine months ago, when he 
| left the city to take another posi- 
| tion. 


2nd v.p.; Robert J. Stiehl, member | 
of the advertising department of MPA Adds St. Paul Society 
The Missionary Society of St. 


Banking Magazine, a publication | 
of the American Bankers Assn.,| Paul the Apostle, New York, pub- 
treasurer, and Mrs. Isabelle Mur- lisher of Information, has been 
rav, Hudson Advertising Co.,| elected to active membership in 
treasurer. ithe Magazine Publishers Assn. 


N.Y. Judge Rules 


Newspapers Can 


Reject Advertising 


BuFFALO, Feb. 5—A newspaper 
“is not a public utility” and it is 
free to reject advertising tendered 
it for publication, according to 
Philip Halpern, justice of the N. Y. 
supreme court. 

Justice Halpern’s opinion was 
contained in a memorandum con- 
cerning a suit brought by Ritter 
Jewelers Inc. against Clarence O. 
Jones described in the complaint 
as editor and publisher of a news- 
paper known as Ken-News Topics, 
Associated Newspaper, Kensington 
News, Kensington Topics, Ken- 
sington News-Topics. 

In the complaint Sigmund 
Schwartz, attorney representing 
the corporation, alleged that the 
newspaper entered into a contract 
with his client to publish in its 
Sept. 5, 1951, issue a “certain two- 
page advertisement for an agreed 
price.” He further alleged the 
newspaper “failed and refused” to 
publish the advertisement. 


a The complaint contended fur- 
ther that the business of Mr. Jones 
as publisher of a newspaper “is 
of a public, or quasi-public na- 
ture,” and “that by virtue thereof, 
as said newspaper sells advertising 
space to merchants of the same 
class as the corporation, it must 
also sell advertising space to the 
plaintiff.” 

The plaintiff alleged “the de- 
fendant refused to publish adver- 
tising matter requested by the 
plaintiff ...at that time or at any 
later time,”’ and that such refusal 
by the defendant “was unreason- 
able, unlawful and without any 
just cause or provocation.” 

“This cause of action must be 
dismissed on the ground that it is 
insufficient in law,” Justice Hal- 
pern held in his memorandum. “A 
newspaper is not a public utility. 
Subject to valid statutory regula- 
tions such as the anti-trusc laws, 
a mewspaper is generally free to 
reject advertisements tendered to 
it for publication.” 


Heads Canadian Doughnut 


Frank G. Arnold, sales director 
for Canadian Doughnut Co., To- 
ronto, has been elected president. 
The company is a subsidiary of 
Doughnut Corp. of America, New 
York. 


Siebold Elected Sales V. P. 


F. L. Siebold, sales manager 
since 1949, has deen elected v.p. 
in charge of sales of Schutte & 
Koerting Co., Cornwells Heights, 
Pa., manufacturing engineer. 


Advertising Age, 
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National Editorial 
Assn. Takes Over 
Ownership of WNR 


New York, Feb. 3—Sole owner- 
ship of Weekly Newspaper Repre- 
sentatives Inc. has passed to the 
National Editorial Assn. four 
months ahead of schedule. 

Back in December the NEA and 
the American Press Assn., co- 
owners, announced a reorganiza- 
tion of WNR, advertising repre- 
sentative for about 8,000 weeklies. 
The agreement provided that both 
groups would continue as owners 
till June 1, 1953, when the APA 
would quit the weekly representa- 
tive field and leave the NEA as 
sole owner (AA, Dec. 22). 

But last week the NEA became 
sole owner by exercising an option 
contained in the December pur- 
chase agreement, and buying the 
APA’s stock. In selling out, the 
APA agreed to withdraw from 
the national advertising repre- 
sentative field for five years. 


s The NEA said it would elect a 
new board of directors to operate 
WNR and that additional capital 
would be forthcoming to expand 
sales and services. The new board 
will consist of weekly newspaper 
publishers and managers of state 
associations. 

Affiliated state press associa- 
tions, it was said, have agreed to 
pay WNR for its sales work, billing 
activities and for other services on 
the basis of service given each 
association. 

Warren Grieb, named in Decem- 
ber, will continue to serve as ex- 
ecutive manager of WNR. 

Weekly Newspaper Representa- 
tives was formed originally in De- 
cember, 1951, by the merger of the 
sales and service departments of 
the APA and the Newspaper Ad- 
vertising Service, owned by NEA. 


DMAA Reports 10% 
Direct Mail Volume 


Increase Last Year 


New York, Feb. 4—A healthy 
10.8% increase in dollar volume 
of direct mail advertising during 
1952 has been reported by Frank 
Frazier, executive director of the 
Direct Mail Advertising Assn. 

Mr. Frazier said the year’s total 
was $1,171,088,984, compared with 
$1,056,296,826 during 1951, and 
gave the monthly breakdown as 
follows: 


Ee eee ea $99,516,152 
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Ae er 97,849,353 
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ES: «sa hid 4 kn’ abe 88,664,382 
CS A Per eee .. .91,468,973 
0 re 99,862,486 
en ae 112,670,142 
November ............ 101,134,574 
ee 100,347,845 


Hearings on Parcel 
Post Rate Increase 
Will Start March 3 


WASHINGTON, Feb. 4—The Inter- 
state Commerce Commission an- 
nounced today that it will hold 
hearings beginning March 3 on 
the Post Office Department’s ap- 
plication for a 35% increase in 
parcel post rates. 

The application was filed with 
the commission by former Post- 
master General Jesse Donaldson 
on Jan. 15. 

Sen. Frank Carlson (R., Kan.), 
chairman of the Senate post office 
committee, had introduced a bill 
which withdraws the authority for 
ICC to adjust parcel post rates, 
and had asked the commission to 
suspend action on the application. 
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_952 Was Good Year for the Vending 
industry, Especially Coffee Sellers 


CINCINNATI, Feb. 3—Coffee was 
once again the big growth item in 
the vending industry during 1952. 

But the annual market data and 
directory almanac published by 
Vend shows the entire automatic 
merchandising field had an ex- 
ceptionally good year. 

Just about every vended product 
increased sales. 


® This is the 1952 coffee picture: 

The number of machines in 
operation jumped from 9,100 to 
16,270. In 1950, there were only 
4,450. Demand for coffee venders 
actually exceeded the supply, as 
production lagged because of ma- 
terial shortages. 

Sales per coffee machine also 
increased, from a weekly average 
of 720 drinks in 1951 to 850 in’ 
1952. There was a total of 719,- 
082,000 drinks of coffee vended in| 
1952. 


arets, accounting for a little less 
than 20% of all sales. Total sales 
in 1951 were 2.8 billion packs. 

3. Beverages. Cup machines 


gained, while bottle venders lost. 
_ground. The number of cup ma-| 
_ chines in operation increased from 
| 32,125 in 1951 to 38,475 last year. 


Average weekly sales per machine 


went from 810 drinks to 830 drinks. 


The bottle market is still much 


bigger with 530,600 machines in 


use, but average weekly sales per 


machine declined during the year | 


from 134 bottles to 128 bottles. 


4. Ice cream. Machines in opera- | 
tion increased from 12,325 to 16,- | 


075. No sales figures are available. 


® Those listed above are the big- 
selling items. Vend, however, in- 
dicates the scope of the industry 
by listing the variety of merchan- 
dise and services now being 


| vended. In the miscellaneous cate- 


/gory are machines for the follow- 


® Here is Vend’s rundown of other 
products: 
1. Candy. The number of ma-| 


chines in operation increased from | 


ing: 

Apples, aspirin, books, dough- 
nuts, citrus juices, combs, crackers 
and biscuits, handkerchiefs, ho- 


396,850 to 421,360. Sales per ma-  siery, ice, milk, newspapers, per- 
chine went up from 175 bars a fume, soap, soup, pencils, post 
week in 1951 to 198 bars in 1952.\ cards, postage stamps, sandwiches, 
Candy venders account for about | tooth brushes, tissue, towels, razor 
17% of the total bar volume. blades, coin changers, clothes dry- 

2. Tobacco. The number of cig-| ers, hygienic supplies, ironers, lo- 
aret machines in use was up from, tions, paper cups, parcel lockers, 
436,700 to 473,770. These machines photo machines, telescopes, scales, 
sold 2.9 billion packs of cigarets shoe shiners, tickets, typewriters, 
in 1952. They are, after groceries, | voice recorders, and washing ma- 
the second biggest sellers of cig- chines. 


Tax on Newspapers specified that ‘the printing press 


_sha!l be free to every person who 
Would Be a Tax on /'may undertake to examine the 
Advertising: Serrill 


HARRISBURG, Pa., Feb. 4—A) 
warning that a proposed 1¢ tax on 
newspapers in Pennsylvania would | 
be a tax upon advertising has, 
been sounded here by Theodore A. | 
Serrill, general manager of the 
Pennsylvania Newspaper Publish- | 
ers’ Assn. 

In a letter to Rep. Adams T. 
Bower, who submitted such a bill 
to the House of Representatives 
here as a plan for raising money, 
the writer said that such a tax 
would tend to raise an obstacle 
against the free flow of trade and 
would hamper the prosperity of the 
Commonwealth. 

In his letter, Mr. Serrill out- 
lined nine specific reasons why 
the PNPA, which represents 99% 
of the daily and Sunday circula- 
tion and about 80% of the weekly 
newspaper circulation in the state, 
through its 351 members, is 
against such a tax: 


s 1. It would be a special privi- 
lege tax upon a free press. 

2. It would be no more justified 
than a tax upon the freedom of as- | 
sembly or upon a place of wor- 
ship. 

3. It would possibly be construed 
as a license, and the Pennsyivania 
constitution prevents such re- 
straint upon the press. 

4. It would discriminate against 


| proceedings of the legislature or 
‘any branch of the government, and 
'no law shall ever be made to re- 


strain the right thereof,’ ’”’ Mr. Ser- 
rill pointed out. “A special tax 
law imposing a tariff on newspa- 
per copies would certainly con- 
travene this section of our consti- 
tution.” 


Husbands Beware: 
Mutual, IGA Plot 
National Wife Week 


New York, Feb. 4—Somebody 
was bound to get around to it 
sooner or later. 

The nation has Dog Week, Let’s 
Go Fishing Week, Wild Life Res- 
toration Week, National Hearth- 
Baked Bread Week, Honey for 
Breakfast Week—and now Wife 
Week. 

Feb. 9-14 has been so set aside 
by Mutual Broadcasting System 
and member stores of the In- 
dependent Grocers Alliance “to 
honor the first lady of every home 
in the land.” 

Men who have difficulty escap- 
ing household chores are hereby 
warned to avoid Mutual stations 
during that period. MBS pro- 
grams, sponsored and sustaining, 
will be giving the little lady 
round-the-clock support in her ef- 
fort to get somebody else to do the 
dishes. 
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Whenever people raise 4 turst, 
They always call for Kruegi r first 


“The, reason, pal, is crystal ear — 
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MORE CHEER—Grey Advertising Agency has turned out this 3,000-line newspaper 

ad starting a new campaign for G. Krueger Brewing Co., Newark, emphasizing the 

theme, ‘There’s more cheer in Krueger beer!’ Newspaper ads will be supplemented 
by radio and outdoor advertising in major eastern markets. 


Radio Is a Better Buy Than TV in 
So. California, Nelson Tells Adclub 


s | HOLLYwoop, Feb. 3—Southern 
Cunningham of FCC California radio is a better buy 
. ‘than ever, television or no, mem- 
Thinks KLZ Should bers of the Hollywood Advertising 
Get Denver Channel ‘Club were told yesterday by a 
‘panel of advertisers and broad- 

WASHINGTON, Feb. 4—An estab- | casters. 
lished broadcaster emerged today| Summarizing the over-all pic- 
as the initial winner in the first;ture, Norman Nelson, managing 
disputed TV channel case to reach | director of the Southern California 
the decision stage. Broadcasters Assn., admitted that 
In reaching a decision on two | average listening per home is down 


conflicting applications for Chan-|since 1946 (pre-television), but 


nel 7 in Denver, a Federal Com- 
munications Commission hearing 
examiner, James D. Cunningham, 
said the operators of radio station 
KLZ seem to be the better quali- 
fied. 

He observed that the competing 
applicant, Denver Television Corp., 
is a newcomer to broadcasting. 

The dispute over Channel 7 has 
been in hearings since early in 
October. Mr. Cunningham's deci- 


mission before the grant becomes 
final. 


® Both applicants have  back- 
grounds of theater ownership. Dur- 
ing the hearings, each tried to 
prove that the directors of the 
competing group were involved in 
block booking practices which 
were subsequently outlawed as a 
result of theater industry anti- 
trust cases, 

In his decision, Mr. Cunning- 
ham discounted the anti-trust ar- 
gument and concluded that both 
groups were qualified to operate 
stations. 

He said the KLZ group had an 
excellent record in radio and en- 
joys the confidence of civic groups 
in the community. As newcomers, 
he said the competing group could 
offer only its promises. 


sion must be affirmed by the com- | 


pointed out there are 33.6% more 
homes with radios in Southern 
California. 

The cost of reaching this greater 
audience has increased just 11.8% 
since 1946, Mr. Nelson said. Add- 
ing that he did not want to make 
invidious comparisons, he pointed 
out the total circulation of Los An- 
geles metropolitan newspapers is 
1% less than in 1946, but the cost 
of reaching this circulation is 50% 
more. 


® Hildred Sanders, radio-TV di- 
rector for the Dan B. Miner agency, 
gave a strong boost for local spots 
on radio, but tempered her en- 
dorsement of regional radio pro- 
grams. Radio spots have been used 
very sugcessfully by one client, 
Lakewood Park, the world’s larg- 
est housing development, for the 
past two years, she said. All Los 
Angeles area stations have been 
used on a “saturation” basis. 

The saturation technique used is 
to buy all spot availabilities on a 
station as a package running one 
lor two weeks. Tests showed that 
radio and newspapers have pulled 
_ better than newspapers alone, 
when the total budget is the same, 
she said. When a drive is scheduled 
| weekly budgets total $13,800, with 
$6,800 going into radio and $7,000 


More than 200 TV permits have|to newspapers. Phenomenal sales 


been issued since the construction| have been racked up over week- 
freeze was lifted last July. How-| ends several times as the result of 


newspapers and would be illegal | 
as such. |@ The idea, as Mutual and IGA 
5. It would impose a special tax| put it, is to “let Mom take a 
upon an industry that already is| week’s vacation from housework.” 
paying its full share of taxation.| Grocery stores also will be 
6. It would be a tax upon ad-/| booby traps for the husband, who 
vertising. 
7. As an added burden it would place is any place outside the 
tend to put many community) kitchen. If he isn’t caught by the 
newspapers out of business unless on-the-air and newspaper promo- 
it was passed on to the consumer. tion for Wife Week, they’ll get 
8. It could be construed as the him with point of purchase mate- 
same kind of harrowing tactic rjal in the stores. 
used in totalitarian nations to There are also Wife Week leaf- 
hamper the press. lets to be inserted in outgoing or- 
9. Even where broad-base sales| ders. These contain “helpful hints 
taxes are imposed, newspapers are to hubby and the kiddies and a 
exempt. family performance chart” on 
“The Constitution of Pennsyl- which the housewife can score 
vania, from Colonial times, has | their work. 


|has always maintained that his | 


ever, this is the first case where 


between conflicting applications 
for a particular channel. 


_Lamarche Elected V. P. 

F. L. Lamarche, formerly gen- 
eral sales manager, Grocery Store 
| Products Co., West Chester, Pa., 
has been elected v.p. in charge of 
sales. He began as a district man- 
ager for the company more than 16 
years ago. 


Calumet & Helca Names Ames 
Calumet & Helca Consolidated 
Copper Co., Detroit, has appointed 
Edward C. Ames director of em- 
ploye and public relations. Mr. 
Ames formerly was assistant to 
the president and p.r. director of 
Owens-Corning Fiberglas Corp. 


such promotions, she asserted. 


the FCC has attempted to choose | 


| Citing experience with sponsor- 
‘ship of the “Cisco Kid” on radio 
over the Don Lee Network, and on 
| stations in the Midwest for Inter- 
state Bakeries Corp., Miss Sanders 


was not so “bullish” for regional | 


programs; radio ratings have 


dropped since television, she said. | 


However, studies have definitely 
indicated that the radio show and 
the television version have served 
to complement each other, she 
added. With nighttime rates down 


for radio, and the radio program | 


cut from three to two times a week, 

it is believed the cost per thousand 

of listeners reached is about the 
(Continued on Page 76) 


Broadcast Bureau 


Cites 27 Stations 
for ‘Radio Results’ 


New York, Feb. 5—Brcadcast 
Advertising Bureau has announced 
the winners of its second annual 
|“radio gets results” contest. 
| Case histories on which the 
_judging was decided will be cir- 
culated among member stations to 
give them new business ideas. 

The winners, in order of rank 
for each category, are: 

Apparel—WIP, Philadelphia 
(Krass Bros.); WNOE, New Or- 
leans (Southern Tailoring Co.); 
KLX, Oakland (Bond Clothes). 

Automotive—KSWO, Lawton, 
Okla. (Green-Phillips Chevrolet 
Co.); WICC, Bridgeport, Conn. 
(Dayton & Edwards); KLAC, Hol- 
lywood (Eddie Nelson, Dodge- 
Plymouth dealer). 


® Department  stores—WTBO, 
Cumberland, Md. (Rosenbaum 
Bros.); WJTN, Jamestown, N. Y. 
(Bigelow’s); KOIL, Omaha (Phil- 
ips). 

Financial—WIBX, Utica (Mo- 
hawk Valley Investing Co.); 
KDYL, Salt Lake City (Utah Hos- 
pital & Surgical Insurance Co.); 
WRBL, Columbus, Ga. (Reavis In- 
surance Agency). 

Food and grocery products— 
WIRE, Indianapolis (Kingan & 
Co.); WNBC, New York (Jacob 
Ruppert Brewery); KSWO, Law- 
ton, Okla. (Lawton Meat Supply). 

Food and _ grocery stores— 
WKZO, Kalamazoo, Mich. (Market 
Basket Stores); KYAK, Yakima, 
Wash. (Gerritsens Markets) ; KEX, 
Portland, Ore. (Schumackers 
Meats). 


® Home Furnishings—KFBI, Wi- 


chita, Kan. (Howse Furniture 
Co.); WIND, Chicago (Homer 
Bros.); KONO, San _ Antonio 


(Montgomery Ward catalog of- 
fice). 

Miscellaneous—WCBS, New 
York (Durham-Enders Razor 
Corp.); WJOY, Burlington, Vt. 
(Colonial Airlines); KCBS, San 
Francisco (Affiliated Gas Equip- 
ment). 

Specialized Services--KBMY, 
Billings, Mont. (Big-Boy Drive- 
Inns); KYAK, Yakima (Wally Ed- 
wards flowers); WJTN, James- 
town, N. Y¥. (Mode Laundry & 
Dry Cleaning Co.). 


KNX Promotes Four 


James P. Hensley, national spot 
sales account executive for KNX, 
Los Angeles, and the Columbia Pa- 
cific Network, has been named an 
account executive for local KNX 
sales. Don Ross, merchandising 
manager for the “Housewives Pro- 
tective League,” will take over 
Mr. Hensley’s duties. Mr. Ross will 
be succeeded by Ralph Glazer, who 
has been sales service manager for 
KNX-CPN, and Grace Neuworth 
has taken Mr. Glazer’s position as 
sales service manager. 


Buffalo Ad Club Elects 


Edward N. Spink, E. N. Spink 
& Co., has been elected president 
of the Greater Buffalo Advertising 
Club. Other officers elected are 
William H. Wilson, Wilson Moving 
& Storage Co., Ist v.p.; Nicholas W. 
Ball, Nick Ball Lighting Equip- 
/ment, 2nd v.p.; Samuel J. Palisano, 
president of Lincoln Storage, treas- 
urer, and Harold F. Chandler, 
president of Central Casket Co., 
secretary. 


GE Boosts Electric Blankets 


General Electric Co., Schenec- 
tady, in April will begin a special 
promotion to help retailers sell au- 
tomatic blankets during the off- 
season months of April, May and 
June. The ad schedule calls for 
four-color insertions in Better 
Homes & Gardens, Bride’s Maga- 
zine, The Saturday Evening Post 
and Sunset Magazine. The promo- 
tion will include point of sale dis- 
plays, ad mats, window streamers 
and direct mail. 
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Giveaway Shows 
Okayed by Court © 


(Continued from Page 1) 
within the province of congress... 

Besides the offer of a prize and the 
presence of the element of chance in se- 
lecting some of the participants who will 
contest for the prize, it must also be 
shown in order to constitute a lottery that 
a price, something of value, is furnished 
by at least some of the participants. The 
commission contends that something of 
value is furnished by the prospective 
participants because they become part of 
an invisible audience, which in the ag- 
gregate is a thing of value to the station 
broadcasting the program and to the ad- 
vertiser who sponsors the program... 

It is not the value of the listening par- 
ticipants to the station or sponsor that is 
the valuable consideration contemplated 
by the lottery statute...The commission 
argues that it is a “legal detriment” 
to the listener or viewer to sit at home 
listening to the program and awaiting a 
telephone call from those in charge of 
the contest. Technically and applying the 
law of contracts, that may be true. But 
that is not sufficient where a lottery | 
statute, a criminal statute, is involved. 
The alleged legal detriment to the radio 


| in a lottery, which the law contemplates 


-cense of a station which broad- 


‘the Music” 


listener is not the kind of 
“thing of value” 


“price” or 


a great many local stations. Most 
paid by a participant 


of the network prize programs now 
| dispense their loot to studio audi- 
/ences, and the commission did not 
seek to include this type of give- 
away in its ban. 

In his dissenting opinion, Judge 
Charles E. Clark said: 

To inquire whether the broadcasters 
and their advertising customers are en- 
gaged in altruistic operations is of course 
to supply the answer at once. What they 
are doing is to purchase time to adver- 
tise and vend their wares—indeed the 
most valuable time conceivable, as is al- 
leged in the papers before us and con- 
'ceded by all. 

The time spent by a single listener 
may be quite brief. But the time spent 
by the whole country in hanging for 
an hour more or less breathlessly upon 
a nationwide broadcast which may (but 
probably will not) yield the listeners re- 
|turns ranging from refrigerators, pianos 
and trips to South America to good hard 
cash beyond their wildest dreams pro- 
vides so stupendous an audience for the 
advertising message as hardly to be es- 
timated. 


as an essential element of a lottery. 


s The court upheld the right of 
the FCC to refuse to renew the li-| 


casts information on a lottery or 
carries prize programs requiring 
the contestants to provide “any 
money or thing of value.” 

Much of the legal verbiage had 
a historical ring to it. Many of the 
programs cited in the opinion are 
no longer around. The king of the 
network giveaways, “Stop the Mu- 
sic,” has been off TV a long time) 
and disappeared from radio 
months ago due to lack of spon- 
sor support. 

CBS’ brief referred to “Sing It 
Again,” which tried to outdo “Stop 
and everybody else 
with the size of the take, and “Hit 
the Jackpot,” both long. since 
faded from the program schedule.'| Nielsen Promotes Four 

There are very few phone gim-| A C. Nielsen Co. has promoted 
mick shows left on the networks, four client service executives to 
though they are still popular with account executives of the Nielsen 


In Kentucky, there’s an EASIER 


way to pick the radio winner! 


In Kentucky, a tremendous part of our total buying power 


is crowded into a relatively small region. 


Yes, 51.3% of Kentucky’s food sales, 59.8 


of 


% of its drug sales and 


55.3% of its total retail sales are made in the area 


covered by WAVE alone! To reach the remainder, you need 


many of the State’s other 46 radio stations. 


That’s why WAVE continues to get the cream of so many 


“radio-in-Kentucky” 


budgets — much of it on an exclusive basis. 


Ask Free & Peters for all the facts. 


WAVE 


LOUISVILLE 


Free & Peters, Inc., Exclustve National Representatives 


Lo RIES BARE 
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Modernization will help, but only a total reorganization of the Post 

Office will improve service and cut costs, says Stan Cohen in the 
fifth article of his series 
Goodrich tells the “Story of Rubber” in $250,000 permanent exhibit 
| presented to Chicago’s Museum of Science and Industry ....Page 2 
A newspaper’s right to reject ads is affirmed by a New York supreme 
| court judge 
AA finds stations in new TV markets are not getting any rush from 

advertisers Page 16 
TV accounts for 40% of Needham, Louis & Brorby billings ....Page 18 
Warning to small agencies: Watch out for embezzlers Page 20 
Jim Woolf tells admen to forget about the frills and fancy gadgets like 

the psycho-galvanometer and concentrate on simple, basic ideas 

on Page 47 
Use of premiums, down in 1952, expected to rise in 1953 ....Page 64 
Leo Burnett adman tees off on Creative Man for his criticism of Italian 

Line advertising 
The National Assn. of Manufacturers will spend $1,500,000 this year 
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Radio-Television Index Service. 
They are H. Wynn wecentan, See 
James R. English Jr., who wi e | 

in charge of groups of radio and Studebaker Board 

TV accounts in New York, | New York, Feb. 5—Paul G. 
Roland W. McKitrick and Everett | poreman has yentgned 6 presi 


M. Nelson, who will have similar | d 
ee AB yay p ent and trustee of the Ford Foun- 
responsibilities in Chicago. “dation and will rejoin Studebaker 
'Corp. as chairman of the board. 
James Kobak Delivers Speech Both actions are effective March 1. 
AA erroneously reported Feb. 2) prarold S. Vance, present chair- 


that Edgar Kobak, president of . 

py te ah Research Foundation, ean and president of the South 
delivered J. K. Lasser’s speech at| Bend, Ind., auto company, will 
the midwestern conference of As-|Continue as chief executive and 
sociated Business Publications in | president. 

the absence of Mr. Lasser. Actu-| Mr. Vance announced Mr. Hoff- 
ally, the speech was delivered by/|man’s election as head of Stude- 
baker’s board this week shortly 


James Kobak, who is associated 

|with J. K. Lasser & Co. and is the| after Henry Ford II disclosed his 

son of Edgar Kobak. resignation from the $500,000,000 
foundation. 


Sheaffer Succeeds Father While the news of Br, Hott- 


Walter A. Sheaffer II has suc- man’s return to industry’s ranks 

as president of W. A. Sheaffer Pen|1y; Vance had been ilies & 

Co., Fort Madison, Ia. Craig Sheaf- iti he . dh b 

fer resigned to become Assistant ae ee pg Bm ur Metioen 
> . Walter II . : 

Secretary of Commerce. Wal has been associated with Stude- 


has been treasurer and assistant 
to the president. baker for 38 of the past 42 years. 


‘Hoffman to Rejoin 


(Advertisement) 


portraying a sales demonstration 
as it should be made—with Ben- 
dix’s “Benefit Chart” as a guide 
to the salesman in what he says 
and shows and does, from his Ap- 
proach to his Close. 

To explain the why as well as 
to show the what and how and 
when and where and who of the 
salesman’s tactics, the second half 
of the film is a critique on his 
performance. 

This treatment is especially 
adapted to store meetings with 
limited time; and to meetings for 
which skilled instructors are not 
available. The film not only pre- 
sents the training materials but 
also discusses them, without hem- 
ming and hawing. 

Men who know specialty selling 
pronounce THE HARDER THEY 
FALL! the best instructional film 
they have ever seen. Many others 
have expressed lavish admiration 
of the insight into hard-hitting 
selling techniques that the pro- 
ducer of the film has manifested. 

If you have a tough time getting 
the salesmen of your merchandise 
to do the kind of personal selling 
that is needed to move your prod- 
ucts out of your dealers’ stores, 


Bendix Films 
Selling Pattern 


A common topic of conversation 
among business men today is the 
lousy selling job that retail sales- 
men are doing. 

No manufacturer is more keenly 
aware of the need for better per- 
sonal salesmanship in the retail 
store than Bendix Home Appli- 
ances, Inc. They produce “high 
ticket” mechanical merchandise 
| that must be adequately demon- 
_ strated to be sold and that requires 

pretty persuasive closing tactics to 
get the signature on the order. 
| Bendix asked us to help them 
'stimulate their dealers’ salesmen 
|to do harder selling on their auto- maybe we can help you as we 
_matic clothes washer. They speci-| helped Bendix. 
|fied a sound slidefilm that their 
distributors’ salesmen could use in| ,. . : 
| meetings with retail salesman. k YaANCISCO Fi / ms 

We created THE HARDER 195 N. Wabash Ave. Phone: STate 2-0798 
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sth in a series 


of Male Members of are in Government, 
Herald Tribune Families 23 3 0 Small Business and 
are in Business Management. & the Professions. 


Management is two markets! 
The HERALD TRIBUNE sells both 


When you talk to the men in the Herald Tribune Quality Market, you talk 
to leaders who mean big business... who influence decisions on much of the major 


industrial and business spending in New York...and the nation! 


At home, these men. and their families represent an equally important market for all kinds 

of products at all price levels...are an audience that not only has more wants, 

but more of the wherewithal to satisfy those wants. They can afford to buy more... 

buy more often...and they buy FIVE BILLION DOLLARS BIG! Get full facts on the best way 
to talk to New York’s management men and their families. 


NEW YORK LEADERS ARE 


Herald Tribune 


READERS 


61.27 


15.5% icon 
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Collins Heads Schwayder PR’ Boost Bahamas Tourist Trade 
Schwayder Bros. Inc., Denver, The Bahamas government, at 
manufacturer of Samsonite lug- Nassau, has set up a promotion 
gage and Samson folding furniture, budget of approximately $150,000 
has appointed Dorothy Collins pub- for the purpose of attracting spring | 
lic relations manager. Miss Collins; and summer business and to de- | 
formerly was woman’s page editor| velop Nassau as a year-around re- 
of the Rocky Mountain News, Den-' sort. Newspaper schedules begin | 
ver. i April 12 and run through the first | 


ee | 


the QUAD-CITIES ' 
have 70,000 households : ; 


Retail sales per household $4,150 (Index of 118 - 1952) 
2 


Advertisers keep business flowing 
with 


Ge. WHBEF : 


new “four ways better’ 


MACARONI MEETING—Advertising plans for a $250,000 campaign to promote the 
Prince macaroni were outlined at recent Boston sales meet- 
ing by (left to right) Pot Giovinco, production executive; Joseph Pellegrino, presi- 
dent, Prince Macaroni Co.; Ray Whitley, sales manager, and Ted Rossi, H. G. Rossi 
Agency. Ads will appear in 19 newspapers ond on 12 radio stations and 9 TV 


stations. 


/ TELCO BUILDING, ROCK ISLAND, ‘cia 
= Represented by Avery Knodel, Inc’ | ea ‘ 


week in August. Color ads will; York, 
| appear in Holiday and The New| tive, and Grant Advertising, Chi- 
‘Yorker. Kelly, Nason Inc., New cago, is southern representative. 


is the northern representa- 


7 For custom-built or 
i. syndicated package shows... 


— ATLAKLING : 


Shooting the Hormel All-Girl Revue ay) 
using multi-camera technique at 


A ae Poe € Spay ages eee eta 
mee ere we: mt ae ek 
Sh a BS a 8 


Kling studiog — 


TB a, IO a 
601 North Feirbanks Court 
HOLLYWOOD ~- 
(Roy Patin Productions) 6650 Sunset Boulevard 

NEW YORK 

affiliated with Thompton Associates © 40 €. 5} et St. 

DETROIT 
1928 Guardian Building 


In Chicago or Hollywood, Kling is 
equipped for top-flight production of 
documentary, variety, sports, children’s 
shows—or you name it! We’ve pro- 
duced them all with advertising know- 
how, top talent, and marked success. 


When the Hormel Meat Packing 
Company wanted to convert its CBS 
radio show to television, Kling was 
chosen to put the shows on film. Kling’s 
expert production control coordinated 
the efforts of more than 100 people, 
including performers, cameramen, tech- 
nicians, directors, make-up men, ward- 
robe specialists, and other studio 
personnel. Working together with clock- 
like precision, they completed 13 half- 
hour shows in amazingly short time. 


The results were all that Hormel had 
hoped they would be, just as Kling had 
met every requirement of Marshall 
Field’s on its wonderful filmed chil- 
dren’s show. Now Hormel and Field’s 
always come to Kling for every film 
need. 


More and more advertisers are com- 
ing to Kling for the finest in custom or 
syndicated film shows. In any category 
you will find a Kling-produced show 
will do your job the way you want it 
done! 


These Kling syndications now available: 


1. “Boxing from Rainbo’’ — sports 
2. “Uncle Mistletoe’ —children's show 
3. “Old American Barn Dance’ — variety 
4. ‘Paradox’ — dramatic 
5. Bank, Beer, Bakery — 

syndicated spot announcements 


For Advertising Knowmanship Plus 
Hollywood Showmanship call on Kling 
—your only single source for : 
TELEVISION FILMS © MOTION PICTURES 
SLIDE FILMS © PHOTOGRAPHY 
ADVERTISING AND EDITORIAL ART 
DISPLAYS © SALES TRAINING AND 
MAINTENANCE MANUALS 
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‘Hometown, America’ 
May Be Launched in 
Four More Markets 


PHILADELPHIA, Feb. 3—‘Home- 
town, America,” a comparatively 
new radio advertising and point of 
sale promotion for retailer-owned 
cooperatives and independent 
grocers, has made its mark in its 
first major market. 

The program is being produced 
for Quaker Grocery Co. and its 1,- 
100 grocer-members over Station 
WPEN with what Lorin E. Milner, 
president, says is “phenomenal 
success.” 

In fact, it has been so successful 
both for the grocers and the many 
participating nationally-known 
manufacturers that “Hometown, 
America” may soon be introduced 
in Baltimore, Boston, Chicago and 
Pittsburgh. 


s For over a year, the project was 
tested in Trenton, N.J., Allentown 
and Altoona, Pa., and in Wi!lming- 
ton, where “Hometown, America” 
maintains its executive offices at 
920 King St. New York sales of- 
fices are at 550 Fifth Ave. 

The program has been so suc- 
cessful, Mr. Milner told AA, “that 
we now know that we have the 
answer to the independent grocer’s 
problem of large chain store com- 
petition.” 


The plan is built around a daily 
/one-hour radio show on WPEN, 
‘and a merchandising and point of 
|sale promotion including 25 large 
| posters promoting the show, 80,000 
| throw-aways weekly, truck cards 
| ond newspaper advertising. 

| The radio show features inter- 
|views with Quaker grocers and 
| their customers, food and fashion 
discussions, local news, a telephone 
quiz climaxed by a $25 bond 
_award and four telephone auctions 
each day. 


s Listeners bid on $5 food orders, 
using labels, wrappers and box 
tops from the cooperating spon- 
/sors’ products instead of money. 
The person bidding the highest 
number wins a $5 food order. The 
winner can take her $5 certificate 
to any Quaker grocer, who re- 
ceives cash from “Hometown, 
| America.” 

If that grocer has a permanent 
“Hometewn, America” display in 
his store, he gets a $2 cash bonus. 

For the stores and customers 
who live outside of the metropoli- 
tan Philadelphia area, the program 
| conducts a duplicate postal card 

'auction in which listeners can bid 
their labels, wrappers, etc., via 
| card. 

| @ Seven food salesmen visit Quak- 
er stores regularly to sell partici- 
pating sponsors’ products and to 
promote “Hometown, America” 
among the grocers. 

There is a tie-in with the Phila- 
delphia Daily News, which fur- 
nishes its food expert. 

Participating manufacturers in- 
clude Peter Paul candy, Boscul 
coffee, Seabrook frozen foods, Wil- 
son’s Ideal dog food, Tetley tea, 
Wilbert’s wax, Mrs. Paul’s frozen 
products, Freihofer Baking Co., 
Chun King Chinese foods, Dur- 
kee’s margarine, Sealtest cottage 
cheese and others. 

Ewing B. Hawkins is v.p. and 
sales manager of “Hometown, 
America.” 


Wright Gets Tractor Account 


Pond Garden Tractor Co., Ra- 
venna, O., has appointed Wright 
Advertising Agency, Pittsford, N. 
Y., to direct all its advertising. The 
company manufactures’ garden 
tractors, implements, and rotary 
lawn mowers. Consumer and trade 
publications will be used. 


Joins Meldrum & Fewsmith 


Meldrum & Fewsmith, Cleve- 
land, has appointed Dudley R. 
Martin art director. 
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wally. tha ‘ol magazine 


With audited circulations 
that read like national 
census figures .. . with 
more individual titles 

than all other kinds of 
magazines put together. . . 
with an inside track into 
the hearts and minds 


of their readers . . . comics 
books are firmly established 
as a major publishing force. 
This, coupled with 


remarkably low advertising 


rate-per-thousand 
circulation, makes comics 
books a particularly efficient 


mover of merchandise 


in the mass market . . . as 
our advertisers have 
already learned. We invite 
you to share their 
pleasant experience. 


mS National 
m Comics 
BS troup 


Represented by 
Richard A. Feldon & Co., Inc. 
205 East 42nd Street 
New York 18, N. Y. 


CHICAGO LOS ANGELES 
SAN FRANCISCO PORTLAND 
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ness system the world has ever, ment’s standpoint, it means that; He suggested 

known,” according to Russell L. all things must be put into proper business men to follow in the four 

Putman, president of Putman Pub- balance, that first things must years to come: 

lishing Co. |come first...to the end that the 

343 | Mr. Putman made his statement | company must produce enough tion. 

Traditions, PIA Told ‘at the professional conference for useful goods or services to make a) 2. Look to your long-term in- 
CuIcaco, Feb. 6—The three goals presidents of the Printing Indus- profit over and above reasonable | terests. 

of top management are (1) to try of America here today. costs, at a fair price,” he said. 3. Keep informed and keep your 

make a profit, (2) to contribute! He told the two-day conference : employes informed. 

. something worth while to employes | that making a profit is not sim- ® 1 order to do this, the manage-| 4. Make time for yourself to. 

: and customers, and (3) to carry on| ply a matter of “buy low, seli ™ent must “put first things first,” | participate in government. 

the American tradition “that has | high.” e said. 5. Conduct your own business as 


Business Has Task 


of Carrying on Our 


five points for’ 


1. Take the brakes off produc- | 


Top Copywriters 


built the best economic and busi- | 


“Basically, from top manage- | 


yams Mew 


|years back: 


“By putting first things first, he 
explained, he meant the kind of 
economics his own company fol- 
lowed, the “Andy Gump School of 
Finance.” 

This, he said, was based on the 
comic-strip character’s explana- 
tion of his business activities a few 
“I don’t believe you 
know how you make money in 
business; you don’t make money by 
saving money. You’ve simply got 


|to take in more money than you 


spend.” 

John D. Stewart, v.p. of the Bu- 
reau of National Affairs, told the 
| group that business is ‘on trial” 
'as it has never been before and 
never will be again, probably, un- 
der the new administration. 


you would like to see the govern- 
ment conducted. 


Dairy, Other Industries 
Boost Coronation Salad 


American Dairy Assn., Chicago, 
has effected a tie-in with the Cling 
Peach Advisory Board and Ral- 
ston Purina Co., St. Louis, maker 
of Ry-Krisp, for the promotion of 
a coronation salad, running 
through April. 

Media to be used include Amer- | 
ican Weekly, Everywoman’s, Goo 
Housekeeping, Ladies’ Home Jour- 
nal, McCall’s, Parade, This Week | 
Magazine, True Confessions, West- 
ern Family and Woman’s Home 
Companion. There will also be 
600-line newspaper ads and util- 
ization of radio and television. 


City and Retail 


Trading Zones Recognizes Substantial Growth 


Inereased IT 
© City Zone 
in the Population 

. ER open 252,905 
Great Salt Lake ; 

Retail Trading 
Intermountain Zone NOW ..............------++++ 418,198 
J MOU sctinechedsssceatan 671,103 

Market 


OLD RETAIL 
TRADING ZONE 


NEW RETAIL 
TRADING ZONE 


TOTAL CIRCULATION 
AREA 


This Audit Bureau of 
Circulation increase adds 19,917 
persone to the Salt Lake City 
zone and 151,887 to the Retail 
Trading Zone. 


It’s the nation’s second fastest 
growing area, and it’s prof it-packed 
for you. Reach this added business 
through two outstanding newspapers 
at one money-saving buy. 


These new figures, combined with 
the population outside of the 
city and R T Z, make this a 
market of 114-million persons, 


Che Salt Lake Tribune 


(MORNING & SUNDAY) 


) & DESERET NEWS wo 
sa VASE << 9° Salt Lake Telegram (veninc) 
P Represented Nationally by: 


MOLONEY, REGAN AND SCHMITT, INC. 
METROPOLITAN SUNDAY NEWSPAPERS 
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Advertising Age, February 9, 1953 


MacF arland Says 


Get $10,000-Plus 


(Continued from Page 1) 
tional advertising by manufactur- 
ers. He told the group that “few 
people realize it but the highest 
| paid professional people today are 
‘advertising copywriters.” 
| Mr. MacFarland also told the 
retailers that “actually, there is no 
such thing as national advertising. 
It’s all local. The fact it appears 
'all over the nation at the same 
time,” he said, “is coincidental.” 
Advertising men and manufac- 
turers like to talk of the large 
| circulations of Life and The Satur- 
|day Evening Post, he said, “but 
| you’re interested in the circulation 
of these magazines in Cook Coun- 
ty.” 


s Listing the Cook County cir- 
culations of Life and the Post as 
153,000 and 180,000 respectively, 
Mr. MacFarland declared “that’s 
as local as advertising in the Chi- 
cago Tribune.” 

“Your problem,” he told the re- 
tailers, “is how to take this ad- 
vertising and capitalize on it to 
bring people into your stores.” 

This is where retailers fall 
down, according to Mr. MacFar- 
land. He charged that all too often 
they do “nothing” at all about ty- 
ing in with brand name advertis- 
ing. 

“Brand names, as such, are a 
great asset and misused tool,” he 
explained. They are an “old 
friend” in advertising and have 
“magnetism and pulling power,” 
but “retailers fail to properly 
evaluate brand names and their 
importance to stores.” 


s One of the biggest jobs for his 
clients, he said, is the problem of 
getting retailers to tie up to na- 
tional advertising “in an intelli- 
gent, practical and workable way.” 

You can name the brands that 
have survived through the years, 
he said, “because of quality, fair 
pricing and mostly because of ad- 
vertising and promotion.” 

The major problem ahead is 
selling, and in this respect Mr. 
MacFarland said manufacturers 
“depend for survival on indepen- 
dent retailers.” 

“Believe me,” he added, “the 
buyer is the least important person 
in a store today. The seller is most 
important.” 

The essential ingredient is “in- 
telligent selling,” he told the group, 
and “if the manufacturer knows 
what to say, you’re getting adver- 
tising of proven efficiency.” 


Webster-Chicago, Emerson 
Merger Has Been Called Off 


The proposed merger between 
Webster-Chicago Corp. and Emer- 
son Radio & Phonograph Corp., 
New York, which ran into trouble 
when opposed by Martin C. Remer, 
head of a Chicago investment 
house (AA, Jan. 26), has been 
called off entirely by Benjamin 
Abrams, president of Emerson. 

His action was taken while a 
committee in Chicago was count- 
ing Webster-Chicago proxy votes. 
Subsequently, R. F. Blash, Web- 
ster-Chicago president, admitted 
management was unable to gar- 
ner enough votes to complete the 
merger. Mr. Remer has said he 
still intends to press for changes 
on the board of directors. 


‘Pocket List’ Names Fawcett 
James M. Fawcett, for 28 years 
with the Atchison, Topeka & Santa 
Fe Railway System, has been 
named western representative for 
Pocket List of Railroad Officials, 
published by Railway Equipment 
& Publication Co., New York. The 
appointment is effective March 1. 
Mr. Fawcett will make his head- 
quarters in the Lytton Bldg., Chi- 
cago. He succeeds Frank Cooney. 
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| Who’ lly first in N.Y.C li ? 
Os really tirst in N.¥.C. grocery linage: 
o Pardon us for butting in... but—Two of our worthy competitors have been 
m4 carrying on quite a slug-fest about who leads the field in grocery linage in 
. 
t New York City. 
n ’ 
n 
‘ We've been amused (and amazed) to read those brave, boastful ads wherein 
- BF >  y : ‘ : 
: Sag Pie each of those myopic members of the fourth estate cholerically claim the 
d Long Island Press Newspaper A Newspaper 8 Newspaper C title of “Mr. Big.” 
- 1,254,975 841,401 458,084 451,412 
e 
e . * 
. New York City Grocery Linage The funny part of it is...IT’‘S NEITHER OF THEM! Because... full-run or 
iS ee sod part run...sectional or non-sectional...this year or last year (and for 12 
m Retail Alone Combined years back)...on any or every basis...the figures tell who really is 
LONG ISLAND PRESS 1,254,975 1,866,426 
1 Journal-American 841,401 1,725,305 first. IT’S US! 
r World-Telegram-Sun ; 458,084 1,167,822 
News i” yet 451,412 1,645,255 ~ ~~ 
e Note to food advertisers: Food markets depend on next-day results. 
l. No newspaper can lead for twelve straight years, as the Long Island 0 it G ai rp G 
l- Press has in New York City without “batting like a champ” at the 
- cash register. 
Y. 


NEW YORK CITY'S LARGEST HOME DELIVERED NEWSPAPER 
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It takes time to sell goods tocay. It takes 


network radio time to sell goods to the most 


people. And it takes time on the pLus network 

to sell goods to the most peop'e at the lowest 

cost. These simple facts are attested by some 
of the best minds in marketing, with some of 

the biggest (and some of the smallest) budgets 

in the business: last year they hired 17% 

more of our time than in 1951! Behind this 


expert testimony, you’ll find two key reasons 


why it pays clients to spend time with us. 


First, the 60,000,000 people living in Non-TV 
America spend twice as much time tuned to our 
stations as to anybody else’s. And second, we 
price our time by a new, unique formula* that 
keeps costs synchronized with actual values 

—in TV areas as well as in the rest of the U.S. 
Small wonder Mutual sponsors so consistently 
convert time-pennies into sales-dollars! We can 


demonstrate how you can, too...in no time. 


Y MUTUAL 
the PLUS network 


) of 565 stations 


* Effective Jan. 1,1953. Details on request. 
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One Hand Washes the Other 


The old German proverb, “One hand washes the other,” has con- 
siderable application to current discussions of media values and suc- 
cessful advertising strategy, in the light of the impact of television 
on printed media, and the efforts of each media group to hold or win 
a place in the advertising sun. 

As Melvin Brorby, v.p. of Needham, Louis & Brorby, told the Agate 
Club, magazine representatives’ association of Chicago, television 
may actually help competitive media in the long run, by increasing 
the business of successful users of this new medium, thereby making 
more advertising dollars available for expenditure in all media. 

That this is not just a Pollyanna type of thinking is suggested 
by a look at the advertising curve from the time radio advertising 
first attracted the attention of national advertisers. Some publishers 
thought at that time that broadcast advertising would greatly reduce 
the opportunities of printed media for the service of important ad- 
vertisers, but the opposite proved to be the case. The expanding 
economy created rapid increases in sales volume, thus making pos- 
sible added advertising funds. In addition to their expenditures in 
radio, successful advertisers not only maintained but increased their 
use of space in newspapers and magazines. 

Also, it is interesting to note that Mr. Brorby stressed the experi- 
ence of his own agency, which has recorded substantial increases 
in its expenditures for outdoor advertising during a period when 
television was absorbing a much higher percentage of the total bill- 
ings of Needham, Louis & Brorby clients. Thus it is certainly not 
true that the expansion of any one medium must necessarily be at 
the expense of all others, especially since most television budgets 
* represent both “old” and “new” advertising dollars. 

The economics of advertising forces all advertisers to consider me- 
dia in the light of what they can deliver in terms of cost, coverage 
and effectiveness. Competition will undoubtedly result in marked 
improvement of printed media in the fight to retain advertising 
revenues. As one example of what is happening, look at radio. Tele- 
vision was supposed to ring the knell for this form of broadcast 
advertising, but if so the date of the funeral has been indefinitely 
postponed. 


Merchandising at the Local Level 


The Newspaper Advertising Executives Assn. decided at its recent 
convention to undertake intensive cultivation of retail merchants, in 
order to assure their interest in the advertising of the manufacturers 
whose goods they stock, sell, service and promote. The newspaper 
men feel that the retailers should make it clear to manufacturers 
what kind of advertising will be most helpful to them. 

Advertisers realize the important and indispensable role played by 
retailers not only in the sale of their products, but in the utilization 
of the advertising and promotion activities which they undertake. 
No advertising campaign is successful until it rings up a sufficient 
number of sales on dealers’ cash registers. Consequently the efforts 
of advertisers to get the retailer into the merchandising picture, by 
cashing in on their efforts through his own point of sale promotions, 
have been increasing in volume and scope. 

Consequently the efforts of newspapers to stimulate the interest of 
retailers in manufacturers’ advertising programs will be a healthy 
thing, regardless of their effect on media policies. The more in- 
terested retail store managements become in tying in with whatever 
promotion is undertaken by the owners of the brands which they 
themselves are pushing, the more effective this advertising will be. 

Retailers have their own ideas as to what kind of advertising is 
most helpful to them, and very often their opinions influence the 
decisions made by advertisers and their agencies. But the only ad- 
vertising that pays out for everybody is that which the retailer be- 
lieves in, merchandises and supports with his own local promotion. 


Advertising Age, 


—Brad Marsh, Marsteller, Gebhardt 
& Reed Inc., Chicago. 


“I'd like to see your space buyer.” 


What They're Saying 


Mr. Schaefer's Beer 
Has a New Ingredient 

Having always considered char- | 
acter-building a problem that. 
should command the attention of | 
every right-thinking citizen, we) 
noted with interest the other day 
a quarter-page advertisement in 
which Mr. R. J. Schaefer, looking 
as sincere as a $45 cravat, solemn- 
ly announced that he has launched 
a crusade to restore character to 
beer. According to Mr. Schaefer, 
who ought to know, what has been 
flowing from the nation’s spigots 
during the past several years has 
been lightness and dryness and 
more lightness and dryness. Char- 
acter has been cut down to a mere 
trickle; and this shocking state of 
affairs he fearlessly proposes to 
remedy. 

Mr. Schaefer doubtless has a 
point, but it’s hard to tell for sure 
because the beer industry and the 
science of semantics have been en- 
gaged in a cold war ever since 
modern advertising techniques 
were born. If brewers spent as 
much time behind the swinging 
doors as cigaret makers spend 
loitering around doctors’ offices, 
they would discover that their 
high-flown terminology is as in- 
comprehensible to most customers 
as Esperanto. To one _habitue, 
“character” in beer may mean the 
quality that makes him fumble at 
the lock for 15 minutes after an 
evening at the corner pub; to an- 
other, it may be what keeps his 
teeth from jangling on the way to 
work next morning. To Mr. Schae- 
fer, who like all dispensers of in- 
toxicants is inhibited from sug- 
gesting that anyone would be so 
caddish as to drink for the effect, 
character is a product of “taste” 
and “flavor,” neither very “light” 
nor very “dry.” This, of course, is 
a bold challenge to the glossaries of 
his competitors, who claim that 
their own brews are not only 
light and dry but also tasty, flavor- 
ful and saturated with character 
right up to the suds. 


Some day some brewer is going | 
to sack his high-priced copywrit- | 
ers, discard the Queensberry rules, | 
and forthrightly proclaim that 
'“Blitz Beer Makes You Feel Good 
|Quicker,” or maybe just “Blitz 


‘Beer Tastes Good.” It won’t win, 


the brewer any advertising awards, 
but at least it will re-establish his 
communications with the boys in 
the back room. 


—Editorial in The Berkshire Evening 
Eagle, Pittsfield, Mass. 


Creatures of Habit 

Some people look with horror 
on scientific advance in attitude 
study. They fear that men will be- 
come as putty in the hands of 
propagandists and manipulators. I 
don’t think anyone need worry on 
that score. People are not automa- 
tons. They have souls. They have 
free will and God-given dignity. 
They possess the power to behave 
out of patterns and upset calcula- 
tions, if they will. But it is pretty 
obvious that people are creatures 
of habit, and in the mass their 
habits are reliable enough to 
achieve a degree of predictability. 


—Claude Robinson, Opinion Research 
Corp., Princeton, N. J., speaking be- 
fore the Economic Club of Chicago. 


Deplores Distorted Claims 

The firms marketing some den- 
tifrices apparently resort to these 
forms of “puffery” in their efforts 
to compete successfully in a field 
crowded with articles whose ques- 
tionable values are misrepre- 
sented daily in advertising. The 
council deplores the current dis- 
torted claims in dentifrice adver- 
tising, and urges that a skeptical 
attitude be maintained toward all 
dentifrice advertising which im- 
plies that such products have a 
demonstrated usefulness beyond 
their ability to assist the tooth 
brush in cleansing the accessible 


surfaces of the teeth. 


—Journal of the American Dental 
Assn., in a report by the association’s 
Council on Dental Therapeutics. 


First-Name Vogue for Agencies? 

Karsch and Goldschmidt call 
their new agency “Daniel & 
Charles Inc.”’ Could be a trend... 
“Jim, Jack, Bob & Earl Inc.” would 
do for Aubrey, Finlay, Marley & 
Hodgson, reorganized a year ago. 
“Emerson, Fax & Don” for you- 
know-who. (Of course, Emerson 
has already flown that coop.) ...If 
Scheideler, Beck & Werner had 
gone cozy with “Joe, Joe & Paul ” 
they might never have lost their 


suit to Duane Jones. 
—Ryder’s Digest, published by Fred- 
eric Ryder Co., Chicago. 
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Rough Proofs 


Florida’s tourist advertising in- 
vestment paid off at about six to 
one, it is reported That’s better 
odds than most of the visitors get 
at Hialeah. 


Most advertising agencies think 
the idea of using their halimarks 
in ads isn’t fair to the advertisers. 
They’re willing to take the 15% 
and call it square. 


“It has always baffled me,” ad- 
mits Clyde Bedell, “that smart 
publishers can be indifferent to 
whether stores get a good money’s 
worth from their advertising.” 

Smart publishers have learned 
that criticizing advertisers’ copy is 
just a slight variation of monkey- 
ing with the buzz-saw. 


A hard-boiled publisher, looking 
for a space salesman, says, “ ‘Con- 
tact’ and ‘missionary’ men need 
not apply.” 

Evidently he isn’t interested in 
weather reports. 


“I’d like to see more copy,” says 
Julian Watkins, “that sounds like 
talking instead of writing.” 

Better trade in your Underwood 
for a Dictaphone. 


More than 600,000 known fish- 
ermen are included in the circula- 
tion of Elks’ Magazine, the ad says. 

They have the licenses, and 
whether they get the fish is their 
own business. 


Police chiefs finally get their 
own magazine, Law and Order, the 
story Says. 

They never were too enthusi- 
astic about the Police Gazette. 


Trade, not aid, is the objective 
of the Italian manufacturing com- 
pany which is preparing to spend 
$250,000 in the United States ad- 
vertising the Vigorelli sewing ma- 
chine. 


Pepsi-Cola “refreshes without 
filling,” says the new copy, which 
is evidently based on the theory 
that the number of calorie count- 
ers is increasing. 


“It’s axiomatic,” says the Her- 
ald Tribune, “that charge custom- 
ers buy more, buy more often.”’ 

And unfortunately they also de- 
velop the habit of returning more. 


Women purchase half the beer 
sold in New York, Schaefer has 
discovered. The real problem is 
whether their drinking matches 
their buying. 


This week Childs will do its 
part to help balance the national 
budget by giving its New York 
customers an opportunity to buy 
two meals for the price of one. 
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HE magazine picture is changing. So are the 
needs of advertisers. Therefore the Crowell- 
Collier Publishing Company believes all adver- 
tisers will want to know what has been happening 


to The American Magazine. 
* * * 


Sound, Steady Circulation Growth 
Despite increases in both newsstand and subscription 
prices early in 1952, The American Magazine con- 
tinues its four-year record of steady circulation 
growth. It now appears that circulation of the Janu- 
ary 1953 issue will exceed 2,700,000 copies—and 
reach an. all-time, single-issue high—a quarter of a 
million more than the current 2,450,000 rate base! 

What better proof of enthusiastic reader accept- 
ance can you find? A magazine can be successful 
over a period of years only if it performs a needed 
service for its millions of readers. Conversely, the 
American people are quick to reject any magazine 


which fails to satisfy those needs. 


Powered By A Sound Editorial Policy 


The American Magazine’s steady circulation growth 
reflects no shot-in-the-arm promotion stunts but only 
the natural response of the public to the wholesome, 
inspiring character of this unique family magazine. 
The American Magazine will constantly seek to 
improve the present level of excellence in its articles, 
fiction and features. Editorially, The American 


Magazine will always be planned for decent, sub- 


stantial people and the enjoyment and enrichment 


of life for the American family. 


Present Advertising Rates 
Guaranteed Until 1954 


Although present circulation now gives advertisers 
monthly bonuses as high as 250,000 extra copies, 
space contracts made now will receive current rate 


protection until next January 1, 1954. 


* * * 


Coming Soon—More Surprises for Advertisers 


in Largest Readership Study Ever Made 


A new, nation-wide study of many magazine char- 
acteristics never before measured will soon be re- 
leased. Far and away the largest ever made, it will 
reveal spectacular and undeniable facts about The 
American Magazine in comparison with other fam- 
ily magazines—facts on total audience, total reading 
time, total number of readings—facts on the effect of 
television on reading time—and many other signifi- 
cant forms of data. 

Soon to be presented to advertising agencies and 
their accounts, this survey will prove beyond doubt 
that the best formula for outstanding advertising 
value in any magazine is the combination of sound 
editorial policy with sound, honest circulation devel- 


opment methods. 


CLARENCE E. Stoucu 
President 


THE CROWELL-COLLIER PUBLISHING COMPANY, 640 FIFTH AVENUE, NEW YORK 19, N. Y., PUBLISHERS OF THE AMERICAN MAGAZINE, COLLIER'S AND WOMAN'S HOME COMPANION 


etn ha. “ae ae ie NAS Gc. sa a La ee Tere eet PF ig oe ueee, fs Cok) ee, eee. ee Fe Pere Pee iT oy ir? . ee iE vets ey ee Rigs. Se es” TE ie fre ie BA SV RS eg ~ z Js ah ete 4 + eh *) ae 
Led “ " a 2. Pe ai td i OM re z % % ‘ renee 4 eS 6 tnd =i 4 sil ate SI BEN ns: De SP Se ee 6 MR ind Sa! F= ; Sef A Sk ge a abate oe cen bols + frie Ps ener — ut ~ ti - Seen ® + 
ts Meo ae Ke r e , oN rinses | : ae 1 : it Soe s eens 1 hed ht een 8 it TRIS . wads. Sue phir ia ‘ Key Set as SA ae 2 RES SFE Se Bk RWS ea nee ger isi ey eed MENS ly Ny 2a Bee ae ee Tle fee eae 
ie ~ aL ec ey ain : Spe RE ge ope wile ‘ 5 tee i Lone 0 Be is CRC os wale: x eee Pi rie Ea : Sher f sda ed one fe Pca ier cre Sh, ca ASS ued det a ae ang py caked Bei Aap Pee eae as emg tae NG tke a ie, 
ees pe Pht oar eae Bg ene at eee ee | REET MG. 5 ae ne ian Bc ee a eee se aS gd tar ad denies <a mana 
. at ed are ss : fea Sr sk gn ee oe ae om ne ruses iC ate tee ee See os ee a Se hy Oh Cee: pak 2 SSS Lee PE RRR 8). hoa fe eee TOES a a ee 
a evi 2er a ge Fie Soe eam tah RS 5s ae, Bite Ps gabeees. coe Te pea ay Ss et 2 heidi he tia ee Moa face Fs Se Nee >." See ee eed 
pa aise Rs. imal = 5 Uescis x Pont nee Sea j oat rare Sages es = ere Leg ead ae. rs See ee Re ies. ae ey Petite a ae 
anes, po ee. Puen er : Fhe Rae Be gk Sam ah eee Os. RES une ; econ rs aap ee es Beds AN 5 “sep cepa aes 2 ie. ae sy Dee i The PS 7 iNeed a es aie c i : - E ahaa agile pee 
GUNS OS allan: >Re Se a iar ae cect cae "pur ea Maeno eared ogi Ta 3.4 2 ees ; Patna gets. Cee ie ie aa hes ee | ee par Ns he as rae PEE Sige ae oe 
SEB tae” pom a 2 = ln See a SUSIE CF Gea a eens Net Se LC ee Set Ay eee es eae Byars ace jiesass ae oO ISE Se eee ee epee te ? ee MRD es RO a oe Sete peek ee me 
Riree! SS a eae gee mentee ee? Ree ee pig . Sys ey era Mi Pes ae Beale Sb ee Die ee ee See ss ee cies. 2 or ree ee i ad SU Nee IRE a anki palapt gn Cale Shes Sree ce en ie: Sma 
a me ” - ae ma ay qe : 2 a a es Carr. ri A Ge Se = Poe 4 ; a) Es x ai : ns Sy eo pepe SS alr NIE oe rs Vee he i, es We Rogers here i: ae bee = 
eel . ees ON ee : ' : go ve sc aoe rig : eet 
5 = , , : eae <i eed 
7 . . Ps 
Bde at = 
° 
. 
ee ee Co 
2 ae 
‘ 
ee Bee oc ap 
eens 
» ae ee 
ee 
, ek 
Sates eae 
r ao age 
) a eae or 
{ ne pie 
! Lee ee 
eee mee 
r e 
F 7 
: a ™ = . 
i RE he om 
i) 
ft 
ij 
Nt PO ‘ 
] Jy Saha i Js 
| ee ee 
maa le 
ee a 
! A 
ee ‘ 1 ae 
| es po. ea 
x Beit 
} vi 
‘oS ae 
eal ae 
ee 
| Rae 3 
i saree $ _ 
ar Sa am 
| Jats t says 
paras éce She 
; ke 
ek es 
er er anil 
aes 
ere 
ee, 
eee, 
j ieee 
Reale sox 
iy. 
6. See 
Fen ow Io) 
' eee ae ba 
a ans 
Je re 
ses 
| ee 
pee eg 
Bove 
i ean = 
j : 
i 
ime ice 
} He eee 
i Po Pieceritoe i 
€ gan eer 
0. wer fe he 
Sa te ean 
d ears a te 
i eS qos 
Sauer tl 
J rs Sie ie 
| ieee 
ei alg 
ee pare i, 
Ret Se 
aN 5 iy 
ee ol 
j SA a 
; 4 ee 
‘ 
2 Ui ee 
cae 
o oo 
¢ 
oa ae 
bd : : 
; , ; Se 
. \ z “ ‘ ‘ “ eee 
Pi Z oe: ; 4 be i ; i“ : ; bi a Bee mn Ms, i oh 2.4 eal +e : - y 2 ee ge: 
; get hn Da bod Gnade. 2 : , i 7 foe] pte ‘ wae tT Big $ : 2 ee ¥ Sg ' eras ® 2s akaers 
ee > Pe: ‘a a fg Ms 7 s * Aree > ewe Saha en < * . % A * Peg tod x o™, wo Lae nm Re a % S r Y ‘ ta, om y a > ~ bs ee ¢ 
hay, 4 Ale 3 oa ¢ 35 on as , Ya Ae a g* . Ws Py ae te az Pe MN ihe k Si cpegiee 5 AREA RO. SP a eRe i “ft eB ro = % Ml ea a ae pee eee we i, ene By Pele ba pti 3. fete eee ae ae 
yy er was er ah, + i : 1 of Toy) > * “ 4 z r + keer es ee APOE ake a pee te ao vis apd “3 : Ane te! hi a we : pling So tee the OE og, 8 ae Sh ae Ie Oe MU Rats te PR: eae ee Ree ph ous : 
z we. Sh = af. cys é . Cite b 'Y > : sh oe a ee fie 2 y egy eee, tie 4 ¥ oe ig ndie’ Br a See POY eae pe Peano per Pes ef 3 St oe ¥s eri! ts ‘ pet. mens bee Fe: « es Cea cen scat ‘s ip? ha | si 


16 


Heil Co. Names Two Admen 
Heil Co., Milwaukee manufac- 
turer of truck bodies, hoists and 
dehydrating equipment, has added 
George P. Katzenberger and Wil- 


liam C. Siefert Jr. to its advertis-| 


+ 
,ing department. Mr. Katzenberger 


formerly was on the selling staff 
of Carr Organization, Milwaukee. | 
Mr. Siefert formerly was sales | 
promotion manager 

Tubes Co., Milwaukee. 
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Advertising Age, February 9, 


Advertisers Show More Caution 


| New York, Feb. 5—There is no 
/sponsor rush into the new TV mar- 
kets. 

Agency men indicate that adver- 
tisers are buying very cautiously, 
particularly on post-freeze  sta- 
tions in the smaller markets. Some 
executives queried by ADVERTISING 
AcE attributed a major portion of 
this reluctance to costs. 

Young & Rubicam’s Rodney 
Erickson voiced the opinion that 
several of the new stations—with 
rates ranging from $150 an hour 
up—are going on the air with pub- 
lished rates “far beyond the value 


of the station at this time.” This | 


despite the fact that set circula- 
tion figures in a new market are 
substantially increased by visitors, 
who flock to TV homes to see what 
the excitement is all about. 


° Advertisers are not hurrying to 


“ * About Using New Video Stations 


be first in the new markets as in 
the early days of TV, Mr. Erickson 
said. He added that the sponsor’s 
attitude toward television is be- 
coming much less emotional and 
more scientific, with sales impact 
as the. important consideration. 

This attitude on the part of spon- 
sors is already reflected in the 
flexibility of the medium, which 
permits relatively short-term buys 
on its proudest productions—some- 
thing which was never true in the 
boom days of radio, it was pointed 
out. 

The Y&R executive also sees 
costs as a big factor in the consid- 
eration of daytime TV. Because of 
sharp differences in sets-in-use in 
daytime and nighttime, Mr. Erick- 
son thinks advertisers could be 
more easily sold on daytime shows 
if the rates were cut from 50% to 
25% of nighttime. He said there 


He keeps famous characters out of trouble! 


Comic strip characters have troubles enough 
of their own without suffering the embar- 
rassment of poor color reproduction. 


This man keeps many of those famous 
characters out of that particular trouble, 
as part of our team of skilled stereotypers, 
finishers, and other specialists whose ex- 
perience—combined with specially-designed 
machinery —enables us to set such high 
standards of quality for the volume of four 
color comic mat business we do. 


You can Really Rely on 


REILLY 


Electrotype 


NEW YORK 


Our leadership in the production of mats 
for four color comics and ROP Color was a 
natural outgrowth of our leadership in black 


and white mats. 


We have long been the largest mat pro- 
ducer not only because we have more 
direct pressure presses, but because the su- 
periority of our equipment is matched by 
equal superiority in experienced craftsman- 
ship and painstaking attention to quality 
in every detail. You can rely on it. 


Other Divisions of Electrographic Corporation: American Electrotype, San Francisco; Advance-Independent Electrotype, Indianapolis; Lake Shore Electrotype, 
Chicago; Michigan Electrotype, Detroit; New Haven Electrotype, New Haven; Reilly Plastictype, Los Angeles; The Wrigley Compony, Atlanto. 


Fe 


1953 


has been no mass exodus of spon- 
sors from daytime radio, which is 
still paying off very well on a cost 
per thousand basis. 


gw The agency man considers “good, 
original commercials” to be TV’s 
‘crying need. He thinks it is high 
time the industry came up with an 
exciting campaign that everybody 
talks about—something in the na- 
ture of the Hathaway shirt eye 
patch ads in magazines and the 
precedent setting Pepsi-Cola jin- 
gles on radio. 

A longtime advocate of film 
fare, he hasn’t changed his mind 
on this point. He attributes part of 
the shift to film to “production ex- 
tras” which have always plagued 
live telecasts. 

Roy Winsor, radio-TV manager 
of Biow Co., disagreed on the mat- 
ter of daytime video’s not being a 
good buy. He said the medium is 
paying off splendidly for two Biow 
clients with daily serials (Ameri- 
can Home Products’ “Love of Life” 
and P&G’s “Search for Tomorrow,” 
both on CBS). 


s J. E. Kucera, head radio-TV 
time buyer for Biow, said each 
new video market is being careful- 
ly analyzed before it is added to a 
program lineup. The big stumbling 
block at the outset is the lack of 
specific information provided by 
the new stations. 

He characterized a “few” of the 
Johnny-come-lately stations as too 
high-priced. A case in point was 
lone outlet that published a rate, 
then raised it three weeks before 
the station was due to go on the 
air. Mr. Kucera said an interim 
rate might help to alleviate the 
|problem of overcharging. 
| A strong endorsement for day- 
time TV. properly handled, came 
|from a William Esty Co. executive. 
| This agency handles two high-rat- 
‘ing strip shows—“Strike It Rich” 
land the “Big Payoff’—for Col- 
| gate-Palmolive-Peet Co. 


s Like other agencies, Esty studies 
the situation very carefully before 
post-freeze stations in smaller 
markets are added to a program 
lineup. 

' “In many cases where these sta- 
tions go on the air with a rigid rate 
‘structure, they are not worth it,” 
the agency man asserted. “They 
may be six months from now, but 
they aren’t now with their very 
limited number of sets.” 

Every circumstance is decided 
on an individual basis, however. 
And sometimes a new market is 
added because the station is a key 
link on the cable, because the area 
is especially important for the pro- 
duct being advertised or because 


TV is necessary to get in against 


the competition. 


'@ In new markets where he con- 
siders the price out of line, Nich- 
‘olas E. Keesely, radio-TV v.p. of 
Lennen & Newell, is waiting for a 
few months to let increased set cir- 
culation level the cost off a bit. 
_Unless, of course, the market is 
very important to the sponsor, who 
usually moves in as soon as he is 
able to do so. 

He, too, called attention to the 
need for more facts about the new 
stations—set circulation in their 
areas, their facilities, etc.—and 
suggested a nominal fee at first 
might help to get advertisers go- 
ing in the new markets. 

As to daytime TV generally— 
except for the unusually popular 
shows—he feels it still has to prove 
itself. 

Mr. Keeseley thinks the cost 
headache of “production extras” 
will be cured by time as the net- 


_works eventually start giving the 
|sponsor a break on some of these 


items. 


Abbott Elected President 


Wade P. Abbott has been pro- 
moted to president of Abbott Ball 


| Co., West Hartford, Conn. 
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Where Advertising Registers 


The hotel register of early days proudly displayed the names of dis- 
tant travelers who had little choice of stopping places. Today’s hotels 
and resorts, however, must rely heavily on advertising in the vigorous 
competition for patronage. Many of the leading hotel and resort 
advertisers use the pages of Business Week to attract today’s travel- 
ers because: 

Business Week reaches a highly concentrated audience of Man- 
agement Men. They are the executives who make or influence buying 
decisions for their firms. Their positions demand that they travel fre- 
quently. They are also desirable pleasure-travel prospects because 
of their high incomes. 

Hotel and travel advertisers, like other advertisers who sell to 
business and industry, have proved for themselves that — 


YOU ADVERTISE IN BUSINESS WEEK WHEN 
YOU WANT TO INFLUENCE MANAGEMENT MEN 


BUSINESS WEEK 


330 WEST 42ND STREET, NEW YORK 36, N. Y. 


These Hotel and Resort Advertisers 
Are Reaching Travel Prospects 
Through Business Week 


Conrad Hilton—Chicago 

Essex House Hotel—New York 

Hilton Hotels Corp. 

Jefferson Hotel—St. Louis 

The Lord Baltimore Hotel Co. 

Los Angeles County Board of Supervisors 
(Southern California Resort Promotion) 

Mayflower Hotel—Washington, D. C. 

Oklahoma Planning & Resources Board 

(Oklahoma Resort Promotion) 

Palmer House Hotel—Chicago 

Plaza Hotel—New York 

Plaza Hotels—Cincinnati 

Roosevelt Hotel—New York 

Statler Hotels Co., Inc. 

Syracuse Hotel, Inc. 

The Town House—Los Angeles 

Waldorf-Astoria Hotel—New York 


Source: Publishers Information Bureau Analysia 
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Luhrs Joins Hickerson 
Victor J. Luhrs, formerly with| Ewald, has joined the copy de- | New York. 


J. M. Mathes Inc. and Campbell- | partment of J. M. Hickerson Inc., 


pacts That Really Count 
about Wisconsin’s +d Market Market-- ‘ 


PPLETON City ZONE 
TOTAL CIRCULATION 


of 31.500 DAILY! 


gest rym 


nd in Total Linage 


agency’s billings in 1952. 


of television advertising. 


While ‘the agency’s volume has 
been increasing rapidly, approxi- 
mating $20,000,000 last year, the 
trend to television has resulted in 
printed media receiving a relative- 
ly smaller share of the total ex- 
penditures, Mr. Brorby told the 
magazine representatives’ , 

But, he added, since the outlook 
is tor increased advertising vol- 
ume, printed media may very well 
be able to increase their dollar 
totals in spite of the rapid growth 


s “There is a continually expand- 


yet we actually saved thousands of dollars /” 


So 
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"We would pay a premium for these 50,000 Air Shipments 


Robert S. Woolf, Mgr., Teletranscription Dept., Dumont Television Network 


to Detroit, other services cost 37° to 
33707 more than Air Express. And we 
can't duplicate the service at any price! 

“The Air Express people have car- 
ried upwards of 50,000 shipments for 
Dumont in the last four years. Their 
ability to trace shipments — especially 
when being shuttled between stations 
—is almost uncanny! It has helped us 
out in many an emergency. 

“Tt pays to specify Air Express — in 
more ways than one!” 


“When we ship TV film, we're in- 
terested in service. We can't afford to 
take any other attitude. We've bought 
program time all over the country, and 
those programs must be filled. 

“We at Dumont use Air Express. It’s 
the fastest. It has all-point coverage. 
Above all, it is DEPENDABLE 

“As to cost — Air Express costs 
Dumont /ess than other air services 
would, by thousands of dollars per year! 
For instance, on our regular shipments 


SAR EXPRESS 


GETS THERE FIRST 


Advertising Age, February 9, 1953 


More than 40% of Needham, Louis Billings 
Poured into TV Last Year, Brorby Reveals 


Cuicaco, Feb. 3—Continuing an 
analysis of the effect of television 
on all media which he opened in 
an address last November (AA, 
Nov. 17), Melvin Brorby, 
Needham, Louis & Brorby, told the 
Agate Club yesterday that tele- 
vision, including talent costs, ac- 
counted for well over 40% of this 


ing population,” he said, “which 
adds 2,000,000 new listeners, view- 
ers and readers every year to ad- 
vertising audiences. 

“There is greater and greater 
competition among manufacturers 
for this expanding market. New 
products and new services tempt 
consumer expenditures and con- 
tinuously raise our standard of liv- 
ing. 

“There is also a steadily rising 
curve of educational attainment, 
reflected in a growing number of 
readers. 

“In the period from 1941 to 1952, 
the dollars spent in advertising in- 
creased nearly four times, far fast- 
er than any other factor. 


#® “There is an increasing applica- 
tion of self-service in all fields of 
distribution, which again throws a 
greater burden upon a manufac- 
turer to advertise his goods. The 
great increase in selling cost cffers 
many an advertiser an opportunity 
to spend a bigger share of his sales 
dollars on advertising, because of 
its greater economy. 

“As of Dec. 1. 1952, NBC set 
installation figures showed a na- 
tionwide total of 111 operating 
stations in 68 markets. According 
to the source we consider most re- 
liable, the situation as of Jan. 20 
was: 126 operating stations in 76 
different markets. By the end of 
February, 1953, the situation will 
be: 145 operating stations in about 
92 different markets. 


a “An attempt to estimate TV 
|ownership and penetration on a 
reasonable basis, projected in this 
same report, would indicate that 
by the first part of 1956, TV own- 
ership might reach anywhere from 
60% to 80% of all U.S. families. 
By ’54, thirty of the existing mar- 
kets will have reached or exceeded 
the 80% saturation point. 

“Network rates in the past year 
have risen about 13%, whereas 
number of television sets has in- 
creased 32%. This means that the 
cost per 1,000 TV homes is now 
under $3, for time alone. 

“We estimated that the cost of 
a program we _ were studying 
would likely go up by 50% be- 
tween now and the end of 1955, 
talent included. However, the au- 
|dience reached might be 100% 
higher by that time.” 


‘Wonderful World of Books’ 
Oftered for $2 or 35¢ 


“The Wonderful Wor'd of 
Books,”’ a book designed to en- 
courage reading, will be published 
Feb. 25 in a 35¢ paperbound Men- 
tor edition by the New American 
Library, and in a $2 clothbound 
version by Houghton Mifflin Co. 
| The volume will be pushed by 
/ 100,000 circulars intended for or- 
| ganizational and trade promotion. 
More than 1,000 copies will go to 
| reviewers. 


Huggins, Baudino Get 


Westinghouse Positions 


| E. V. Huggins, formerly assist- 
ant secretary of the U. S. Air 
Force, has been named president 
of Westinghouse Radio Stations, 
Washington. He was executive v.p. 
of Westinghouse Electric Interna- 
tional Co. before resigning to ac- 
cept the Air Force post. 

Joseph E. Baudino, general man- 
ager of Westinghouse’s radio pro- 
perties, has been advanced to ex- 
ecutive v.p. 


WGRD Appoints Gill-Perna 


WGRD, Grand Rapids, Mich., 
has appointed Gill-Perna as its na- 
tional representative. Joseph Her- 
shey McGillvra Inc. formerly rep- 
resented the station. 


Forjoe Appoints Golobe 

Zangwill Golobe, previously of 
WOR, New York, and Frederic W. 
Ziv Co., has joined Forjoe & Co., 
radio-TV_ station representative, 
New York, as executive v.p. 


| 
| 
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“ending Machines 
Jid Sales Volume of 
5!.3 Billion in 1952 


CHICAGO, Feb. 4—The nation’s 

ent salesmen” have scored no 

‘an triumph, 

That is to say, vending ma- 
“ines grossed the impressive to- 
‘al of $1,371,000,000 during 1952. 


The annual census of the indus-| 


try, compiled by Vend, shows that | 
igarets and candy bars were the | 
dollar volume leaders. 

For the second consecutive year, 
machines selling hot coffee and 
ice cream—comparative newcom- | 
ers in the field—registered the 
largest proportionate gains, the 
trade publication reports. 
ever, 
noted also in candy, gum, nuts, 
cigarets and soft drinks. 


® Cigaret venders, for example, 
sold the staggering total of 2,980,- 


960,840 packs of cigarets, at an/| 
average price of 24.1¢. This was) 
the lion’s share of the industry, | 


and it came from 473,770 cigaret 
machines. Candy venders did well, 
too, accounting for 4,338,322, 560, 
nickel and dime bars. 

A 16-page reprint of the com- 


plete industry census is available. 
on written 1equest to the editor | 
of Vend, 188 W. Randolph St., Chi- | 


cago 1. 


CBC Okays Four New Siations 


Canadian Broadcasting Corp. 
has approved the establishment of 
four new Canadian stations, These 
are the first commercial, private- 
ly owned stations to receive ap- 
proval since 1951, when restric- 
tions were imposed because of a 
steel shortage. They are located in 
New Glasgow, N.S., Kingston, Ont., 
Eastview, Ont., 
Alta. 


American Electric Boosts 2 


Richard G. Ellis, district sales 
manager on both coasts the past 34 


years for American Electrical 
Heater Co., 


American Beauty electric irons, 


has been promoted to general sales | 


manager. John A. Thompsen, fac- 
tory sales representative in Sou- 
thern California, has been ad- 


vanced to assistant sales manager. 


Buys ‘Resort Management’ 


Kenneth C. Riddle, publisher of 
Southern Motor Cargo, Memphis, 
Tenn., has purchased Resort Man- 
agement, heretofore published in 
and has transferred 
Nelson 
Bryant is the new editor. Tne Feb- 
ruary issue is the first under the 
new publisher. Resort Management 
will be published hereafter every 


Milwaukee, 


operations to Memphis. 


other month. 


Manning's Coffee Pushed 


Manning’s Inc., West Coast res- 
taurant chain and coffee producer, 
is campaigning in Southern Cali- 
fornia for its vacuum-packed Man- 
coffee. Radio spots and 
newspapers as well as outdoor will 
Advertising 
handles 


ning’s 
be used. Knollin 


Agency, San Francisco, 
the account. 


Miller Shifts S. M. Posts 


B. A. Miller, sales manager of | 
Chicago, and also 
and director of the parent 
Enterprise Paint Mfg. 
Co., has been promoted to general 
sales manager in charge of all sales 
of all divisions of Enterprise Paint. 


Magicolor Co., 
V.p. 
company, 


He will be succeeded in his Magi- 
color post by Joseph Scher. 


Grumman Aircraft to Fa&S&R 


Grumman Aircraft Engineering 
Corp., Bethpage, N. Y., has ap- 
pointed the New York office of 
Fuller & Smith & Ross to handle its 


advertising. Previously, Geyer, 


How- | 
substantial increases were 


and Edmonton, 


Detroit maker of 


1953 


To Make Sargent Locks 


Sargent & Coa., 
Conn., has made an agreement. 


Peterborough, Ont., for manufac- 
ture of Sargent locks for the Can- 
adian trade. 


2 to H-R Representatives 

H-R Representatives has been 
named to represent two new TV 
| stations—WBUF-TV, Buffalo, due 
on the air around April 1, and 
WFBG, Altoona, Pa., which will 
| begin operations Feb. 15. 


Watson Co. to Bo Bernstein 

| Watson Co., Attleboro, Mass., 
silversmith, has appointed Bo 
Bernstein & ce. 
Horton, Noyes Co., Providence, 
| had the account. 


New Haven, | 


with Peterboro Lock Mfg. Co.,| 


Providence, to) 
direct its advertising. Previously, 


Continental Oil Names Nemeth 

Continental Oil Co., Houston, 
has promoted J. J. Nemeth to sales 
promotion manager, a new post. 
Mr. Nemeth has been the com- 
pany’s Ponca City, Okla., manager 
of tire, battery and «automobile 
accessory sales. 


Mullane Joins Ruse & Urban 
William Mullane, formerly head 
of Mullane Advertising, Detroit, 
has been elected v.p. of Ruse & 
Urban, Detroit. Mr. Mullane will 


plans board. 


New Idea Boosts Babcock 

John B. Babcock, public rela-| 
tions manager for New Idea Farm 
Equipment Co., Avco Mfg. Corp. 
subsidiary, has been promoted to 
|sales promotion manager. 


also be a member of the agency 's | 


| Wyckoff & Downard Moves 


Bendix Promotes Field 


Bendix Home Appliances divi- 
sion, Aveo Mfg. Corp., South Bend, 
has promoted G. W. (Chick) Field 
to sales manager of its clothes 
dryer department. Mr. Field has 
been dryer merchandiser. 


‘Cassel Gets Kenico Account 


Cassel Advertising, New York, | 


has been named to handle adver- | 


tising for Kenico Co., New York | 

maker of “promotional” tie 
Newspapers and direct mail will | 
be used. 


Wyckoff & Downard, San Fran-| 
‘cisco, has moved to larger quarters | 
‘at 140 Geary Rd. Mrs. Hazel B. | 
Holmgren, office manager, has 
been named secretary and a aa 
‘ber of the board. 
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Johnson Joins Needham, Louis 


Arnold Johnson, formerly net- 
work radio and TV sales service 
manager for National Broadcast- 
ing Co. in Chicago, has been named 
radio and television facilities di- 
'rector of Needham, Louis & Bror- 
by, Chicago. 


Mall Order Gopy } 


ece MY SPECIALTY 


Serving mail order advertisers, and agency 
copy departmeits, | prepare copy for any 
type of mall order operation cccccccccccs 
Direct sale from ad; inquiry pull for follow-up; 


direct sale from list circularizing. pet. PA. ars 
experience with clients and agencies qualifies me 
to give you properly-constructed, hard-hitting 


material slanted tobring home the bacon. Prompt, 
confidential service, at reasonable rates. Tell me 
your problem, I'll make F'ree recommendations 


>>> ERNEST F. GARDNER 


60 E. 54th St. e Room 20 # Kansas City 12, Mo. 


| 


| 


To sell cake mix 
to inland Californians 


California is . . 


. on the BEELINE! 
combination that gives you 

THE MOST LISTENERS More than any competitive combination 
more than the 2 leading San Francisco sta- 
tions and the 3 leading Los Angeles stations combined. 

(BMB State Area Report) 
LOWEST COST PER THOUSAND More audience plus favor- 
able Beeline combination rates naturally means lowest cost per 
(BMB and Standard Rate 
14-billion-dollar market— 


of local stations... 


thousand listeners. 
Ask Raymer for the full story on this 3 


(AND WESTERN NEVADANS) 


Cake mix —or whatever your product —the way to sell in inland 
It’s the five-station radio 


inland California and western Nevada. 


Newell & Ganger had the account. 


Hobsite Co. Names Martin 


Hobsite Co., Harrison, N. J., has 


named George Homer Martin As- 
sociates, Newark, to handle adver- 
tising of its Keldur vibration in- 
sulation material. Trade publica- 


tions and direct mail will be used. | 


SACRAMENTO, CALIFORNIA 


McCLATCHY BROADCASTING COMPANY 


Paul H. Raymer, National Representative 
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Money-Meters Boosts Gordon 

Alexander M. Gordon, sales 
manager, has been advanced to 
national director of sales of Grant 


FOR HIRE! 
THE TOP SALESMAN 
IN THE DAKOTAS 


No other salesman can match 
our twice-a-month call list of over 
100,000 live farm spenders! 


“DAKOTA jae 


FARMER 
Dakotas Own Magazine 


" ABERDEEN, SOUTH DAKOTA. 
J.P. MALONEY, Advertising Manager 


| Money-Meters Co., Providence, | 

I, James P. McLean, formerly | 
|sales promotion manager of Detec- | 
to Seales Inc., has been appointed | 
sales manager, with headquarters 
in the Providence office. He will | 
have charge of advertising and’) 
ipublic relations. The company’ 
ijname has been changed from 


|Money-Meters Inc. It manufac- 


tures a line of money meters and | 
fare locks. 


Appoints Greenhaw & Rush 


Layne & Bowler, Memphis maker 
of deep well vertical turbine 
pumps, has appointed Greenhaw & | 
Rush, Memphis, to handle its 
advertising. Plans call for ads in 
trade publications. Previously, 
Raymond Powell Co., Memphis, 
had the account. 


The Milk Dealer, 1445 N. Fifth 


| 


| vest-pocket booklet containing 


| 


fim figures were compiled by 


St., Milwaukee 12, is offering ad- 
vertisers and agencies a compli- 
mentary copy of “Milk Facts,” a 


Statistics on the dairy industry. 


Milk Industries Foundation. 
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NO SECONDS?—Hills Bros. Coffee Co., 

San Francisco, is emphasizing the ‘never- 

changing goodness” of its brew in a new 

campaign in newspapers in the area be- 

tween the West Coast and Cleveland. 
N. W. Ayer & Son is the agency. 
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Embezzlements 
by Agency Men 
Are Increasing 


é a | New York, Feb. 4—Experiences 


| of the last few months indicate 
that embezzlement is on the in- 
crease in advertising agencies. 
According to J. K. Lasser, well 
known tax consultant and ac- 


-| countant, defalcations of one kind 


or another by members of the 
staffs of advertising agencies are 
being turned up by his organiza- 
tion about once a month. 

The problem of stealing or em- 
bezzling by employes is particu- 
larly acute among smaller agen- 
cies, where internal controls are 
likely to be inadequate and where, 
frequently, financial operations are 
centered in a single person, Mr. 
Lasser says. 

As an example, 


Mr. Lasser 


PPL 


| WZ 
i) 


“Gosh, did I send you that? Maybe I have been 


working too hard since they made me space buyer !”’ 


Total: 187,088 COMPARATIVE CIRCULATION 
Other: 20,475 
Ar Total: 155,426 Totol: 147,880 
Other: 9 
Rh Lam = Orhor: 4489 
Rte. Zs 21,901 RW. L: 19,609 
City Tone: City Tone: Cy Tone: 
125,135 14419 - 123,508 
DAILY ENQUIRER POST TIMES STAR 


Source: A.B.C. Publishers Statements, September WO, 1952 


Other strictly non-romantic facts: More and more national 
advertisers are recognizing Cincinnati as a morning- 
newspaper town. Proof? More lines of national adver- 
tising are carried exclusively in the Daily Enquirer than 
| inany other Cincinnati daily. (Source: Media Records.) 


Represented by Moloney, Regan and Schmitt, Inc. 


1953 


cited “what began as a routine 
| audit of a small advertising agency 
and developed into an investiga- 
tion involving forgery, embezzle- 
/ment, and a varied assortment of 
| faulty and missing records.” 


's “This was another case of a very 
_ busy agency executive completely 
' absorbed in servicing his clients 
and paying too little attention to 
his own financial operation,” he 
said. “Present in the case was the 
usual procedure of having all fin- 
ancial matters handled by one per- 
son, with few internal or external 
checks on what he was doing. 
“Fortunately, vendors’ com- 
plaints about non-payment caused 
the bookkeeper to disappear before 
he could make the big haul he had 
been planning. Instead of being 
paid, vendors were being pacified 
by the bookkeeper, until com- 
plaints became so numerous that 
some reached the agency execu- 
tive. When questioned, the book- 
keeper said the accounts had been 
paid, and exhibited check stubs 
which seemed to bear him out. 


s “Actually, these checks had 
never been mailed to the vendors. 
The bookkeeper apparently had 
used them to practice the signa- 
ture of the agency owner and was 
probably planning to reissue these 
/checks to himself. A large quan- 
'tity of blank checks had been taken 
|from the check book, apparently 
for this purpose. 
| “For a test run and to give him 
‘the assurance needed, the book- 
keeper took about half a dozen 
checks payable to vendors bearing 
bona fide signatures, substituted 
| checks bearing a forged signature, 
_and saw them go through for pay- 
ment undetected. There was no loss 
to the company involved in this 
particular operation, but the book- 
keeper was now convinced that his 
| forgeries were acceptable. 


_@ “Other cute devices used by this 
bookkeeper included forging 
checks payable to cash, presum- 
ably for travel and entertainment 
expense for agency executives; to 
forge checks payable to himself for 
‘accounting service rendered,’ and 
then to force totals in the cash dis- 
_bursements journal to agree with 
such a disbursement.” 

The culprit, Mr. Lasser reports, 
is still at large. And from the agen- 
cy standpoint, the situation was 
aggravated by the fact that the 

_bookkeeper’s “private” duties kept 
him so busy that he didn’t get 
around to billing clients for a con- 
| siderable amount of work the 
_agency had done for them! 


| 
CBS Shifts Hurst, Larkin 


Separation of the spot radio and 
spot TV divisions has been com- 
‘pleted by Columbia Broadcasting 
System, New York, with the split- 
ting of operations in Los Angeles. 
George E. (Buck) Hurst, of the 
KCBS, San Francisco, sales de- 
|partment, will head the radio sec- 
|tion in Los Angeles, and Edward 
|Larkin, an account executive in 
|the New York office, will be his 
/_TV counterpart. 


‘Chronicle’ Names 2 Execs 


The San Francisco Chronicle has 
appointed J. P. Cahn promotion 
manager in charge of editorial and 
circulation promotion. James W. 
Frost has been promoted to pro- 
motion manager in charge of all 
national, retail and classified pro- 
motion. Mr. Cahn formerly was 
wholesale sales manager for Brit- 
ish Motor Car Distributors Ltd., 
San Francisco. Mr. Frost has been 
assistant promotion manager. 


_Lederman to Ben Bliss Co. 


Jerry J. Lederman, formerly 
with Loomcraft Inc., has joined 
the copywriting staff of Ben B. 
Bliss Co., New York. 


Haire Lists Premium Makers 

Haire Publishing Co., New York, 
has issued a Premium Buyers’ 
Guide, listing 2,500 premium sup- 
pliers. 


-.. 


pe ee ey a Pe CMe HIS ye ny RE ine. Cele os ee A pias 1 3) SUN are UES le CO Rea A RE, RO eg Nae Sk 18 me ea a RINE Ne oo Re fo gM Riau Re NIL gears RA ee GES a. ee SRN ot ot om Rapa Re Pee ap hd nme Pee cc 
Ee Fe Sra NO triton or iaie emt «Se Sma a Balen ie 0 i ee ae ut) 4 nga Sees i eh ae ca a ee ie RRL Schges yy Me es gl ge nae op 
sg : eee unas eee Sods caieh a re ‘Piven Saat Bia ae ca ak ae fa yes meee pes Ss ee ees ie Sg = act) a ares site ot aaa he cee aw ence i ee iy ac eA s+ me ees eas ee? eg. 
ent a ey i A ee ON ele g gr ee eg 

aon 3 %e 3 ; eer: os See TE Ce ~ cee eee wes ’ - aaa “i 

VS - ’ Ne RR cc TA , 
, | ee—“‘:‘SCSCs‘CSS’SCséC Ad: 
Sa i —_—_————————= An 
| me _— M 
4 I 
a. “a a, 

: & ¢ a: Pay 
oer, oe fili 
oe | de gar 

ai — em, tior 
ee > anc 

; Side mo 

| = ee i a h of 

; «bat } I 

cont tae é SSllp Goes aauaareheraten qamonnes) [i .” Spann of | 
a] anc 
n $ —_—— ‘ is | 

ry ; i 7 ~~ Sa" oF a ret 
“2 ROS i, a 4 4 
.F HILLS @B D ~% | Pe: 
= Out COBFEE os ~ 
e po | - 
ve pul 
ee | | a 
aa SS rat 
Bi —— ; its 
- TT WWDWW@L—ii~iTraiSCi me 
23 mil 
oe | pay 
ae ) pe 
Bay, = sev 
| Fe) i j ” 

ang NG t ®) ie * 
— =. / XN lar 
“ peer err od ve 
oF . e "a vel 
com en J va Mis ae ar ae oe ant 
: / a } r dic ise Ad A ye, ; oS sips ‘ ' / [ae see pa} 

AWN he oat a LIE Fe aon’ ee Cae mi 
pees \ he (a) | a Gite, ee ee ee ae mee 
Pe ; ‘= woe fe Ge ‘ pias ; ba =. ae tio 
oe or eS ae y soLiD ‘ me aes bo’ 
Se ays \y E, hs oe Bie aie ] ‘ATI ‘ pea POV eno jee: 
ad al ie 5 SN CINNA' Ih aa a 
= wen aie A cl aps THE |p \ ¥ | ae nr 
a oT Sha | = ‘ YEN atl pe? i ae 
: ay ae | oie : NCINNE 0 yp emilee as a». Ss 
eas, Nia (= es : \ Cl iRER/F e meas) ; | e 
ih y 4. NX — re ae %, eNQU f | 5 - ») ar in 
ae a 1 a wide = <2™ 853 as "4 Naw 
Reach " ee m ™ Spee” aa « 5 s Fe 4 = *% 
ns = a PIV®> ><’, | Ta 

ieee t the - a rae bt. r~ “v. “ ye i “Peay fol 
ste SF WN se \ Ors Aa Ey OG poe 
: THAT WON ae 5h a ENN co 
ABA. \ \ \\ \ ; meee ie . | | ts ee es 4 4 % R$ ke 
_: re ee hn 3 a Re ca: 
: ve, ite rae iJ . q : ; | s } 4 E. Se \ ) 
ue esa "4 le aa ik P pert a fo oe, if a 72 a Fel ae : ; , 4 q te: 
7 is 7 ere ee ret aug mt i ty j c eos re ; Tas 4 7 the 
ea Cee 8 Kj; Dik So aa . may di’ 
ea Be ae eda Eat Sete Oe Il Wf : é ae ig Nal tic 
io oF 3 - ‘Ag eae : iz Z, SO Mis ‘ i. eit 4 Ae Er 
ie ' ————as CU oH iH / —— ae : 
aoe BA .\'\ ee lee —ai a ij «ee oa a | 
wile \ eae ieee H f . me ee XY 
ee x Wi j . # OT yf P/ d ' 1 y" i} i af ii ne Wy 4 : 
La eA ae mi) | ii Hi SE HY VF sh 
i a 7s | Hi ly eta his pe 

“3 > " ad fi ; Wh - ' 2a pu 

‘ \\ _ = / | | = -— ' £ tu 

—Z eT | mae ee 9 
i Ke hes © OO oa ~ : i 43 oe eens o 
oe aerate , ome <neme | ; Haid - een no 
ee ¥ i a ifs pee Rens = ie . | ie | 4 i % ‘ fiv 

‘ ee m fs — as i 4 ’ Ve aE seen ae an 

i a \ —i | ee B. 
are ee = wf —— : et 2 9 Senet ra m:; 
> - . | ee ee ends ewer, site ; 
ae oe - rf = ¥ a ioe i \ Ge 
ioe 4 3 Ao, a a, a —— a az 

poe * ° ‘7 ; nom eet st ee erable a 
APgL RS, [me a en re — a ee - O: 
See ba os y) a ag ° o ore, i y ae OT el ras pore _ =n a q i ge dere ie’ i M | / | 
aks ae i mE | ee Te acne em SS ne aaee m: 

: waite | | ger 7. \ (==: ose ae ee “oe 
oie eres — a Se te 
pes . Ge 

va 

| ad 

oF 

ee ati 

fo 

ca 

G ae eae aa ae acer mn aT a ae es ese oer nr nr arr aera ear ae eel ee eee ere ee Cc 
| | . 

| es : 
‘ jo 

De 

Ri 

pa. as 

a to 
ie C 

- w 

eC : m 

eee cc 


Waste Paper Group 
Formed to Advise 
Mills, Publishers 


NEw York, Feb. 4—The Waste 
Paper Utilization Council, an af- 
filiate group of American Pulp 
and Paper Assn., has been or- 
ganized to inaugurate an educa- 
tional program for mills, publishers 
and the graphic arts industry for 
more efficient and economic use 
of waste paper. 

Henry J. Perry, formerly editor 
of Paper Trade Journal, is director, 
and E. W. Tinker, executive sec- 
retary of AP&PA, is treasurer. 

John C. W. Evans succeeds Mr. 
Perry as editor of Paper Trade 
Journal. Mr. Evans formerly was 
editor of Pulp & Paper Magazine, 
publication of the Canadian Pulp 
& Paper Assn. 

The new waste paper council, 
Mr. Perry told AA, will be a sepa- 
rate organization and will stand on 
its own financial feet although af- 
filiated with AP&PA. It has 50 
members, paper and paperboard 
mills and waste paper dealers, who 
pay dues on the basis of their use 
and sale of waste paper. It also has 
several associate members in the 
graphic arts field. | 


= A program is being developed, | 
Mr. Perry said, which will deal! 
largely with technical aspects of 
waste paper use by mills and con- 
verters. It will also help publishers | 
and others identify types of waste | 
paper for more profitable sale to 
mills or dealers. 

Mr. Perry said that his organiza- 
tion will cooperate closely with 
both the eastern and western con- 
servation committees of the waste- | 
paper consuming industries. 


Set April 15 Deadline 
in Annual AMA Contest 


Deadline for filing applications 
for the 1952 awards program for 
the most significant and advanced 
contributions to the field of mar- 
keting, sponsored by the Ameri- 
can Marketing Assn., is April 15. 

Eligible contributions include 
textbooks, case studies, and me- 
thodology studies offered by in- 
dividuals, companies or organiza-_ 
tions. Applications are available 
from the AMA at 1525 FE. 53rd 
St., Chicago 15. 


Empire to National Container 
National Container Corp., New 


York producer of kraft board) 


shipping containers and kraft pa- 
per products, has purchased Em- 
pire Box Inc., Atlanta. Manufac- 
turing operations at Empire will 
continue under the name of Na- 
tional Container, becoming part 
of a coast-to-coast chain which 
now includes 14 converting plants, 
five kraft pulp, liner’ board 
and paper mills and a multi- 
wall kraft bag operation. Sidney | 
B. Marks has been named general | 
manager of the Empire plant, and 
George R. McCarthy assistant 
manager. 


Osborne, Koch Promoted 


M. W. Osborne Jr., advertising 
manager of B. F. Goodrich Chem- 
ical Co., has been promoted to in- 
ternational sales manager, and 
George B. Koch has been ad- 
vanced to succeed Mr. Osborne as 
advertising manager. J. S. Wolff, 
previously Washington represent- 
ative, will take over Mr. Koch’s 
former post of agricultural chemi- 
cals sales representative. 


‘Charm’ Names Two Editors 


Carroll Whedon, formerly ad- 
vertising and sales promotion copy 
chief with CBS-Television, has 
joined Charm as managing editor. 
Demi Daniels, last with Crompton 
Richmond Co., has been named 
associate fashion merchandise edi- 
tor. 


‘Citizen’ Takes ‘Parade’ 


Advertising Age, February 9, 1953 


Time Inc. to Educate Staff 

An education benefit plan for 
staff members was put into op- 
eration by Time Inc. on Feb. 1. 
The plan calls for the company to 
pay half the tuition costs up to 
$300 of after-hours courses taken 
by employes. 


Calvert Appoints Gotthainer 

Lew Gotthainer, formerly a 
sales representative, has been ap- 
pointed assistant sales promotion 
manager of Calvert Distillers 
Corp. 


WGR Promotes Hofiman | 

Karl B. Hoffman has been pro-| 
moted from technical director to) 
the new position of v.). in charge 
of television planning ind opera- | 
tions of WGR Broadca ting Corp., | 
Buffalo. 


Sypher Promoted to Editor 
Alden H. Sypher, managing edi- 
tor, has been promoted to editor 
of Nation’s Business, the Chamber 
of Commerce of the U. S. official 
publication. He succeeds the late 


Lawrence F. Hurley. 


Hundreds of Ad Agencies rely on Filmack 
for TV Spots by Mail. With our 35 Years 
Experience , Huge Facilities, and Expert 
Craftsmen, we can produce all types of ‘s 
stop-motion, full animation and TV slides! = 
...Send in your Storyboards for quotes. 


FILMACK STUDIOS 1323 SOUTH WABASH AVE., CHICAGO 


Parade is now being distributed 
with the Citizen, Columbus, O., 
bringing the Sunday supplcment’s 
combined circulation to 5,238,896. 


| 


Want to hurdle 
high operating costs? 


This suggestion may be just that little extra lift you need. 
Check through your company’s sales literature, advertising 
folders, and other printed materials. See how many of them 
are printed on enamel paper. Then find out what brand your 
printer is using. It’s well worth the trouble, because today 
enamel! papers of identical quality are no longer all the 
same price. Consolidated Enamel Papers of highest quality 
actually average 15 to 25% lower in cost. 
There’s just one good reason why. Logical, too. 
Consolidated pioneered the modern method of making and 
coating enamel paper in a single, high-speed operation. 
In this way, many costly manufacturing steps are 
eliminated. You simply pick up the savings. 


free ju m p! To clinch our case, let us send you a generous 

supply of Consolidated Enamels. Just have your printer use it on your next 
job under identical conditions with your present brand. You judge the results 
according to your own standards of printing excellence. Fair enough? 

Then get a note off on your letterhead today. 


A ENAMEL 


PAPERS 


PRODUCTION GLOSS +» MODERN GLOSS + FLASH GLOSS - PRODUCTOLITH + CONSOLITH 
CONSOLIDATED WATER POWER & PAPER CO. + Sales Offices: 135 So. La Salle St., Chicago 3, Ill. 
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C&H Supply Co 
Calumet lron& Supply Co 
an Government Tr 

Canon Cigar Co. 
Carlton House 
Celanese Corp. of America 
Central Paper Co., Inc 
Cessna Aircraft Co 
Chalfonte-Haddon Hal! 
Champion Spark Plug Co. 
Chase Brass & Copper Co., Inc. 
Clayter Corp., The 
Clipper Carloading Co 
Cole Products Corp 
Columbia Broadcasting System, Inc 
Commonwealth Investment Co 
Concert Hall Society, Inc 
Connecticut General Life Insurance Co 
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$5,000,000 Tie-in 
Promotion Set for 
Disney's ‘Peter Pan’ 


New York, Feb. 3—Advertising 
and promotion costs to manufac- 
turers tied in with the promotion 
efforts of Walt Disney’s newest 
production, “Peter Pan,” are esti- 
mated in excess of $5,000,000. 

The manufacturers’ group, all 
national advertisers, inciudes: 
RCA Victor; Derby Foods Inc.; In- 
ternational Shoe Co.; Colgate-Pal- 
molive-Peet Co.; Admiral Corp.. 
Woman’s Home Companion; Ad- 
vance Pattern Co.; W. T. Grant 
Co.; Independent Grocers’ Alli- 
ance; Mutual Broadcasting Sys- 
tem; Seligman & Latz Inc., and 
Borgenicht Bros. Inc.-Farragut Co. 

The group will use newspapers. 
radio, TV, business publications. 
magazines and, in addition, will 
provide displays for dealers and 
stores. Plans also call for special 
promotions through premiums and 
giveaways. 


s Admiral Corp. plans call for 
lobby displays in many first-run 
movie houses screening the Dis- 
ney opus plus a giveaway to 
be announced in a_ full-color 
spread in Life offering a miniature 
TV studio to kiddies who take 
their parents to Admiral dealers 
for a TV set demonstration. The 
play studios have two sets for a 
Peter Pan play, with models of 
all the characters, and sets for 
three other plays. 

At the picture’s premieres this 
month in New York, Washington 
and Chicago, full-color Peter Pan 
comic books will be given by Ad- 
miral to all who attend. 

Newspapers, magazines, radio 
and TV spots, outdoor and window 
displays will be used to bolster 
the promotion. 

In addition, Derby Foods Inc., 
maker of Peter Pan peanut butter 
will have displays in some 20,000 
grocery stores calling attention 
to the Admiral promotion. 

Admiral’s agencies, all of which 
will help in the promotion, are 
Cruttenden & Eger, Erwin, Wasey 
& Co. and Tatham-Laird, Chicago. 


Air Reduction Names F&SE&R 


The New York office of Fuller & 
Smith & Ross has been appointed 
to handle advertising for three 
divisions of Air Reduction Co. The 
divisions are Air Reduction Chem- 
ical Co., Pure Carbonic Co., and 
National Carbide Co. 


THE ACID TEST 
IN SPACE BUYING... 


This question and its answer “‘tells 
all’! is the magazine in question 
being used month after month by 
the same mail order clients? That's 
the only sound way to judge the 
mail order pull of ANY magazine. 
The answer to that question, in the 
case of V.F.W. MAGAZINE, is a 
hearty “YES”! Your advertising dol- 
lars bring results . . . when you 
spend them for space in V.F.W. 
MAGAZINE! Loyal subscribers—more 
than a million—make up the V.F.W. 
MAGAZINE'S circulation. They've 
PROVED to be “buying” readers! 
For a sample issue, and complete 
information, write: 


GE A nacazine 


(Formerly Foreign Service) 

Dan B. Jesse, ir. & Associates, inc. 
Advertising Directors 
10 East 43rd Street 

New York 17, New York 


Hathaway Promotes Strauss. 


Julian R. Strauss, who joined 
Cc. F. Hathaway Co., Waterville, | 
Me., in 1950, has been promoted to | 
v.p. in charge of merchandising, a | 
new post. John Zorski, formerly a | 
member of fhe New York sales’ 
staff, has been named head of the | 
Lady Hathaway division, handling | 
sales of Hathaway shirts for wo-) 
men. 


Burton Joins Hyde Mig. Co. | 


in the sales promotion department 


of General Electric Co., Nela Park 
Cleveland, has been appointed 
sales promotion manager of Hyde 

g.- Co., Southbridge, Mass., 
manufacturer of cutting, painting 
and decorating tools. 


NRDGA Elects Arthur See 
Arthur M. See, sales promotion 

manager of Saks-34th, New York, 

has been elected chairman of the 


Advertising Age, February 9, 1953 


Heads Frederick Ziv Art 

William Hetherington, formerly 
assistant art director for the Cin- 
'cinnati office of J. Walter Thomp- 
'son Co., has been named art di- 
rector of Frederick W. Ziv Co., 
Cincinnati and New York televi- 
sion and radio producer. 


Peters Adds Two Accounts 
Allan Peters Advertising Agen- 


Sam Edelman Inc., dress manu- 
\facturer. Mr. Peters is the execu- 
tive on both accounts. 


Morehouse Joins ‘LH]’ 


Edward L. Morehouse, formerly 
division sales manager for Na- 
tional Selected Products, has 
joined the New York sales staff 
‘of the Ladies’ Home Journal. 


sales promotion division of the! cy, New York, has announced two | Denver Advertising Moves 


NRDGA’s board of directors. 


National Retail Dry Goods Assn. new accounts—Curriculum Films 
Russell A. Burton, for 10 years and, automatically, a member of & Educational Projections, pro- has moved its offices 


ducer of audio visual aids, and 


Denver Advertising Co., Denver, 
to 1727 
Wazee St. 
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Advertising Age, February 9, 1953 


Harcord to Ovesey, Berlow 
Ovesey, Berlow & Straus has 
been appointed to direct adver- 
tising for Harcord Mfg. Co., Jer- 
sey City manufacturer of paper 


Forms Textile Company 

Hans G. Knoll is president of | 
the newly formed Knoll Textiles | 
Inc., 575 Madison Ave., New York. 
| Arthur Bills, formerly sales man- 


canisters for packaging. The ad- ager at Stroheim & Romann, has) 
vertising plans call for trade mag- been appointed sales manager of 
azines and direct maik ‘the new company. 
Scott Joins Morey, Humm _Mactadden Names Rickard 
Walter L. Scott, formerly with, Joseph B. Rickard, formerly cir- 


Western Electric International Co.,| culation director of U.S.A., has) 
has joined the copy department of | been named direct mail manager 
Morey, Humm & Johnstone, New of Macfadden Publications, New 
| York. 


York. 


‘New Gift Theme Logo Will Feature Big 


Campaign of Appliance Industry in 1953 


New York, Feb. 3—! lectric ap-, 
pliance makers will use a new gift 
theme logo in their ni: tional and 
business paper advertis:ments this | 
year to enable dealers to tie in and 
capitalize on the $5,000,000 com-_ 
bined ad budget of the manufac- 
turers. 

The plan is part of the 1953 gift, 
campaign sponsored by the elec- | 


tric housewares section of the Na- 
tional Electric Manufacturers 
Assn. 


Local dealers will get permanent | 


three-color window decals de- 
signed to identify them as gift 
headquarters. The emblem carries 


‘the new gift slogan appearing in and 


manufacturers’ ads. 
In addition, retailers will re- 


. * 
» 
, ae * 
' 
a 


jceive a six-page “Spring Sales 
Planner” to supply them with ideas 
for advertising and display, point 
‘of sale suggestions, traffic pullers 
and a promotional timetable. An 
‘ad mat package is going to news- 
|papers for use by local dealers. 

A feature of the spring drive will 
‘be individual “plans for action” 
/for use by manufacturers, distrib- 
‘utors, electrical leagues and light 
power companies to show 
‘each how to get the most out of 
‘the gift campaign. 

The electric housewares gift 

campaign—now in its fourth year 
—has stimulated the promotion of 
|year-round gifts. Previously, a- 
bout 60% of electric housewares 
volume was done in the last quar- 
ter of the year. 
More than 50,000 dealers are ex- 
pected to participate in the 1953 
promotion program, the associa- 
tion said. 


Sanderson Heads Oneida 
Sales; 7 Others Boosted 


Dudley E. Sanderson, v.p. of 
Oneida Ltd., has been placed in 
charge of all advertised brands. 
Associated with him as sales man- 
agers of their respective divisions 
are Robert W. Landon, Oneida 
Community Ltd; John J. Heuer, 
1881 Rogers, and Frederick W. 
Hartwig, Heirloom. 

Richard A. Bloom, v.p., will 
head a new special sales division. 
With Mr. Bloom as sales mana- 
gers are Rhody R. Colway, Or- 
ville E. Cummings and John N. 
Milnes. 


Rumbough Leaves Posts; 


Miller, Stiassni Succeed Him 

The new assistant to the Sec- 
retary of Commerce, Stanley M. 
Rumbough Jr., has resigned as 
president of Metal Container 
Corp., and secretary and director 
of sales, White Metal Mfg. Co., 
Hoboken manufacturer of collaps- 
ible tubes and metal can spouts. 

R. Robert Miller, assistant di- 
rector, has been promoted to be 
White’s sales director, and Charles 
Stiassni, plant manager, has been 
elected secretary. 


Hirshon-Garfield Boosts 3 

Hirshon-Garfield, New York, 
has promoted Ruth Fuchs to space 
buyer and Julian Braun to super- 
visor of media and market re- 
search. Miss Fuchs has been a 
member of the media staff for 
eight years. Mr. Braun has been 
the agency’s general manager, and 
will continue at that post. Judah 
Katz, who has been media direc- 
tor, has opened a new Miami of- 
fice for the agency. 
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Schick Inc. Promotes Two Smaller Luminall Ads 
Irville A. Petty, eastern district | 


sales manager with headquarters) CHICAGo, Feb. 3—Formerly us- | 
in New York, has been promoted to ing full-color half-pages in shelter | 
field sales manager of Schick Inc.| books only, National Chemical &| 
at the Stamford, Conn., home of-| Mfg. Co., producer of emulsion | 
fice. Michael J. Butler, Schick’s| paints, is trying out one-column| 
sales representative in Los Ange- b&w ads this year in weekly mag- | 


les, succeeds Mr. Petty. /azines. Copy promotes Satin Lu-| 


Bank Names Aitkin-Kynett Co. | ™"@!l rubberized paint. oe 
Wieik Cansiien Metlenal Deck &| ones Ot Oe concumer Grive! 


/will be a column in This Week| 
Trust Co., Camden, N.J., has ap-| = , ie 
pointed Aitkin-Kynett Co., Phila-| Magazine, followed by ads in| 


delphia, to handle its advertising. | Léfe, The Saturday Evening Post 

_and Time. From the weeklies, the 
WIAR-TV Names Weed & Co. | ©#™paign switches to the shelter 
WJAR-TV, Providence, has ap-| books with one-column or smaller 
pointed Weed & Co. Boston, to #48 in Better Homes & Gardens, 
handle its regional and national House Beautiful, House & Gar- 
sales in New England. | den, Ladies’ Home Journal, and 


STAMAT 7 


Incomplete... like a 
media schedule without The Elks 


* a mass market of over a million family men 
* aclass market with incomes double the national median 
* a loyal market of readers who believe in the magazine 


they own... The Elks Magazine, only $2.14 per page 
per thousand. 


THE 


MAGAZINE 


NEW YORK « CHICAGO « DETROIT « LOS ANGELES 


Run in Longer List 


McCall’s. The spring-summer issue 


of Home Modernizing and the win- | 
ter-spring issue of Small Homes 


Guide are included also. 


® Supplementing the consumer 
drive, Luminall’s trade program 
will appear in American Painter 
& Decorator, American Paint & 
Wallpaper Dealer and National 
Painters Magazine. In the school 
field, ads will appear in College & 
University Business, WNation’s 
Schools and Schooi Executive. 
Several church publications are 
included as well as Architectural 
Forum, Architectural Record and 
Progressive Architecture. 

Altogether, it is the largest 
spring promotion on Luminall in 
the company’s history. Petesch, 
Hecht & O’Connor, Chicago, is the 
agency. 


2 ‘Enquirer’ Directors Leave 


Cincinnati Enquirer Inc. has ac- 
cepted the resignations of Edward 
J. Helmick and Frank E. Wood Jr. 
as directors. Both men represented 
the Portsmouth Steel Corp. in- 
terests. The publishing company 
made a final settlement of its ob- 
ligations to the steel company, 
which backed employes in pur- 
chasing the paper, on Dec. 11. 


‘Farm Journal’ Linage Change 


Farm Publication Reports Inc. 
has notified AA that the 1952 ad- 
vertising pages and lines it fur- 
nished for Farm Journal (AA, 
Jan. 26) were incorrect. Instead 
of 1,092 pages and 468,476 lines 
the figures should have been 1,093 
pages and 468,907 lines. 


Merritt to Dozier, Eastman 


William O. Merritt has joined 
Dozier, Eastman & Co., Los An- 
geles, as an account executive. 
He was previously sales mana- 
ger of the Dynamometer division 
3 oe Mfg. Co., El Monte, 

al. 


WBUY Promotes John Cashion 


John Cashion, a member of the 
announcing staff of WBUY, Lex- 
ington, N. C., has been promoted 
to general manager. He succeeds 
Robert Ray, who has joined a ra- 
dio station at Burlington, N. C. 


F&S&R Appoints Millar 

William F. Millar, formerly 
with Procter & Gamble, Cincin- 
nati, has joined Fuller & Smith & 
Ross, Cleveland, where he will 
work on the Sherwin-Williams ac- 
count. 


ATTRACTION © APPEAL + /DAY and gia 


4 
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2, 
wi 
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DISPLAY 
FIXTURES 


ANNOUNCING 
the NEW 

qoute -S& EER 

TRANSPARENCY 


As easy to apply as a post- 
age stamp and just as quick— 


os 


window signs and valances. 


Write for complete _ 
details, samples, and 
full-color brochure 
|g Sees 


brilliantly and economically. 


CAMBY 0» envvone 


A INTERNATIONAL TRANSPARENCIES 


Richer, deeper, more attractive colors—effective translucency which 
allows interior light to penetrate for night time “illumination”—and 
both inside and outside visibility are only a few of the many reasons 
why so many leading advertisers prefer International Transparency 


Take full advantage of valuable advertising space that costs you 
nothing—vour dealer's windows, doors, showcases, etc. He welcomes 


your Intervational Transparency sign for its eye-catching identification 
of his dealership—while you carry your sales message to your market, 


They “stick to the job” night and day, year after year. 


INTERNATIONAL TRANSPARENCY C0. citvetano 13: omo 


Getting Personal 


Bill Sittig, Crowell-Collier’s Chicago v.p., represented the Agate 
Club, magazine representatives’ association, in handing the club’s 
check for $762 to Lloyd Maxwell, president of the Off-the-Street 
Club, Chicago admen’s favorite charity. Lloyd is executive v.p. of 
Roche, Williams & Cleary... 

Recently honored in Boston “for peerless cooperation and help- 
fulness. ..given the Combined Jewish Appeal” was Linus Travers, 
general manager of the Yankee Network and Station WNAC-TV. 
The recognition was for radio and TV time donated during the 
CJA’s fund raising drive...Ed Parent, v.p. and media director of 
John C. Dowd Inc., Boston, has been elected Lieutenant Commander 
of the Boston Power Squadron... 

Jack Rayel, assistant program director of NBC, New York, has 
been cast as a tough filling station hand in the Connecticut Play- 
makers’ production of “The Petrified Forest,” slated for Old Green- 
wich, Conn., in late February... 

Allan Converse, Geare-Marston’s new copy director, apparently 
was so overwhelmed about joining the Philadelphia agency he 
ended up in the hospital. It was only appendicitis. ..John LaCerda, 
head of the John LaCerda Agency, has been elected vice-president 
of the Professional Writers’ Club of Philadelphia. . . 


DOUBLE LIFE—Henry Kinsell, art director at Olmsted & Foley, Minneapolis, has 

an extra job as Sunday School teacher and this Christmas he supervised a group 

of 11-year-olds in preparation of a composite picture of the seasonal story. He's 
shown here with a few of the young artists. 


The Women’s Adclub of St. Louis is knuckling down once again 
on production of its annual Gridiron Dinner, with Mrs. Mabel Henry, 
educational director of the St. Louis Dairy Co., as chairman. Pro- 
ceeds from the event, scheduled for March 17 at Hotel Jefferson, 
will go to the Barnard Free Skin and Cancer Hospital, which has 
received a total of $53,000 from the club during the past eight 
years... 

Newly elected commander of the Cuyahoga County Council, 
United Spanish War Veterans is Austin C. Sayler, head of Sayler 
& Associates, Cleveland. He’s a past president of the Joint Veterans 
Commission and the Memorial Day Assn. of Greater Cleveland. .. 

Sam Riklin, an account executive at Pitluk Advertising Co., San 
Antonio, has been cited by the Civic Clubs of the city with a perfect 
score and a bronze plaque, indicating his unanimous selection as 
San Antonio’s Outstanding Young Man of 1952... 

A collection of watercolors by Milton Marx, an assistant art di- 
rector at Dowd, Redfield & Johnstone, is being exhibited at Doll 
& Richards art gallery, Boston. The paintings depict opening night 
scenes from Broadway shows as Milt saw them from the wings. 
Some of the paintings exhibited are on loan from Ethel Merman, 
Imogene Coca and the estate of Gertrude Lawrence. .. 

Edward B. Busby, v.p. of R. R. Donnelley & Sons Co., has taken on 
the chairmanship of the advertising, printing and entertainment 
section of the 1953 Chicago Red Cross fund campaign...George T. 
Metcalf, head of the George T. Metcalf Co., Providence, has been 
appointed general chairman of that city’s Red Cross drive... 

An oil portrait of George M. Burbach, general manager of the 
St. Louis Post-Dispatch stations KSD-TV and KSD, was unveiled at 
a reception at which he was honored by his associates in 
the newspaper, radio and television field for his role in developing 
broadcasting and television in St. Louis. Hosts were Joseph Pulitzer, 
editor and publisher of the Post-Dispatch, and his son, Joseph 
Pulitzer Jr., associate editor of the newspaper. The portrait was 
painted by William F. Draper, New York artist... 

Station KOIN, Portland, Ore., held its annual banquet a couple 
of weeks ago, when eight new members of the 10-20 Year Club were 
honored. Harry Buckendahl, general manager, presented pins to 
two who have joined the 20-year ranks, and to six who have com- 
pleted ten years. The club now has 38 members... 

It isn’t often an employe gets into an agency’s house ad, but Mrs. 
Louise Brennen, secretary to Jerome B. Gray, founder of Gray & 
Rogers, Philadelphia, did. She was the agency’s first employe, and 
when she completed 25 years there, recently, one of the ads in 
G&R’s series was devoted to her and her 25-year record... 

Brandon Barringer, treasurer of Curtis Publishing Co., and his 
wife had an unpleasant surprise when a burglar walked into their 
bedroom in Villanova at 4:30 a.m., took $185 from Mr. Barringer’s 
wallet and departed. .. 
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Builder-Contractor: 


Country's 


Largest Buyer of Goods? 


Not fully appreciated even by| 
companies whose primary markets 


enormous 


er must carry a much greater 
share of the selling burden than 


(ADVERTISEMEN 


} 


cheaper and easier today than 
probably ever again. 


Because his favorite business 


_paper is not only the best but just 


about the only effective way of 


reaching the builder, the cost of 
| dominant 


|this market is extremely low. 


are in the construction field is the in other fields. And it can do this. 


volume of products effectively and well because it is ucts are becoming more conscious 


advertising-selling in 


Manufacturers of building prod- 


whose purchases are controlled by actually true that builders see Of the importance of advertising 


the builder-contractor in the light | 


construction field. Practical Build-| attuned to advertising in Practical co Steel Products Co., 
' Electric Co., Andersen Corp., Del-, 


er estimates that of the building | 
materials and building products of | 
all kinds going into the $26 billions | 
of construction in the light con-| 
struction industry, the great bulk | 
of light construction 75% or more’! 
is controlled by the builder-con-| 
tractor. This makes him just about 
the biggest buyer in the country. | 
At the same time there is less. 
advertising and less selling done 
on the builder than on any other 
major manufacturer in the coun- 
try. And let’s not forget that the 
builder of buildings is a manufac- 
turer just as much as the builder 
of lathes, or trucks, or windows. 
These two facts point to the 
conclusion that the builder-con- 
tractor constitutes the most under- 
sold major buyer in America. 
There is no economical way in 
which it is possible to contact by 
salesmen more than a handful of 
the 100,000 plus builder-contrac- 
tors. They are busy men who 
spend little time in their offices, 
and many of them use their homes 
as offices. They may have a dozen 
jobs going and that’s where they 
spend their time, because their 
jobs are their factory. To hunt 
for them from job to job is an im- 
possible task for even the most 
industrious salesman. Ask the man 
who’s tried it! Also it is almost 
possible for the manufacturers 
selling this market to build and 
maintain a good list of these build- 
ers for direct mail solicitations. 
Even if possible, the cost would 
be enormous. 
In this market, then, advertising 
in a magazine like Practical Build- 


for Builder 


BUYING POWER- 


Here are the facts you want to 
know about builder circulation: | 


PRACTICAL BUILDER de- 
livers the largest Builder Buy- 
ing Power of any builder maga- 
zine. 

PRACTICAL BUILDER is read 
by almost 2000 more owners, 
corporate executives and mana- 
gers than its closest contem- 
porary. 

PRACTICAL BUILDER’S rates 
for this top circulation are the 
lowest you can buy in this field. 


Examine and compare the facts. 
Prove to yourself that PRACTI- 
CAL BUILDER is your Number 
One advertising buy. 


® 
Practical Builder 


5 South Wabash Ave. © Chicage 3, Ill. 


few salesmen. Therefore, they are 


Builder as the principal source of 
from which they receive buying 
information. 

Here’s how all this adds up to 
the smart building products man- 
ufacturer: 


Prominent, consistent and big 
time advertising to this under- 
sold, under-advertised-to build- 
er market will buy this market 


to the builder. Companies like Ce- 
General 


ta Power Tool Div., Insulite, U. S. | 


|Plywood Corp., and many others 


‘ A ae 
are using multiple page space in 


Practical Builder in 1953. 


i 
| 


Wants PB Advice on Insulation 


“Having been a reader of your 


magazine for some time, we have) 


come to feel it is part of our busi-| 


ness. We also have many of your} 
reprints and have received quite a) 
lot of help just by reading your 
fine magazine.” 

“Where may we obtain results of 
comparative tests on various types 
of insulation? We are interested 
only in knowing whether the batt 
type wool and glass batts or the 
reflective insulation, such as man- 
ufactured by , is more effi- 
cient in residential construction.” 
Kent Covey, Covey Bros. Contrac- 
tors & Builders, Decatur, Il. 


Likes “Plan for Profit’ Series 
“I have just read my November 
issue of Practical Builder, partic- 
ularly “Plan for Profit” feature. 
“I want to say it is one of the 
best things I have ever seen, and 
I think you are doing a terrific 
job for the builders.” Alvin L. 
Aubinoe, Alvin L. Aubinoe, Inc. 


Business Paper Advertising 
Puts Kwikset on Top 

In a market dominated by hon- 
ored names a hundred years old 
and older, Kwikset Sales and 
Service Co. has built a top posi- 
tion in the lock-set business. 

This California company three 
years ago set out to establish itself 
firmly as an important manufac- 
turer and to capture a big siice of 
the building market. Biggest part 
of this job was allocated to build- 
ing industry advertising. Domi- 
nant, outstanding, big space ad- 
vertising in Practical Builder 
Building Supply News and other 
building industry magazines paid 
off. Kwikset claims they now 
account for 40% of all lock sales. 


Practical Builder...now delivers 
91,000 copies monthly. 


from Practical Builder.” 


Charles Lamb used to say: 


“TI love to lose myself in other men’s minds.” 


That's exactly what readers of Practical 


practical success stories of other 


money in the“ losing” process. You can’t 


It takes top readership to give you 


in the field touches the BP (Buying Power) 


of reader-inquiries processed 


September issue, over 7000; October, 


December, over 6000. 


we've been saying for years... 


contractor-builders...and 


top buyership. And no book 


for advertised products: 


It all adds up to what 


© iwousreiat PUBLICATIONS, INC., CHICAGO 3 


Says Frank Sharp, head of Frank W. Sharp 
Construction Co., multi-thousand-home- 
builder of Houston, Texas: “There is no doubt 
in my mind that your publication is read 

by more builders than any magazine in 

the field. Because of the practical approach 
you make to building problems and the 
realistic suggestions you offer, builders 

like myself gain a great deal of value 


builder go. They lose themselves in the 


make 


get away from it, Mr. Advertiser: 
you get in PB. Proof? Here’s a recent score 
over 6000; November, over 5000; 


when you're in PB yow’re in! 


... Of the light 
construction industry 
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Grey Handles Norelco 


The agency handling advertising 
for North American Philips Co.’s 
Norelco Sportsman electric shaver 
is Grey Advertising Agency, New 
York, and not Ruder & Finn As- 
sociates as reported in AA Jan. 26. 


Roalman Joins Parker PenCo. Department Store Sales... 


Arthur R. Roalman has been 
named to head the information 
service news bureau of Parker Pen 
Co., Janesville, Wis. Mr. Roalman 
was formerly an associate of Wade 
Atkinson, Dayton publicist. He will 


“at a 


Advertising Age, February 9, 


1952 Dollar Volume 1% Over 1951 


eee ae lee et ee 


1953 


‘DEPARTMENT STORE - 
SALES INDEX 


1947-49 equals 100 


WasHINcTon, Feb. 3—Total de-| By area, the South made the |} Week to Jan. 24, ‘53*..p86 

a public’ —" press relations for Parker partment store sales in 1952 were best showing in 1952. The Atlanta Week to Jan. 26, °52*....83 
— - '1% higher than in 1951, accord- and Dallas reserve districts in- a - — 34 iggy 

ing to a preliminary estimate by creased their 1951 department eek to Jan. 19, °52*....90 

. a THIS 3-PAPER PACKAGE GIVES GREATER COVERAGE > the Federal Reserve Board. stores sales by 9% and 6%, re- | j Week to Jan. 10, '53*....89 
OF U.S. ARMED FORCES AT LOWER COST PER The nation’s big stores hit their spectively. |] Week to Jan, 12, °52*....92 


THOUSAND OF ANY SERVICE PUBLICATIONS. 
Our 10 Advertising and Merchandising 
Offices are A your service. 


highest dollar volume in history, | 


thanks to a last-month spurt. Sales 
in December were 8% above those 


in the same month of 1951. 


Christmas buying was so lusty 


Biggest year-to-year gains by 


cities were 25% in Augusta, Ga., || 
26% in Paducah, Ky., and 23% in 


Corpus Christi, Tex. Significantly, 


|these are all centers of new in-| 


*Not adjusted seasona!ly. 
pPreliminary. 


Ti 


Send for New Market Book— it's yours 


that only three cities in the coun- dustrial development. 
for the asking! 


try reported sales declines for the . 


centage changes from the same 


‘ eriod a year ago: 
month of December. These were ® The nation’s department stores | P wha 8 
New York, off 1%, La Crosse, Wis., have gotten off to a good start et aoe ae Tose ar = 
off 2%, and Yakima, Wash., off; this year. Sales were down 3% |. 
( Member Audit Bureau’ ol CicColations of a ] : h d d UNITED STATES .........:........ x 1 4 — 
; 11% from the previous December. from last year in the week ende Boston District ...00000000.... 5 0 5 p- 
: NAVY. ‘IM ES Jan. 10, but they were up 4%, 2% | New Haven... ~~ 7 3 2 “D 
; ‘ ‘ ‘ . w 8 an ALES q e = 
UWASHINGTON aN Most N. @ While 1952 saw a new high in and 4% in the weeks ended Jan. 3, — Boston Area 6 Oo . 
NEW YORK an Fast 42nd st total sales, the department store Jan. 17 and Jan. 24. pen Bote meneers . 4 3 2 
sales index—which measures daily The following table shows de-| New Bedfed 5 i ; 
- > = j > pe Ss | Springfield 11 0 1 
In Philedotghia: vegrmented by 6.0. Mc Carney, “1015. pon yg average sales remained at the partment store sales for the | heer : . 4 P. 
Also: LONDON-FRANKFURT.TOKYO same level as in 1951, i.e., 109,| of December, all of 1952 and the providence aa en a 
; with 100 equal to the 1947-49 base., week ended Jan. 24, giving per-| New York District oe ae P 
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2 Name George T. Metcalt 


Reliance Products Sales Corp., 
Pawtucket, R. I., producer of 
housewares and plastic novelties, 
has appointed George T. Metcalf 
Co., Providence, to handle its ad- 
vertising. Consumer and _ trade 
publications will be used, as well 
as direct mail supplemented by 
merchandising aids. The agency 
has been appointed also by Har- 
wood Mfg. Co., Providence, to pro- 
mote its Leading Lady bracelets 
and expansion watch attachments, 
Co-Star jewelry, Jack and Jill 
bracelet and locket sets for chil- 


| use only Life. 


The present scheaule calls for, 


Sparton to Unveil 
New TV Ad Concept 


month period startin 2 


An extensive merchandising and 
13 full-color pages ‘o be run at promotional program will support 
four-week intervals juring a 12- the ad drive. According to Spar- 
with Life’s ton’s sales manager, B. G. Hick- 


Jackson, Micu., Feb. 3—Sparton March 30 issue. Brooke, Smith, man, the over-all effort is designed | well & Fox. 


Radio-Television Division, Sparks- French & Dorrance, Detroit, is the to tap three basic markets which 
‘he describes as “new, unsaturated 


John J. Smith, president of 44 replacement.” 


Withington Co., will introduce agency. 
what it says is an entirely new 
concept of television advertising Sparton, says the ads will be unlike | 
this year. 

Its campaign, largest in the com- manufacturer. Copy wil! stress the 
pany’s history, is designed io build phrase, “featured by America’s 


Science 


/realism” performance theme. 


’ ’ 
any series ever run by a television Buckhout Joins ‘Mechanics 
| nas & Mechanics, Chicago, 
has appointed Russ Buckhout east- 
S et tee Y : ‘ re <¢* ern manager, with offices in New 
brand name identification and will fine stores,” and layouts a “vivid york. Mr. Buckhout was with See 


for five years. 
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Denver Agency Changes Name 


MacGruder, Bakewell, 
Denver agency, has changed its 
/corporate name to Kostka, Bake- 


Kostka, 


A sore finger sticks out 


BUT IT DOES NOT CREATE A 
PLEASANT IMPRESSION 


DOES YOUR AD7... Better have 
SAY P. Walk typeskill your next ad —better. 


WALK advertising typography 


41 E. HUBBARD ST * MO 4-6134 + CHICAGO 11 


dren, and Glamour Vanity com-| 
pacts. 
Charges Radio Show ‘Pirated’ 

Denise Keller, Bridgeport, Conn.., 
radio producer, has filed a $50,000 
suit against Bruff W. Olin, for- 
mer owner of WAAB, Worcester, 
Mass., and George Wilson, present 
owner. Miss Keller alleges the two 
men “pirated” her copyrighted ra- 
dio program, “Dialing for Dough,” 
which, she says, she originated in 
1944. The show has been on WAAB 
since August, 1952. 


Two Appoint Hollingbery 


WNOW- TV, York, Pa., has ap- | 
pointed George P. Hollingbery Co.., 
radio-TV representative, to repre- 
sent it. The station will begin tele- 
casting April 1 as a DuMont af- 
filiate. Hollingbery has also been | 
named to represent KEY-T, Santa | 
Barbara, which will be on the air 
in May or June of this year. 


‘Herald’ Promotes Thorpe 


Leon <A. Thorpe, advertising 
manager of the Evening Herald, 
Manchester, Conn., has been pro- 
moted to advertising director. Wil- 
liam F. Dalton will be local adver- 
tising manager. 


THE ONLY 
BOSTON 
NEWSPAPER 
WITH A 
TOTAL 
LINAGE 


GAIN IN 1952 


The 
Boston Globe 


MORNING ®* EVENING * SUNDAY 


Cresmer & Woodward, Inc., New York, 
San Francisco, Los Angeles. 
Scolaro, Meeker and Scott, Chicage, Detroit. | 


THAT’S WHAT IT IS! Take your product... 
set it up in a Gibraltar corrugated floor-stand 


or counter-merchandiser ... let it rub elbows 


with any other undisplayed item in the store, as illustrated... 


now watch closely .. . 


see what happens to total sales... 


ONE-WEEK SALES BEFORE DISPLAY DURING DISPLAY . 


‘ 


ees 
RITZ CRACKERS 24 PACKAGES 194 PACKAGES 


cunt SOUPS 49 CANS 107 CANS 218% in 


Figures from actual sales-test made by National Biscuit Company 


YOU, TOO, CAN confound the mathematicians .. . 


send sales skyrocketing all over the place ... 
make your product the Retailer's Delight!... 
with a Gibraltar MD.* 


* Merchandising Display 


4 (Gibraltar 


CORRUGATED PAPER COMPANY, INC. 


8101 Tonnelle Ave., North Bergen, New Jersey 
Telephone LONGACRE 5-3405, N.Y. or UNION 3-4700, N.J. 


leuit Te mabe some Galler Wop? 


ence wwncces 


Mr. 5. P. Boochever, Director 

GIBRALTAR MERCHANDISING DISPLAYS 
Gibraltar Corrugated Paper Company, Inc. 
8101-25 Tonnelle Avenue, North Bergen, N. J. 


Without obligation on my part... 


Cl Please send me the GIBRALTAR MD* Bx for Rising 
Sales folder. A permanent reference file on 
Merchandising Displays. 

© Please have your representative telephone me 
for an appointment. 


NAME 


COMPANY. — 
ADDRESS__ 
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Autobiography of 
Bing in ‘SEP’ Set | 


tor Big Promotion | 


PHILADELPHIA, Feb. 5—The Sat- 
urday Evening Post will spend 
more money to promote Bing Cros- 
by’s eight-part autobiography, 
“Call Me Lucky,” starting in the 
Feb. 14 issue, than it did on the 
Whittaker Chambers series. 

The campaign, which will break 
on Feb. 11, will run in daily and 
weekly newspapers in more than 
600 cities and towns which have 
sales of at least 500 copies of the 
Post. 

The ads will vary in size from a 
full page down to 1,200 lines and 
50 lines. Towns getting the latter 
will get two insertions. 

ADVERTISING AGE was told by a 
Curtis spokesman that this will be | 
the biggest newspaper campaign | 
ever undertaken by the Post for 
any single editorial feature. Total | 
circulation for all newspapers 
scheduled to get advertising will 
be well over 36,000,000. 


® This big promotion will actually | 
Jaunch the Post’s 1953 circulation | 
drive, which will include other | 
campaigns built around editorial | 
features. 
To support newspaper space, ra- | 
dio spots have been scheduled for | 
83 cities and television spots on 17 | 
stations in nine major markets. 
The newspaper ads will usea big | 
photo of Bing. The same photo that | 
the Post is using in a double-size | 
cover box will also appear on. 
truck cards, window streamers, | 
newsstand display cards and coun- 
ter cards. Bing and Paul White-| 
man, who is credited by Bing with | 
getting him started, have recorded | 
the radio and television spots. 
In addition, CBS is supporting | 
the campaign with its own promo- | 
tion, asking outlets to join in. Cros- 
by and Jack Benny are exchanging | 
guest spots on their respective ra- | 
dio shows to plug the autobiogra- | 
phy. Fred Waring will introduce a | 
new song titled “Call Me Lucky” | 
on his radio show. 
Batten, Barton, Durstine & Os- 
born is the Post agency. 


Salvatore Palmieri has been ap- 
pointed art director of William A. | 
Melrod Advertising Agency, Buf- | 
falo. He formerly was an artist | 
with the Cornell Aeronautical Lab- 
oratory in Buffalo. 


THIS MAN 
IS READY 
TO WORK 
FOR YOU! 


You have never met this man. You prob- 
ably never will. Yet he is ready and will- 
ing to go to work for you... to sell your 
product or service entirely at his own ex- 
pense. He is typical of thousands of direct- 
to-consumer salespeople all over America 
...+ including vast numbers of women, too. 
They are experienced and sales-wise. They 
live among the customers they serve. They 
are oo to push doorbells and make per- 
sonal calls and demonstrations to the very 
prorie you consider your best pros § 

heir contact with the home office is almost 
entirely by mail. 

The direct selling field is big, important, 
a seven billion dollar industry. Yet even 
the most modest firm can enter and serve 
national distribution remarkably fast and 
with astonishingly small sales cost. 

One publication has served the inde- 
pendent direct salesperson for the past 28 
years ... OPPORTUNITY MAGAZINE. Di- 
rect salespeople read OPPORTUNITY and 
act upon the offers made in its columns. 

The merchandising department of OP- 
PORTUNITY ... headed up by long-experi- 
enced Barney Kingston... = help you 
analyze your product for direct selling 
possibilities . . . and help you also in copy 

reparation, planning and foliow through. 
Write today, in detail, and let us tell you 
about this OPPORTUNITY service that is 
yours without cost or obligation. 


OPPORTUNITY 
MAGAZINE | 


Dept. A157, 28 E. Jackson Bivd., Chicago 4, Illinois” 
' 


Palmieri Joins Melrod | 


O’Brien-Sherwood Expands 


O’Brien-Sherwood Associates, 
New York marketing research 
consultant, has expanded its serv- 
ice to include the medical field. 
Elsa Zumpe, formerly operator of 
Professional Market R 
direct the new service. 


Stannard Joins Stanfield 


Harold F. Stanfield Ltd., Mont- 
real, has appointed William C. 
Stannard to its executive staff. Mr. 
Stannard will be marketing direc- 
tor. 


| collapsible tubes. 
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Cassidy Joins KGO Names Wildrick & Miller 


Charles Cassidy has joined the Carl Schleicher & Schuell Co., 
radio sales department of KGO, Keene, N. H., manufacturer of 
San Francisco, an American analytical filter papers and ultra 
Broadcasting Co. affiliate. He for- filters, has appointed Wildrick & 


-merly was on the staffs of KLX, Miller, New York, to handle its 
esearch, will | 
| City. 


Oakland, and KUTA, Salt Lake advertising and sales promotion. 


KCBS Names George Arnold 
Sun Tube Names Agency George Arnold Jr. has been ap- 
Sun Tube Corp., a division of | pointed a sales account executive 
Bristol-Myers Co., has appointed for KCBS, San Francisco, Colum- 
Halsted & Van Vechten, Red Bank, bia Broadcasting System station. 
N. J., to handle advertising for its Mr. Arnold formerly was sales ac- 
| count executive for KFAR. 


Schunk Named KSJV S.M. 


| Dick Schunk has been promoted 
from. assistant sales manager to 
sales manager of KSJV, Fresno 
County, Cal. He succeeds Robert 
Klein, who has been named sales 
manager of KLAC-TV, Los An- 
| geles. 


| Thor Corp. Names PR Board 


Thor Corp., Cicero, Ill., manu- 
‘facturer of washing machines, 
freezers and ironers, has appointed 
the Public Relations Board, Chi- 
| cago, to direct its p.r. program. 
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N. Y. Agency Changes Name 


: Murray Director Associates Inc., 

New York agency, has changed its 
name to Director, Bleier & Weiss 
Inc. Andrew M. Weiss has been 
named president and George V. 
Bleier executive v.p. 


Sellers Named Ad Head 


Cary Lee Sellers has_ been 
named advertising manager of the 
News-Messenger, Hamlet, N. C. 
He had been manager of the men’s 
department of a local department 
store since May 1, 1950. 


Goodrich Promotes Two l 


George B. Koch has been pro- | 
moted to advertising manager of | 
B. F. Goodrich Chemical Co.,| 
Cleveland, to succeed M. W. Os- 
borne Jr., who has been advanced 
to international sales manager. 


Westinghouse Boosts Myers 
Sheldon F. Myers, with the com- 
pany for 25 years, has been pro-| 
moted to advertising and sales pro- | 
motion manager of the television- | 
radio division of Westinghouse | 
Electric Corp., Sunbury, Pa. 


Diehl Named Almat Sales Head 

Mose H. Diehl, formerly sales 
manager for Kable News Co., New 
York, has been appointed general 
sales manager for Almat Publish- 
ing Corp., New York, publisher of 
Pyramid Books, Man's Magazine 
and Mechanics Today. 


Promotes E. M. Richardson 


E. M. Richardson, eastern divi- 
sion sales manager, has been pro- 
moted to general sales manager of 
Nice Ball Bearing Co., Philadel- 
| phia. 


31 
Conway to Smith, Hagel Harlow H. Curtice 
‘ Smith, 7 & Snyder, New. 
York agency, has appointed Betty ; 
Conway media buyer. Miss pony | Is New President 
way formerly was with Kenyon & 
Eckhardt as space estimator in the of General Motors 
media department. _ Derrorr, Feb. 5—Harlow H. Cur- 


Gabrielle Heads Gilbert PR 


Gilbert Associates Inc., Reading, 
Pa., engineer and consultant, has 
appointed Jere Gabrielle public 


‘relations director. Mr. Gabrielle 


formerly was art director for Ted 


‘Black Agency, Reading. 


tice has been named president of 
General Motors Corp. to succeed 
Charles E. Wilson, who has re- 
signed to become Secretary of De- 
fense in President Eisenhower's 
new cabinet. Mr. 
/Curtice has been 


to Get the Order 7 


Put yourself in your salesman’s shoes as he calls on a new 
prospect. Would you tell your story to the receptionist and 
ask her whom you should see? . . . or pick a name on the 
directory and hope you’ve guessed the right one? The 
point is that today’s industrial picture is full of hidden 
buying influences who have to be sold before your sales- 
man can get the order. 


You can give him that help by supplementing his per- 
sonal selling efforts with Business Publication Advertising. 
We call such advertising “‘Mechanized Selling’’ because it 
does for your sales organization what modern machines do 
for production. This high-speed, low-cost sales tool gets 
your sales message into the hands of the people who have 
a voice in buying decisions. Used consistently, it makes and 
maintains contact with prospects . . . creates preference for 
your product or service. 


When it costs so little to reach so many, it makes sense 
to delegate the initial steps in the manufacture of a sale to 
Business Paper Advertising .. . and permit the salesman to 
use his time and skill on making the proposal and closing 
the sale. 


Ask your McGraw-Hill man for a copy of our 20-page 
booklet, “‘Mechanizing Your Sales with Business Paper 
Advertising.”” Also about our sound-slide film, ‘‘Mecha- 
nized Selling ... Blueprint for Profits,’’ which is available 
for showing at sales meetings. 
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¥ FOR BUSINESS 


McGRAW-HILL PUBLISHING COMPANY, INC. 
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HEADQUARTERS FOR BUSINESS IN FORMATION 


MECHANIZED SELLING 
HELPS YOUR SALESMAN 
BY CONTACTING THE MEN 
HE CAN’T REACH 


Authentic surveys show that three to 
six (and more) men—in every manu- 
facturing plant—have a voice in rec- 
ommending, specifying and buying 
industrial products. Here’s proof that 
Business Publication advertising will 
help reach these men: 

92% HAVE BUYING INFLUENCE 


A manufacturer of chemical products 
surveyed portions of the subscriber 
lists of five Industrial Magazines. 
Asked: ‘‘Please check your influence 
on purchases.” 
51% reported DIRECT INFLUENCE 
41% reported INDIRECT INFLUENCE 


85% HAVE BUYING INFLUENCE 
Advertising Research Foundation 
asked readers of an automotive pub- 
lication the degree of their purchasing 
influence. 

71% had DIRECT INFLUENCE 
14%, made RECOMMENDATIONS 


643 companies—representing a cross sec- 
tion of the metalworking industry —re- 
ported 2,877 executives controlling the 
selection of new production equipment in 
their plants. 

Eighty-one percent of these major buy- 


ing influences are production and corporate 
management executives--men with the 
same titles and responsibilities as 82°), of 
a metalworking publication’s paid sub- 
scribers. 
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‘acting president 
isince Dec. i, 


| For the past 
four years Mr. 
Curtice has been 
| executive v.p. of 
'GM. He _ began 
| his career in 1914 
| aS an accountant 
with Standard Harlow H. Curtice 
| Rule Co. In the 
same year, he joined GM as a 
| bookkeeper for AC Spark Plug Co. 
‘Since then, his rise has been steady. 
In 1915, he was promoted to 
/comptroller of AC Spark Plug. He 
| was 21 years old at the time. He 
became president of the company 
14 years later. 

In 1933, Mr. Curtice was elected 
president of the Buick Motor divi- 
sion, a position he held until he 
became executive v.p. for GM. 


To Bermingham, Castleman 

Ray Ovington, formerly of 
Grant & Wadsworth, and Barbara 
Brooks, formerly of Joseph P. 
Weigers, public relations consult- 
ant, have joined the radio-TV de- 
partment of Bermingham, Castle- 
man & Pierce, New York. Mr. 
Ovington will be assistant direc- 
tor in charge of production and 
| Miss Brooks coordinator of broad- 
| cast activities. 


-WHBQ.-TV to Bow in August 

| WHBQ-TV, Memphis, will make 
|its debut on Aug. 1 on Channel 13, 
|with an effective radiated power 
of 100,000 watts. Eventually the 
| power will be raised to the maxi- 
‘mum allowed for the channel, 
316,000 watts. John Cleghorn is the 
| station’s manager. WHBQ is affili- 
lated with Mutual Broadcasting 
| System. 


Appoints Olian & Bronner 
Consolidated Sewing Machine & 
Supply Co., New York, has ap- 
| pointed Olian & Bronner, Chicago, 
to handle advertising for the Vik- 
jing Zig-Zag sewing machines, pro- 
duct of the Husqvarna Industries 
of Sweden. Plans call for an ad 
program on all levels, including 
| television and national magazines. 


Bre 


Little feet walk farther to 
the shoe stores that give 
balloons! And the kids 
drag along their parents, 
America’s original “Captive Audience.” 
In any promotion don't forget that there's 
money in Sonny — and Susie, too! Your 
sales message on PIONEER Qualatex 
“Floating Billboards” not only advertises 
but se//s your product. 

PIONEER balloons as package inserts, 
tie-ons or self-liquidators pep up sales of 
any product! Printed in non-fading, crack- 
less pigments, gorgeous colors. Our Ad 
Service Department gives 
you ideas, samples, im- ° 
print information. Write 
to The PIONEER Rubber 
Gaps 408 Tiffin Road, 
Wal ard, Obte. 


with PIONEER QuALATEX 
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Publishers of Negro Newspapers 
Urged to Doa Merchandising Job 


New Or.eans, Feb. 3—More 
than 200 publishers and execu- 
tives of Negro newspapers “talked 
turkey” about problems of the 
Negro here last week. The occasion 
was a two-day mid-winter work- 
shop of the National Newspaper 
Assn. held at Dillard University. 

Merchandising the Negro news- 
paper came in for considerable 


discussion. The foremost objective | 


in this phase of the newspaper 
business “is to impress upon the 
potential advertiser the standout 
role of the Negro newspaper in the 
Negro community,” Charles P. 
Browning, v.p. of Defender Pub- 
lications, New York, told the 
workshop. 


s Mr. Browning proposed a pro- 
gram which is aimed at getting 
more food advertising copy for 
Negro newspapers. 

He said that a food conference 
sponsored by the NNPA would at- 
tract principal food processors and 
key advertising executives, and 
would provide an opportunity to 
give both the Negro press story. 

“Promotion is the guarantee of 
performance,” he said. “A vital as- 
pect of merchandising which must 
be undertaken by Negro newspa- 
pers is education by facts and fig- 
ures. Readership studies, market 
studies, maps and charts all add 
up to successful selling.” 

The speaker talked case histor- 
ies, and gave a list of advertisers 
that have used Negro newspapers 
for not less than five years and in 
some instances for more than a 
quarter-century. 


s “Here are some examples of 
what happens when they advertise 
in the Negro newspapers: A cigar- 
et manufacturer—one of the top 
four—initiated its first Negro 
newspaper campaign in 1940 and 
pushed its brand, within a period 
of less than three years, to second 
place in the Negro market,” 
Mr. Browning said. 

“This position has been main- 
tained by consistent schedules of 
Negro newspapers from 1940 to 
date and compares with this 
brand’s fourth position in the gen- 
eral market—a close fourth, thanks 
to Negro buyers.” 

A confectionery product dis- 


@ You'll want 
one of these 
terrific plastic- 
bound manuals 
that is just chock 
full of ideas and in- 
formation. 44 pages cf 
money-saving sugges- 
tions . . . and its yours just 
for the asking. Our supply is 
limited so phone or write to- 
day, for your Free copy. 


ARROW PHOTO COPY CO. 
414 So. State St., Chicago 
Phone HArrison 7-9515 


placed the leader in its field among 
Negro consumers within a period 
of two years through its campaign 
in Negro newspapers, he said. 


s And a dental cream—one of the 
top three—which has been a “con- 
sistent user of Negro newspapers 
for five years,” has experienced the 


‘a combined Negro population of 
more than 1,000,000: 
“In an eastern city it outsells its 


and one-half times. In a southern 
city, Negro families prefer this 
dentifrice more than six to one 
over its nearest competitor. In a 
midwestern city, the sales of this 
dental cream to colored families is 
just about equal to that of the total 
sales of its next three competitors. 

“The Negro newspaper possesses 
proven pulling power. The new re- 


following sales in three cities with | 


nearest competitor almost three} 


‘sponsibility is to activate its selling 
power. Through promotion and ed- 
ucation, it must make itself felt,” 
Mr. Browning added. 

| 

'# Clarence Holte, marketing spe- 
cialist with Batten, Barton, Dur- 
stine & Osborn, told the workshop 
that, although the advertising in- 
dustry deals with intangibles, “an 
effort is made to measure every- 
thing in relation to sales perform- 
ance.” 

He said that media merchandis- 
ing, roughly, “is any supplement- 
ary aid which your newspaper can 
| give to advertisers to help convert 
advertising impressions into sales. 
The merchant group in your com- 
munity is really your partner, if 
|you are to do an effective mer- 
'chandising job.” 
| Consumer panels, although re- 
garded as market research, are the 
most desired merchandising aid 
for an advertiser, Mr. Holte said. 
It tells him what is selling or not 
selling. 

Competition as we know it today 
seems attributable to the growth 
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‘and development of the advertis-' 


ing industry, he noted. 

“In 1914, the population of the 
U. S. was 92,000,000. Advertising 
expenditure was estimated at $1.3 
billion, or an average of $13.13 for 
every person in the population,” he 
explained. 


s “In 1951, the population was. 


150,000,000. Advertising expendi- 
ture was $6.5 billion, or an aver- 
age of $43.36 for each person in 
the population. 

“Here we see an increase of 63% 
in the general population and a 
230% increase in advertising ex- 
penditure. It seems quite clear that 
advertising is the dynamo which 
generates the heat of competition. 

“Advertisers go to endless effort 
to maintain quality and improve 
their products to win the favor of 
consumers. Our standard of living 
is accordingly raised because com- 
petition is kept fluid by advertis- 
ing. 

“Compare our standard of living 
today to that of the early part of 
the century. From the media as- 


pect, there is one newspaper today 
for every three persons in the pop- 
ulation. In 1914, there was one pa- 
per for every four persons. 
“Today, there are one and one- 


half magazines for every man, wo- 
man and child in our population. 
'In 1914, there was one magazine 


for every five persons. 

“In 1914, we did not have radios. 
Today 95% of our homes have one 
or more radios. As for TV sets, 
46% of all homes have television.” 


@ Charles H. Loeb, managing edi- 
tor of the Cleveland Call & Post, 
was another speaker. He spoke on, 
“Meeting the Challenge of News 
Competition,” and touched on 
competition of metropolitan dail- 
ies, radio and TV and from the 
new Negro slick magazines. 

The small newspaper’s main 
weapon, he pointed out, is full 
coverage of the local scene. And he 
struck home with the editorial 
needs of Negro newspapers. 

“Surely we must increasingly 
improve our techniques for bring- 
ing the people the news, but we 


what it takes 


BUY on their 


Not "just looking! 


these 3%-million families have 


minds 


0’ ALL 3 of the biggest man-woman magazines, 
Better Homes & Gardens is the only one that 
gives you millions of families who are screened for 
their BUY-mindedness. 


Every page in every issue of BH&G gives its read- 
ers ideas to act on—practical ideas to help make 
their home life pleasanter, richer, more enjoyable. 
And BH&G readers are ever ready and able to get 


to put these ideas to work. 


This means a BH&G reader is not just a reader. 
He or she is a reader-shopper, looking for counsel 


on what to BUY. 


Why not give your ads the advantage of this BUY- 
eager audience? Here are the millions that count 


at the sales counters. 


BH+G BUVoweica BRIEFS 


@ In 1952—Another new high for BH&G in 


newsstand sales. 


@ More dollars of advertising, more lines of 
advertising and more pages of advertising 
were placed in BH&G in 1952 than in any 


other major monthly magazine. 


@ BH&G has exploded the myth that selected 
circulation must be small. BH&G now offers 
advertisers more than 3%4-million families— 
screened to be top prospects for almost any- 


thing on the market. 


MEREDITH PUBLISHING COMPANY , Des Moines lowa 
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must also bring them a weekly 


challenge of freedom and growth,” | 


he said. 


“It is in the field of ideas and | 


inspiration that we need not fear | 


competition from without. 


® “Our editorial policy should. 


remain dedicated to the end of full 
freedom for the Negro in America. 
No week should pass but that this 
idea, in one form or another, is 
emphasized on our editorial pages, 
and in our special feature stories, 
and we must write these editorials 
ourselves and out of our own con- 
victions. 

“They cannot be written to suit 
the whims of advertisers, or of 
politicians, or of stuffed shirts and 
sacred cows in the community. 

“They must be written for the 
common good of the common peo- 
ple who are our readership, and 
as Emory Jackson is prone to say 
of his editorials—‘They may be 
ugly, black and nappy-headed, but 
they’re mine.’ ” 


s The publishers and newspaper 


FOUR A’‘S WHEELS—On hand for the New England Council meeting of the Ameri- 
can Assn. of Advertising Agencies in Boston were (left to right) J. Poul Hoag, pres- 
ident, Hoag & Provandie, chairman of the council; John P. Cunningham, Cunning- 
ham & Walsh, board chairman of the Four A’s, and F. R. Gamble, Four A’s president. 


|sharp focus not only .the long) 
standing loyalty of the Negro fam- | 
ilies to their “own press,” but also | 
‘the thoroughness with which they | 
iread “their own newspaper.’ 


8 Joseph W. Christian, national 
field supervisor for the Seagram- 
Distillers Corp., advised the dele- 
gates that “the opportunity for 
Negro newspapers to move into 
the forefront in providing mer- 
chandising service to advertisers 
is tremendous. 

“Who else can hope to know as 
much about the local scene? Who 
else can command as much local 
coverage? The local newspaper, if 
it’s doing its job the way it should, 


knows al! the problems of the com- 


executives were told that adver-| periodically at its operations to|}munity it covers,” Mr. Christian 
tisers have come to recognize that see if it is really doing the job it! said. 


rates based on circulation alone proposes to be doing. 


are not a true measure of the value | 
of the paper to the advertiser. 


He told the Negro newspaper 


He told of recent findings con-|people: “If you give advertisers 
‘cerning the Chicago Defender, a|that solid combination of reader- 


Dr. Charles L. Allen, assistant national Negro newspaper, which|ship and service, you’ll always be 
dean and director of research of provide further evidence of high|a part of the march forward to 


Medill School of Journalism, readership of a Negro newspaper. 
He said his study of a survey 


Northwestern University, said a) 


increased recognition.” 


newspaper should take a close look made on the Defender brought into|# The kind of merchandising in- 


‘_p 


veeniion farmilies- © 


a) THEIR pAINDS® 


2% %4 


oreened for the 


bogs 


33 


formation the advertiser would 
like to get for his dollar includes 
population shifts, employment 
fluctuations, brand preferences, 
‘special events in which he might 
“have a business interest, trends 
and fads, he said. 

“It’s common sense to realize 
that the papers which provide 
their advertisers with this assist- 
ance stand the best chance of par- 
ticipating in the advertising bud- 
get,” he concluded. 

Other speakers included Louis E. 
Martin, president of NNPA; John 
Kirkpatrick of the East St. Louis 
Crusader; Emory Jackson of the 
Birmingham World; William Nunn 
of the Pittsburgh Courier; James 
Murphy of Afro-American News- 
papers, and Joseph V. Baker of 
Joseph V. Baker Associates. C. C. 
Dejoie Sr., publisher of the Louis- 
iana Weekly, was the host pub- 
lisher. 


Canadian Business Papers 


Exchange Directorships 

Aubrey A. Burrows, president 
of Acton Burrows Ltd., has been 
elected a v.p. and director of Hugh 
C. MacLean Publications Ltd., To- 
ronto. At the same time, Andrew 
D. MacLean and James A. Daly, 
general manager of the MacLean 
company, have been named direc- 
tors of Acton Burrows. 

Burrows publishes Canadian 
Transportation, one of Canada’s 
oldest business publications. Hugh 
C. MacLean Publications is the 
publisher of a number of trade, 
technical and merchandising pub- 
lications. 


Reo Buys Pal Wheel 

Reo Motors Inc., Lansing, Mich., 
has purchased the trade name, 
special tooling and manufacturing 
rights of the Pal Wheel Goods di- 
vision of Northern Indiana Steel 
Co., Michigan City, Ind., maker of 
velocipedes, sidewalk bicycles, 
children’s automobiles, baby 
strollers and lawn gym sets. Sam 
Briggs, v.p. in charge of Reo’s lawn 
mower division, will head the Pal 
division. Sales and engineering de- 
velopments will be under the su- 
pervision of R. D. Jacobs II, for- 
merly with General Motors Corp. 


Johnson Names Executives 

| William E. Sawyer, director of 
‘education, Johnson & Johnson, 
| New Brunswick, N. J., has been 
| promoted to director of merchan- 
| dising services, and Monroe D. 
Schackner has been promoted to 
rege of education. 


Names Daniel Southhard 
Daniel Southhard has been 
‘named v.p. in charge of advertising 
and sales of Buehner-Wanner, East 
| Norwalk, Conn., giftwares maker. 


THE ONLY 
BOSTON 
NEWSPAPER 
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TOTAL 
LINAGE 
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The 
Bowtie Globe 


MORNING * EVENING * SUNDAY 


Cresmer & Woodward, Inc., New York, 
San Francisco, Los Angeles. 
|  Seolaro, Meeker and Scou, Chicago, Detroit, 
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Becher Joins Inspiration 


Inspiration, Chicago, new crea- 
tive television organization, has 
appointed James V. Becher v.p. in 
charge of television sales. Mr. 
Becher, formerly a member of the 
sales staff of U.S. Rubber Co., has 
spent two years in Korea with the 
Air Force. 


E Z Paintr Names Uhlarik 


E Z Paintr Corp., Milwaukee, | 


has named John Uhlarik v.p. in 
charge of sales, merchandising and 
advertising. Adolph Torres of Chi- 
cago has been appointed export 


manager for Nu-Enamel Interna- | 


tional Corp., a subsidiary of E Z 


| Paintr. 


‘Richard Cooper, 61, 
Dies; Was Leading 
Distributor for GE 


Cuicaco, Feb. 3—Richard Coo- 
per Jr., one of the top sales execu- 
tives in the Midwest, died here last 


wf ae od ~* /night after being stricken with in- 


i in the { 2600 RETAILERS 


i QUAD-CITIES 
there are 240,000 PEOPLE 


Between them they transacted over 
297 million dollars of Retail Sales in 1952 


375 WHOLESALERS 


e- 
o& 


TELCO BUILDING, ROCK ISLAND, ILLINOIS — 


Represented by Avery-Knodel, Inc. 


‘fluenza. He was 61. 

Mr. Cooper was 
the founder and 
president of R. 


distributor of 
General Electric 
appliances. 

A strong be- 
liever in aggres- 
sive merchandis- 
ing, Mr. Cooper 
blazed a new 


Richard Cooper Jr. 


trail in appliance | 


selling by stressing heavy adver- 
tising. His firm is one of the most 
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| Mr. Cooper got into the appli- 
ance business about the same time 
'GE did—in 1927. Previously, he 
was a Ford dealer and the Chicago 
sales agent for the Pacific Boiler 
Co. He was born in Seattle but 
caine to Chicago in 1913. 

He organized R. Cooper Jr. Inc. 
'to handle GE products in northern 
Illinois and parts of Wisconsin and 
Indiana. At that time he distrib- 
uted directly to the consumer 
through retail stores. 

His operations expanded tremen- 


wholesaling exclusively. 


_@ Mr. Cooper’s merchandising pol- 
icies won wide recognition within 
the industry. For example, in 1950 
he launched a three-month cam- 
|paign for GE radio and TV sets 
'with a four-page section in the 


‘Chicago Tribune. The center spread 


ticipating dealers. 

Campaigns like this were run 
regularly by the Cooper firm. In 
addition, dealers handling GE ap- 
pliances were always encouraged 
by Mr. Cooper to run their own ad- 
vertising and to tie in with na- 
tional and local GE drives. 


-@ One of the most unusual ads 
‘ever run by the Cooper firm was 
a full-page want ad—in color— 
which was placed in the Chicago 
Tribune in 1937. The ad, run in 


Cooper Jr. Inc.,| dously during the depression years the midst of the depression, asked 
world’s largest and in 1937 the Cooper firm sold for salesmen for GE refrigerators. 
its 17 retail outlets and went into | 


Two other aspects of Mr. Coo- 
per’s sales policies were: 

1. Strong emphasis on service. 
Some GE distributors lease out this 
work, but Mr. Cooper insisted on 
guaranteeing top service to buyers 
of GE appliances, and to assure 
this he maintained a large service 
| force. 

2. Sales contests. To stimulate 


| successful distributing operations 


in the nation. 


in the section was in four colors, | strong selling of GE appliances, 
and Cooper distributed 10,000 re-|Mr. Cooper ran periodic contests 


‘prints of the mammoth ad to par-|for his own salesmen and for 


Saris <8 
a ne 


ees 


For a winter driving ae 


You don’t have to DIG OUT! 


Goodyear traction vs. shoveling action in 


i ade SLIP for GAR 


» 


* CHICAGO 
601 North Fairbanks Court 
HOLLYWOOD 


(Ray Patin Productions) 6650 Sunset Boulevard 


NEW YORK 


affiliated with Thompson Associates @ 40 E. 51st St. 


DETROIT 
1928 Guardian Building 


Give a man a choice between shovel- 
ing his way out of deep snowdrifts or 
driving right through them, and you 
have a potent argument for putting 
snow tread tires on his car. 


Kling developed the idea for this 
effective display, following a call from 
the Goodyear people, who wanted 
something to promote sales for their 
dealers during the winter months. The 
display, featuring a man _ shoveling 
snow away from his car, was animated 
by a concealed battery motor, which 
eliminated the need for cords and out- 
lets and permitted easy installation 
anywhere. It was reproduced in full 
color and die-cut for added visual 
impact. 


Goodyear’s southern dealers and dis- 
tributors were not forgotten either. 
Extra copies were run off, with brown 
ink printed over the snow to make it 
look like mud, and showing the motor- 
ist without scarf and earmuffs. When 
mounted, these displays were perfect 
for use in the South, where mud —not 
snow—is the wintertime problem for 
automobile owners. 


When you have a display that stops 
traffic with a dramatic, easily grasped 
message, you have a_ profit-builder 
your dealers will welcome. Let Kling 
create and build such a display for you. 
We'll handle the entire job in every 
phase from original art through final 
distribution. Call us today! 


your only single source for: 
DISPLAYS 
PHOTOGRAPHY 
ADVERTISING AND EDITORIAL ART 
MOTION PICTURES 
TELEVISION FILMS 
SLIDE FILMS 
SALES TRAINING 
AND MAINTENANCE MANUALS 


dealers. 


VERNON C. GENN 
| Detroit, Feb. 3—Vernon C. 
|Genn, 59, general sales manager 
of the Detroit Diesel division of 
General Motors Corp. since 1941, 
died Jan. 30 in New York after a 
‘vacation in the Virgin Islands. 
Mr. Genn was born in Shabonna, 
Ill., and attended the universities 
‘of Oregon and California. He 
_ joined General Motors in 1920 and 
| worked for the Hyatt Roller Bear- 
ings and Chevrolet divisions before 
' becoming general sales manager of 
| the diesel unit. 


(CHARLES R. McMILLEN 


New York, Feb. 3—Charles R. 
McMillen, 73, former president of 
Union Bag & Paper Corp., died 
_yesterday at Orange Memorial 
| Hospital after an illness of two 
"months. 

Mr. McMillen resigned from 
Union Bag & Paper Corp. in 1931 
to become executive v.p. and a di- 
rector of St. Regis Paper Co., 
where he remained until 1938 
when he joined Camp Mfg Co. of 
Virginia. He retired from the lat- 
ter company in 1949 and returned 
to Union Bag & Paper Corp. in an 
advisory capacity. 


JOSEPH PARK 


PHILADELPHIA, Feb. 3—Joseph 
Park, 46, a commercial artist and 
former art director for Kap Stu- 
dios, died Jan. 31. He was asso- 
ciated with the advertising depart- 
ment of Philadelphia Ir.quirer 
from 1933 to 1940. 


Holeproof Promotes Frankel 


B. L. Frankel has been promoted 
to merchandising manager of 
Holeproof Hosiery Co.’s children’s 
underwear line. The line was ad- 
ded to the Milwaukee firm’s pro- 
duction in 1951. Mr. Frankel for- 
merly was assistant to the sales 
manager of Holeproof Hosiery Co. 
_of Canada. 


| 
_Hamilton Named Sales Head 


| Bill Hamilton, Chicago radio an- 

nouncer, has been named sales 
manager of Academy Film Produc- 
tions Inc., Chicago, producer of 
films for TV and business. He also 
will be assistant to Bernard How- 
ard, the president. 


_Kinnard Drops Knitting Works 


Kinnard & Kinnard, Minneapolis 
|agency, has resigned the account 
'of the Minneapolis Knitting Works, 
‘division of Flagg-Utica Corp., 
| Minneapolis. 


Wheeler Names Armstrong 

Wheeler Protective Apparel Inc., 
Chicago, manufacturer of safety 
apparel, has appointed Armstrong 
| Advertising, Chicago, to direct its 
' advertising. 


Story Appointed Controller 

Edward M. Story has joined 
Kastor, Farrell, Chesley & Clifford, 
New York, as controller. 
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Scovill Solicits 
Zipper Complaints, 
Introduces New One 


WatTersury, CONN., Feb. 3— 
Trouser zippers have caused trou- 
ble for 88% to 91% of the men 
questioned in a survey completed 
by Scovill Mfg. Co. 

The unfortunate victims of faulty 
slide fasteners complained that the 


Pan American Boosts Pocock 

| William G. Pocock, assistant ad- 
'vertising manager, has been pro- 
moted to advertising manager of 
the Pacific-Alaska division of Pan 
American World Airways. He suc- 
ceeds the late Gerrit Roelof. He 
will make his headquarters in San 
Francisco. 


Gardner Appoints Allan 

Charles J. Allan, sales service 
manager of Kroger Co., Cincinnati, 
has joined Gardner Advertising 


Co., New York, as v.p. in charge 
of the merchandising department. 
Mr. Allan will have his headquar- 
ters in St. Louis. 


Parker Heads Sales Dept. 


John E. Parker, at Remington 
Rand Inc., has been named to head 
a special sales department to han- 
dle electronic computer equipment. 
Mr. Parker was formerly president 
of Engineering Research Associ- 
ates, St. Paul, now a Remington 
Rand division. 


Florida Chamber Appoints 


Bacon, Hartman & Vollbrecht, 
St. Augustine, Fla., and New York, 


has been appointed to direct ad-' 


vertising for the Chamber of Com- 
merce of Panama City, Fla., during 
the next 12 months. 


WDEF Joins NBC Radio 


WDEF, Chattanooga, will affili- 
ate with the radio network of Na- 
tional Broadcasting Co. on April 7. 
WAPO is NBC’s current Chatta- 
nooga affiliate. 


Riordan Joins KWK Sales 


John B. Riordan, who has been 
discharged from the Air Force 
where he did public relations and 
security work, has joined the sales 
staff of KWK, St. Louis radio sta- 
tion. 


Columbia Names Rylander 


Special events director of Co- 
lumbia Pictures Corp., New York, 
for the past seven years, Al Ry- 
lander has been named exploita- 
tion manager of the company. 


darn things jam, stick, work un- 


evenly, separate at the bottom, 
come loose from the tape or won’t 
stay up. 

And 80% of the men whose 
zippers did one of these things re- 
ported that they blame the cloth- 
ing manufacturer for all their dif- 
ficulties; 70% said they purchased 
their next suits from another 
store. 


® The results of the Scovill sur- 
vey spurred research on a new 
zipper, which, Scovill says, won’t 
do any of the things the surveyed 
men complained of. 

The company’s new Gripper 
zipper made its debut at a recent 
meeting of the International Assn. 
of Clothing Designers in Phila- 
delphia. 

Advertising and promotion plans 
for the Gripper have not been 
completed at Young & Rubicam, 
New York, which handles Sco- 
vill’s button and fastener division. 

The consumer attitude survey 
was based on 5,000 names selected 
at random from the Boston tele- 
phone directory and supplemented 
by reports from charge customers 
of Hartford, Baltimore and New 
York department stores which co- 
operated with Scovill on the re- 
search. 


SCOVILL SETS DRIVE 
FOR GREENSPOT HOSE 


WATERBURY, CONN., Feb. 3—A 
series of half-page ads will start in 
The Saturday Evening Post April 
18 for Scovill Mfg. Co.’s Green- 
spot garden hose and watering ac- 
cessories, 

Reprints of one of the two-color 
ads in the series, which will also 
include b&w insertions, will be 
furnished to dealers. 

Business paper promotion is 
currently running in Electrical 
Dealer, Hardware Age, Hardware 
News and Hardware Retailer to 
introduce the company’s 1953 line. 

James Thomas Chirurg Co., Bos- 
ton, is the agency. 


‘Fortune’ to Will Burgess 


Fortune, New York, has ap- 
pointed Will Burgess & Co., New 
York, to handle subscription pro- 
motion. Fuller & Smith & Ross 
continues to handle the rest of 
the account. 


New Vice President 


George Guglielmone has been elected | 
vice president of Esquire Socks, New| 
York. Getting ahead in business like | 
Mr. So are thousands of 


regular Wall Street Journal readers 
throughout the nation—executives and | 
their aides who make or influence de- | 
cisions on planning, production, sell- | 
ing and buying. What an advertising | 
medium! 

( ADVERTISEMENT ) ' 


MARKETS 


uilt on a prairie barley field... 
Canada’s newest ‘‘Oil Town’ 


If marketing’s your business, remember that the maps are ’way behind the times 

in Canada. Take Devon, Alberta, for example. Just yesterday, this brand-new 
Canadian town was only a barley field on the bank of the North Saskatchewan River 
near Edmonton. Then in came oil at nearby Leduc! Overnight, Devon became a 
community, the centre of this fast developing area. Some of the Leduc wells are 
actually inside the town limits. 


Devon graphically illustrates Canada’s new ‘Markets in the Making”. She has 
her counterpart in scores of new industrial centres growing up right across the 
nation as Canada expands. 

Where will your products rank in these markets of tomorrow? Take a look 
today at your advertising schedules and make sure The Star Weekly is there! 

No other publication covers a// Canada so well, at such low cost. In the 
brand-new markets and in expanding old markets—wherever there are 60 or 
more English-speaking families, there is a Star Weekly carrier boy. With The 
Star Weekly you reach the ost people in Canada at the /east expenditure. 
Everywhere Canadian salesmen go... The Star Weekly goes, too. 


In Canada 


The STAR WEEKLY 


Published at 80 King Street West, Toronto, Canada. C 0 V e rs eV e f y C C n t re 


Montreal Office: University Tower U.S. Representatives: Ward-Griffith Co. Inc. 
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TV and ‘Barbaric’ New Advertisers 
Causing a Media Revolution: Porter 


Toronto, Feb. 3—Television;the consumer dollar...We don’t 
and barbaric advertisers are need slide rule figures and 


pie | 


harder for that company to main- 
,tain its competitive place. Al-. 
'though total dollar expenditures 


for advertising in national media 
are up 278% since 1939, he said, 


the average national advertising |# “The advertiser who is spend- 


| budget today is up only 35% over 
| 1939. 


causing a media revolution. | charts to tell us we are living in increase in total advertising dol- 
Arthur Porter explained the the most competitive economy jars far exceeds the increase in 


revolution here last week to the we’ve ever known. Everything is 
up, everybody is making phenome- 


Advertising and Sales Club of To-| 


the average advertising budget.” 
Some of this, he conceded, is be- 


ronto. Mr. Porter, who is mana- nal gains. Excelsior is our pass- | cause more advertisers spend $25,- 


ger of publication media for word.” 


Leo Burnett Ce., Chicago agency, 


is absolutely convinced that the » Aj) this, 


revolution is going on. 


; : 
_ 000 a year or more in national 


_media. But the Magazine Advertis- 


Mr. Porter said, makes ing Bureau, he added, has shown 
it obvious that competition has that even “major blue-chip ad- 


“This is a completely different become tougher and tougher to the vertisers” have failed by far to 


keep pace with general ad budget 


as recently as five years a£0,” | turing, developing, selling and ad-| increases in recent years. 
Mr. Porter pointed out. In the) yertising a product for years. It’s; “There are two ways to maintain 


U. S., $9 billion have been spent 
for TV sets. This has had a big 
effect on media used by national 
advertisers. Sunday newspaper 
sections and radio have drawn 
less money from national adver- 
tisers; magazines have attracted 
more. 


# Furthermore, Mr. Porter said, 
television has robbed most media_ 
of people’s time. “An advertising 
impression is a personal experi- | 
ence. Anything that changes what | 
the individual does, how he spends. 
his exposed time, changes adver- 
tising. A giant has injected him- 
self into the scene, changing the 
time and the place where the in- 
dividual is getting that impression. 
That giant is television—and he’s 
the greatest consumer of time, 
leisure time, in the history of ad- 
vertising.” 

“I am not suggesting,” said Mr. 
Porter, “that media departments 
burn their slide rules and become 
a group of clock-watchers. How- 
ever, inasmueh as advertising ex- 
posure is directly related to the 
amount of people’s time a medium 
can command, the record of the 
clock today cannot be overlooked.” 


s Also, the number of branded 
products sold by national adver- 
tisers has doubled since 1942, he 
pointed out. In 1952, the average 
national advertiser is “up against 
2% times as many competing na- 
tional advertisers, spending over 
3% times as much money on twice 
as many products,” as in 1939. 
“Nobody has to be an econo- 
mist,” the Burnett executive said, 
“to realize that this is a tremen- 
dous step-up in competition for 


| The Fabulous Suuthuest 


The Biggest 30c Buy 
In The Nation™ 


Bianketing 24 Counties 
of West Texas 
and Southern New Mexico 


'/2 BILLION DOLLAR 


“In other words,” he said, “the| sions is in just as much trouble 


advertising pressure,’ Mr. Porter 
went on. One is to spend at a high | 
rate. Another is to spend these 


| dollars with maximum efficiency. 
| 


| ing twice as much as his competi- 
tor for 1,000 advertising impres- 


| as he would be if he were spend- 
| ing twice as much as his competi- 
| tor for the raw materials that go 
| into his product...Because adver- 
_tising cost today is a built-in cost, 
just like the package cost, the 
factory overhead cost, the distri- 
bution cost or the selling cost, it 
has to have a direct relation to 
shelf price, per-case price or in- 
store prices of products.” 

Part of the answer to becoming 
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more competitive in this highly 


1953 


competitive era, he said, is to con- 
centrate in media. By that, Mr. 
Porter explained, select the me- 
dium that reaches the greatest 
number of prospects at a reason- 
able cost “and then sell this audi- 
ence just as hard and just as fre- 
quently as you possibly can.” 

“Sneak up on [the customer] in 
the best and most logical medium 
for your product, sell him twice 
as hard as anybody else—and let 
balance and representation and 
distribution of circulation and 
some of the other orthodox media 
concepts take care of themselves,” 
he said. 

There is also a crying need, Mr. 
Porter observed, for better media 
measurements. Despite millions 
spent each year for advertising re- 
search, there is still a tremendous 


RETAIL SALES 


Covered Exclusively by 


Che Zl Paso Cimes 


An Independent Newspaper 
Morning and Sunday 


E] Paso Herald-Post 


A Scripps-Howard Newspaper 
Evening 


‘ONE LOW RATE 
BUYS BOTH! 


All ?Selling is 


... and nothing specializes like the 


You can sell liniment from Lewiston to Lodi, but 
a smart hawker can sell it faster on a ski slope 
where every sitzmark parks a prospect at his feet. 

It’s common selling sense: he specializes... 


and it pays. 


This is specially good sense when you're selling 
to business. For the catch-all word “business” 
lumps together a whale of a lot of specialties —and 
specialists. The job of the business press is to sort 
them out... parcel them in neatly specialized cus- 
tomer groups. It’s a job no other media can do. 


Matter of fact, it’s an extraordinarily complex 
job. Business papers pinpoint specific markets, 
cover every field of business, go where almost every 


product’s made or bought or sold. They work at 
specific job levels... sell presidents, production 
men, engineers, merchants, technicians. Still more 
important, business papers don’t just reach mar- 
kets; they help to build them bigger. They prime 
your customers with the facts of their own special 
business, prod them with new ideas, spark new 
action, pave the way for personalized what’s-in-it- 
for-me advertising that parks prospects at your feet. 
That, sure enough, is a job no other media can do! 


Does all this specialization pay off for adver- 
tisers? The indications are mighty substantial: This 
past year, they invested $300,000,000 in business 
papers...some only a few hundred dollars... 
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lack in uniform research methods 
and standards that are badly 
needed before we can make really 
meaningful comparisons. 


® Finally, Mr. Porter pointed out, 
there are new forces in the ad- 
vertising world besides shifts in 
media, the expanded economy, and 
the greater numbers of new ad- 
vertisers and brand-name prod- 
ucts. 

“Our advertising society today 
has some barbarians loose in it,” 
he explained. “They’re new and 
vigorous and uninhibited. They’re 
running amuck, clutching sheaves 
of $1,000 bills, and their battle cry 
consists of new and startling mer- 
chandising ideas. 

“These barbarians are un- 
afraid—they refuse to lie down be- 
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fore the Goliaths and die. 'They’ve 
torn up all the rules of the game 
and invented their own rules— 
they’re breathing fresh life into 
the arena of action. 

“Unless the Goliaths awaken to 
the presence of these new barbar- 
ians, they’ll be stricken down with 
their slingshots.” 


WICC-TV Names Miss Muson 


Barbara Muson, formerly on the 


| staff of radio station WLNH, La- 


conia, N.H., has joined the copy- 


writing staff of WICC-TV, Bridge- : 


port, Conn. 


Promotes Jerry Errico 


Jerry A. Errico, a member of the | 


ENTERTAINMENT 
INFORMATION 
EDUCATION™ 


be 


| WITH ADDRESS—The new “seal of good 
which stations subscribing to the 
National Assn. of Radio & Television Broad- 


promotion staff, has been named casters’ TV code will carry, has the 
merchandising coordinator of) NARTB’s address in Washington to en- 
Reader’s Digest International edi- | courage viewers to write in their com- 


tions. 


ments on programming quality. 


Crutchfield Heads PR ‘$500,000 Maine 


H. Carlton Crutchfield, super- | 
intendent of the New Haven, | 
Conn., office of Western Union | 


Sardine Account 


Telegraph Co., has been promoted | Is Open for Bids 


to general supervisor of public 
relations at the company’s New 
York headquarters. 


‘Comstock Heads Buffalo BBB 


Henry W. Comstock of Com- 
istock & Co., Buffalo agency, has 
| been elected president of the Buf- 
'falo Better Business Bureau. He 
/has been a member of the board 
of directors since 1941. 


Green to Pullman-Standard 


George L. Green, formerly ex- 
ecutive v.p. of sales for Spring 
Packing Corp., has been named a 
sales v.p. for Pullman-Standard 
Car Mfg. Co., Chicago. 


specialized 


business press 


some more than a million. They've found that, 
whether you're selling steel or stockings, pumps or 
paint, toys or tea, you can sell a lot more . . . a lot 
faster ...and for less...if you advertise first in 


the specialized business press. 


THE ASSOCIATED 
BUSINESS 


<aEo 
‘ 2 
”° % 
<< \ ° 
© 
Pa 

2 


s 


PUBLICATIONS uc.» 


205 East 42nd Street, New York 17, N. Y. MUrray Hill 6-4980 


LOOK DOWN THE LIST of ABP members... 


you'll find the top flight publications in 

field after field. They’re all ABC-audited . . . 
paid for (to the tune of more than $8,000,000) 
by over two million subscribers. And remember, 
paid circulations are made up only of people 
‘who have been attracted to the publications’ 
editorial service. Look for the ABP and ABC 
symbols when you select the specialized 

media for your business advertising. 

They mark great business papers! 


Advertising Age 
Advertising Agency and 
Advertising & Selling 
Air Conditioning & 
Refrigeration News 
American Artisan 
American Aviation 
American Brewer 
American Builder 
American Lumberman & 
Building Products 
Merchandiser, The 
American Machinist 
American Perfumer and 
Essential Oil 
Review, The 
American Printer 
Architectural Forum 
Architectural Record 
Automotive News 
Aviation Week 
Bakers Weekly 
Baking Industry 
Billboard, The 
Blast Furnace and Steel Plant 
Business Education World 
Bus Transportation 
Canner, The 
Chain Store Age 
Administration Edition 
Drug Executives Edition 
Drug Store Managers 
Edition 
General Merchandise 
Variety Store 
Executives Edition 
Grocery Executives Edition 
Grocery Managers Edition 
Variety Store Managers 
Edition 
Chemical Engineering 
Chemical Week 
Coal Age 
Construction Methods and 
Equipment 
Corset and Underwear Review 
Crockery and Glass Journal 
Editor & Publisher 
Electrical Construction and 
Maintenance 
Electrical Merchandising 
Electrical West 
Electrical Wholesaling 
Electrical World 
Electronics 
Engineering and Mining Journal 
Engineering News-Record 
Export Trade and Shipper 
Factory Management and 
Maintenance 
Farm Chemicals 
Fire Engineering 
Fleet Owner 
Food Engineering 
Footwear News 
Gas Age 
Geyer's Topics 
Gift and Art Buyer, The 
Glass Digest 
Glass Industry, The 
Handbags & Accessories 
Heating, Piping & Arr 
Conditioning 
Home Furnishings 
Hosiery and Underwear Review 
Hospital Management 
Hotel Monthly, The 
House and Home 


Housewares Review 

Ice Cream Trade Journal, The 
Industrial Distribution 
Industrial Marketing 

Infants’ and Children’s Review 
Inland Printer, The 

Interiors 

Lamp Journal 

Laundry Age 

Linens & Domestics 

Lingerie Merchandising 
LP-Gas 

Luggage & Leather Goods 
Manufacturing Confectioner, 


The 


Marine Engineering and 


Shipping Review 


Materials & Methods 
Men's Wear 

Modern Brewery Age 
Modern Packaging 
Modern Plastics 

Motor 

National Cleaner & Dyer, The 
National Petroleum News 
Notion & Novelty Review 
Nucleonics 

Office Management and 


Equipment 


Oil and Gas Journal, The 
Pacific Builder and Engineer 
Paper industry, The 

Paper Sales 

Paper Trade Journal 
Petroleum Engineer, The 
Petroieum Refiner 

Photo Dealer 

Power 

Printers’ ink 

Product Engineering 
Progressive Architecture 
Publishers’ Weekly 

Railway Age 

Railway Locomotives and Cars 
Railway Signaling and 


Communications 


Railway Trucks and Structures 
Rock Products 

Sales Management 

Sports Age 

Standard Rate & Data Service 


Business Publication 
Rates & Data 
Consumer Magazine Rates 
& Data 
Newspaper Rates & Data 
Radio Rates & Data 


Starchroom Laundry Journal 
Textile World 

Tide 

Timberman, The 

Vend 

Wastes Engineering 
Water & Sewage Works 
Water Works Engineering 
Welding Engineer, The 
Western Advertising 
Wines & Vines 

Wood and Wood Products 
World Ou 


DAILY BUSINESS 
NEWSPAPERS 


Daily News Record 
Retailing Daily 
Women's Wear Daily 


Avucusta, Me., Feb. %—The 
$500,000 Maine Sardine Industry 
account has been put on the block. 

All agencies, including the one 
on the job now, are invited to bid 
for it. Currently, Brooke, Smith, 
French & Dorrance is handling 
the plum out of New York. 

All is amicable between the 
agency and the client; but state 
policy calls for opening all state- 
controlled ad accounts to solicita- 
tion every two years, and BSF&D’s 
contract expires June 30, accord- 
ing to Richard E. Reed, official 
spokesman. 

Agencies passing initial screen- 
ing will make presentations to a 
| joint meeting of the sardine in- 
dustry board and the Maine De- 
velopment Commission the first 
week in April. 


@ Mr. Reed estimated the account 
will run between $450,000 and 
$700,000 yearly, depending on 
pack, market and inventory con- 
ditions. BSF&D “has been cordial- 
ly invited to enter the competi- 
tion,” he added. 

Anyone else interested can get 
full information, plus a written 
briefing on facts pertaining to sar- 
dine fishing Down East, by writ- 
ing Mr. Reed in care of the Maine 
Sardine Industry at 48 Winthrop 
St. 


Munsingwear Boosts Reynolds 

Munsingwear Inc., Minneapolis, 
has promoted A. J. Reynolds to 
sales and merchandise manager of 
its full-fashioned and seamless ho- 
siery division. Mr. Reynolds joined 
the company in 1949, and has been 
a Munsingwear sales representa- 
tive in Detroit, Chicago and Toledo. 


‘Freeman’ Boosts Hazlitt 


Henry Hazlitt, co-editor, has 
been promoted to editor-in-chief 
of The Freeman. He succeeds John 
Chamberlain, Forrest Davis and 
Suzanne La FoNette, who resigned 
because of “pressures” which 
would “narrow the scope of the 
magazine” (AA, Jan. 26). 


Erwin, Wasey Adds I, Drops 1 


Title Insurance & Trust Co., Los 
Angeles, has named Erwin, Wasey 
& Co., Los Angeles, to handle its 
advertising, effective this month. 
The agency has resigned the ac- 
count of G. G. Inc., San Gabriel, 
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Alabama Assoc. 
2805 Cohabro Rd. 
Birmingham 9, Alabomo 
Steele & Blake 
18 Dauphin Street 
Mobile, Alabama 
Midstate Advertising Co. 
1212 Houston Street 
Montgomery, Alabama 


ARIZONA 


Sun Valley Silk Screen Sign Co. 
2524 E. Washington 
Phoenix, Arizona 
Ruhl Advertising Co. 
2745 N. Ist Avenue 
Tucson, Arizona 


Arkansas Printing & 
Lithographing Co. 

1000 Center 

Little Rock, Arkansas 
Culpepper Sign Service 

Sheridan, Arkansas 


CALIFORNIA 


Hawkins-Hawkins Company 
1255 Eastshore Highway 
Berkeley 10, California 

Acme-Green Printing Co. 
550 San Francisco Avenue 
Long Beach, California 

Morse Decals, Inc. 

1213 East 14th Street 

Los Angeles 21, California 
By-Buk Company 

4314 W. Pico Bivd. 

Los Angeles 19, California 
Westline Products Division of 
Western Lithograph Company 

600 E. Second Street 

Los Angeles 54, California 
The Bower Company 

1370 W. 24th 

Los Angeles 7, California 
Miller Dial & Name Plate Co. 

781 E. Washington Street 

Los Angeles 21, California 
Avery Adhesive Label Corporation 

1616 So. California Avenue 

Monrovia, California 
Gillespie Decals, Inc. 

316 Oakland Avenue 

Oakland, California 
Kresky Mfg. Co., Inc. 

Second and ‘‘H"* Streets 

Petaluma, California 
Trans-Nation Outdoor Adv. 

118 S. Riverside Avenue 

Rialto, California 
Moyer Screen Process 

910 6th Street 

Sacramento, California 
Bob Stirling Signs & Displays 

670 D. Street 

San Bernardino, California 
Borden Decal Company 

207 11th Street 

San Francisco, California 
Safe-T-Gal Sign & Decal Co. 

207 N. Broadway, Rm. #100 

Santa Ana, California 
The Duracraft Co. 

8409 E. Garvey Bivd. 

So. San Gabriel, California 
COLORADO 
Color-Ad Display Company 

1640 Platte Street 

Denver, Colorado 
Colo-r-graphic, Inc. 

2402 Curtis Street 

Denver, Colorado 
United Advertising System 

941 Bannock Street 

Denver, Colorado 
Flin-Ads 

444 5th Street (Box 429) 

Las Animas, Colorado 
Sterling Advertising Company 

810 South Div. Avenue 

Sterling, Colorado 


CONNECTICUT 
Nite-Bright Sign Company 


140 James Street 

Bridgeport, Connecticut 
Stifel-Kufta Display Co. 

8 Arcade 

New Britain, Connecticut 
Seri-Print, Inc. 

205 Cherry Street 

Waterbury, Connecticut 
John W. Oldham, Art and Display 

30 Garden Street 

Wethersfield, Connecticut 


FLORIDA 


Douglass Sign Company 
1003 S. Florida Avenue 
Lakeland, Florida 


Day Nite Reflective Sign Co., Inc. 
775 Boulevard N.E. 
Atlanta, Georgia 

Four Star Enterprises, Inc. 
414 W. Peachtree St., N.W. 
Atlanta, Georgia 

Atlas Sign & Manufacturing 

Company 

3217 Norwich Street 
Brunswick, Georgia 

Mcintosh Brothers 
110 Albany Avenve 
Waycross, Georgia 


Look for your Scot 


PCG. UV. S. PAT. OFF. 


BRAND 
ILLINOIS 
Mason & Sons Mfg. Co. 
Box 113 


Addison, IIlinois 
Darby Displays 
16666 Dearborn Ave. 
Aurora, Illinois 
Jas. D. Ahern Company 
3257 So. Harding Avenue 
Chicago 23, Illinois 
American Decalcomania Co. 
4334 W. 5th Avenue 
Chicago, Illinols 
Chicago Decalcomania Company 
3310 Elston Avenue 
Chicago 18, Illinois 
Chromatone, Inc. 
2500 West 21st Place 
Chicago 9%, IIlinols 
Difo Screen Process Specialties 
4052 Belmont Ave. 
Chicago 41, Illinois 
Jaco-Lac Decal Manufacturing Co. 
234 South Wells Street 
Chicago 6, Illinois 
Kalmus and Associates, Inc. 
2633 W. Grand Avenue 
Chicago 12, Iilinols 
Magill-Weinsheimer Company 
1322-28 South Wabash 
Chicago, Iilinois 
Meyercord Company 
5339 W. Lake Street 
Chicago, Illinois 
Northwest Screenprint Co. 
236 N. Clark Street 
Chicago 1, Illinois 
Spanjer Bros., Inc. 
1160 N. Howe St. 
Chicago, lilinois 
Kenneth A. MacKay, 
Signs Reflectorized 
1205 Banks St. 
Rockford, Iilinois 


Prentice Products Company 
2339 Crescent Avenue 
Fort Wayne, Indiana 

State Sign Co., Inc. 
2840 West 5th Avenue 
Gary, Indiana 

Herb Williams & Sons 
643 Fair Avenue 
Shelbyville, Indiana 

Harris-Rood Advertising Co. 
811 North 22nd Street 
Terre Haute, Indiana 


IOWA 


Wernimont Displays 
127 - 23rd St., N.E. 
Cedar Rapids, lowa 

Kenny-Gyl Company 
764\/. 9th Street 
Des Moines, lowa 

Western Printing & 

Lithographing Co. 
Madrid, lowa 

Commercial Art Studio 
838 — 4th S.E. 

Mason City, lowa 

Dun-Lap Manufacturing Company 
1017 East 7th Street N. 
Newton, lowa 

The Vernon Company 
Newton, lowa 

Lanning Sign Company 
222 E. Second Street 
Ottumwa, lowa 

Screen Arts 
1231 Ackermant Avenve 
Waterloo, lowa 


KANSAS 


E. R. Callender Printing Co., Inc. 
740 Nebraska 
Kansas City, Kansas 

Ray's Printing Service, Inc. 
819 Adams Street 
Topeka, Kansas 

Miracle Sign Company 
734 So. Washington 
Wichita, Kansas 

Warren Burdick Company 
1815 N. Broadway 
Wichita, Kansas 


KENTUCKY 


Sullivan Screen Print Company 
107-109 West Main Street 
Louisville, Kentucky 


LOUISIANA 


D. A. Flynt Signs 
2748 North Street 
Baton Rouge, Louisiana 
Ad-Color Decorating Company 
518 Natchez Street 
New Orleans, Louisiana 
Press of H. N. Cornay 
500 Hagan Street 
New Orleans 19, Louisiana 
Sniders’ Poster Process Company 
2638 St. Louis Street 
New Orleans, Louisiana 
Lovisiana Advertising Company 
1361 West Landry 
P.O. Box 661 
Opelousas, Lovisiana 
J. M. Carroll Display Sign Co. 
210 Texas Street 
Shreveport, Lovislane 


Bryant Press 
655 Congress Street 
Portland, Maine 


MARYLAND 


Shannon-Baum Company 
4103 W. Belvedere Avenue 
Baltimore, Moryland 


MASSACHUSETTS 


Gordon Buffett Co., Inc. 
897 Washington Street 
Boston, Massachusetts 
Standard Sign & Signal Co., Inc. 
470 Main Street 
Clinton, Massachusetts 


Springfield Screen Process Company 


41 Brewster Street 

Springfield, Massachusetts 
Bay State Advertising Co. 

178 New Bridge Street 

W. Springfield, Massachusetts 
The King-Barr Press 

44 Portland Street 

Worcester 8, Massochusetts 


MICHIGAN 


Carsten Products 
15406 Thomas 
Allen Park, Michigan 
Stanley Process 
16750 Nine Mile Rd. 
East Detroit, Michigan 
Coons Printing Company 
927 Hilton Road 
Ferndale 20, Michigan 
Detroit AD-VER-TIS-ER 
P.O. Box 3811 Park Grove St. 
Detroit, Michigan 
Kux Products Co. 
1433 Holden Avenue 
Detroit 8, Michigan 
Meyer Printing Company 
15140 Livernois Avenue 
Detroit, Michigan 
Moore Signs, Inc. 
10987 Gratiot Avenue 
Detroit 13, Michigan 
National Plastic Prod. Co. 
1433 Holden 
Detroit 8, Michigan 


Progressive Offset & Printing Co. 


12641 Livernois Avenue 

Detroit 4, Michigan 
Wood Art Specialty Co. 

2127 E. Canfield 

Detroit, Michigan 
Kalasign of America 

2022 Fulford Street 

Kalamazoo, Michigan 
Paul-Mack Signs 

328 West Dale Avenve 

Muskegon, Michigan 
Continental Decalcomania Co. 

Averill Street 

Sparta, Michigan 
The Demp-Noch Co. 

21433 Mound Road 

Van Dyke, Michigan 
Detroit Advertiser Co. 

22757 Hoover Road 

Van Dyke, Michigan 


MINNESOTA 
Bemidji Sign Co. 


Bemidji, Minnesota 
Fitzgerald-Nelson Co. 
525 Lake Ave. So. 
Duluth 2, Minnesota 
Provo Sign Service 
611 Ludington St. 
Escanaba, Michigan 
The Douglas Co. 
620 — 12th Avenue So. 
Minneapolis, Minnesota 
Jensen Printing Co. 
114 North Third Street 
Minneapolis 1, Minnesota 
Murray & Malone Co. 
712 Ontario Avenue, S. 
Minneapolis, Minnesota 
Scenic Sign Company 
Box 576 
Pine City, Minnesota 
John D. Company 
249 W. 7th Street 
St. Paul 2, Minnesota 
The Tinsel Products Company 
366 Wacouta Street 
St. Paul, Minnesota 
Webb Publishing Company 
Tenth and Minnesota Streets 
St. Pau! 2, Minnesota 


Reed & Thomas Signs 
321 San Antonio 
Hattiesburg Mississippi 

Howard Vance Collum Adv. 
2205 College Hghts. 
Meridian, Mississippi 

Dement Printing Company 
6th St. and 21st Ave. 
Meridian, Mississippi 


MISSOURI 


Mark Twain Emblem Co. 
212 Bird Street, Box 454 
Hannibal, Missouri 

T & W Sign Company 
3914 Broadway 
Konsos City, Missouri 

Setlich Sign Company 
1300 S. Laclede Station Rd. 
St. Lovis 19, Missouri 

United States Tape Corp. 
7031 Manchester 
St. Louis 17, Missouri 


MONTANA 


Reporter Printing & Supply Co. 
1402 First Avenue North 
Billings, Montana 


LITE emblem dealer here: 


Gillespie Decals, Inc. 
1252 North Main Street 
Helena, Montona 


Hutcheson Studios 
517 South 14th Street 
Omaha, Nebraska 


NEW JERSEY 


Better Signs Studios 
140 W. Allendale Avenue 
Allendale, New Jersey 
Rich-Art Printing Company 
56 Earl Street 
Newark 5, New Jersey 
“Color Reproductions” 
122 North 11th Street 
Newark 7, New Jersey 


NEW YORK 


Adprint Silk Screen Signs 
112 Arch Street 
Albany 2, New York 

John F. Harvey & Sons 
7 Bridge Street 
Amsterdam, New York 

C. G. Mitchell Adv. Co. 
55 Collier Street 
Binghamton, New York 


Decalcomania & Metal Etching Co. 


225 Flatbush Avenue 
Brooklyn 7, New York 
Larstan Processing Co., Inc. 
259 Green Street 
Brooklyn 22, New York 
The Actra Company 
161 Ellicott Street 
Buffalo 3, New York 
Buffalo Sign Co. 
991 Main Street 
Buffaio, New York 
Davis Bulletin Company 
701 Seneca Street 
Buffalo, New York 
Dom Mangicaro Art And 
Lettering Service 
3580 Burnet Avenue 
E. Syracuse, New York 
G. J. Hovanec Displays 
129 S. Tioga Street 
Ithaca, New York 
Palm, Fechteler & Co. 
220 West 42nd Street 
New York 36, New York 
American Bulletin Craft Sign Co. 
Pleasant Valley, New York 
Balkin Displays 
70 Cortland Street 
Rochester 4, New York 
Bastian Bros. Company 
1600 Clinton Avenue N. 
Rochester 1, New York 
Modern Process Company 
693 Portland Avenue 
Rochester, New York 
Rueby Process Company 
284 Court Street 
Rochester 4, New York 
Modern Display Sign Co. 
233 W. Dominick Street 
Rome, New York 
Captain Display Adv. 
1641, Broadway 
Saranac Lake, New York 
Chas. W. Brown Adv. Co., Inc. 
128 Erie Bivd. 
Schenectady 5, New York 
Screengraphic Art, Inc. 
1501 Milton Avenue 
Solvay 9, New York 
Frederick G. Spence 
319 S. Clinton Street 
Syracuse, New York 
Sutliff Signs 
134 W. Onondaga Street 
Syracuse, New York 
American Emblem Company, Inc. 
P.O. Box 116 
Utica, New York 
Color Ad Sign Co. 
844 Bleecker Street 
Utica 3, New York 
Captain Display Adv. 
474 Factory St. 
Watertown, New York 


NORTH CAROLINA 


Herald Press, Inc. 
1930 Camden Road 
Charlotte, North Carolina 
Batte Display Company 
Bldg. 221 Morris Field 
Charlotte, North Carolina 
The Litho Press 
440 N. Eugene 
Greensboro, North Carolina 
Owen G. Dunn Company 
242-44 Craven Street 
New Bern, North Carolina 
Owen G. Dunn Co. 
246 Craven Street 
New Bern, North Carolina 


NORTH DAKOTA 


Cook Sign Company 
1418 Front Street 
Fargo, North Dakoto 


OHIO 


Russ Peters & Associates 
2326 Navorre Road S.W. 
Canton, Ohio 

Modern Displays 
1201 West 8th Street 
Cincinnati 3,Ohio 

Welsh Silk Screen Productions 
138 West Sixth Street 
Cincinnati, Ohio 

License Equipment Co. 
3530 East 88th Street 
Cleveland 5, Ohio 


Allied Decals, Inc. 
8400 Hough Avenue 
Cleveland 3, Ohio 
Will-Ed Products Co., Inc. 
310 E. First Street 
Dayton 10, Ohio 
Harvey Sign Company 
4040 Mayfield Road 
South Euclid 21, Ohio 
Consolite Corp. 
1320 E. State Street 
Fremont, Ohio 
Berlekamp Sign Co. 
1304 Sycamore Street 
Fremont, Ohio 
Alum-I-Lite Displays 
625 W. Church Street 
Galion, Ohio 
P and A Manufacturing Co. 
1434 S. Wittenberg Avenue 
Springfield, Ohio 
Advertising Plates Company 
45 W. Alexis Road 
Toledo 12, Ohio 
Reflective Displays Co. 
1431 Mercereau Place 
Toledo, Ohio 


OKLAHOMA 


Southard Sign Company 

9th at Main Street 

Bristow, Okiahoma 
American Safety & Adv. Company 

2808 Lyons Drive 

Oklahoma City, Oklahoma 
Tom Bennett Mfg. Co. 

4028 N. Barnes 

Oklahoma City, Oklahoma 
Stan Ramsey Company, Inc. 

2727 N. Oklahoma 

Oklahoma City, Oklahoma 


OREGON 


Kaye Loomis—Advertising Artists 
6302 East 13th, P.O. Box 583 
Eugene, Oregon 

Potter Manufacturing Company 
P.O. Box 988 
Eugene, Oregon 

Artcraft Signs 
937 S.E. Ankeny Street 
Portland, Oregon 

The Kem Company 
2845 S.E. 14th Avenue 
Portland 2, Oregon 

Gillespie Decals, Inc. 

20 S.E. 8th Avenue 
Portland, Oregon 

Defiance Mfg. Company 
117 S.W. Front Avenue 
Portland 4, Oregon 

Gillespie Decals, Inc. 

Steusloff Building 
Salem, Oregon 


PENNSYLVANIA 


Champion Decalcomania Company 

6022-24 Media Street 

Philadelphia 31, Pennsylvania 
Colorscreen Company, Inc. 

2008 Smaliman Street 

Pittsburgh 22, Pennsylvania 
Hen. Johnston, Inc. 

40 Penn Avenue, West 

Reading, Pennsylvania 
1. LD. L. Company 

107 Pennsylvania 

Wilkinsburg, Pennsylvania 
Dia-Print Screen Process Company 

239-B William Street 

Williamsport, Pennsylvania 
Topflight Tape Co. 

116 E. Market St. 

York, Pennsylvania 


RHODE ISLAND 


Fo-To Screen Process Printing Co. 
550 Broad Street, P.O. Box 43 
Central Falls, Rhode Island 


SOUTH CAROLINA 


Velvetex, Inc. 
424 Center Street 
West Columbia, South Carolina 


SOUTH DAKOTA 


M. M. Kell Signs 

Box 172 

Garretson, South Dakota 
Knutson Signs 

1671. Dakota So. 

Huron, South Dakota 
City Printers 

519 W. Ist 

Mitchell, South Dakota 
Midwest Outdoor Adv. Company 

420 West 19th Street 

Sjoux Falls, South Dakota 


TENNESSEE 


Chattanooga Button & Badge 
Mfg. Co., inc. 

205 E. 8th Street 

Chattanooga, Tennessee 
Bill Dyer, Signs 

108 Broad Street 

Clinton, Tennessee 
Advertising South 

1144 Union Avenve 

Memphis, Tennessee 


TEXAS 


M & M Manufacturing Company 
Box 3044 
Amarillo, Texas 
Kiker Adv. Co. 
715 Inwood 
Bryan, Texas 
Glenn Fordyce Co. 
3818 Sidney Street 
Dallas, Texas 


Star Sales & Process Company 
215 Henry Street 
Dallas, Texas 

Wetmore and Company 
1015 So. Shepherd Drive 
Houston 19, Texas 

Pylant Sign Advertising 
508 W. Indiana 
Midland, Texas 

General Art & Process Service 
216 East Commerce 
San Antonio, Texas 

Graham Process Displays 
113 Camaron St. 
San Antonio, Texas 

Alamo Advertising Company 
P.O. Box 86 
Waco, Texas 

Bone-Crow Company 
214 North Sixth Street 
Waco, Texas 


UTAH 


Screen Arts 
237 24th Street 
Ogden, Utah 

PPP, Inc. 
251 Rio Grande Street 
Salt Lake City 1, Utah 


VERMONT 


The Sheldon Press 
173 St. Paul Street 
Burlington, Vermont 


VIRGINIA 
1. H. McBride Sign Co. 


36 Denver Avenue 
Lynchburg, Virginia 
Dominion Signs, Inc. 
423 Fourth Street, S.E. 

Roanoke, Virginia 


WASHINGTON 


E and R Signs 
910 Bay Street 
Port Orchard, Washington 
Cole & Redmayne Co. 
3229 Western Avenue 
Seattle, Washington 
Color-Craft Process 
4131. Fairview N. 
Seattle 9, Washington 
Gillespie Decals,-Inc. 
Terminal Sales Bidg. 
Seattie, Washington 
Miller & Calkins 
N 626 Monroe 
Spokane 1, Washington 
Cole & Redmayne Co. 
2338 East 11th 
Tacoma, Washington 
Fenner & Pranger 
414 W. Chestnut Street 
Yakima, Washington 


WEST VIRGINIA 


Safety Sign Company 
38th & Macorkle Avenue, S.E. 
P.O. Box 47 
Charleston, West Virginia 

Steel Screen and Paint Company 
Box 41 
Princeton, West Virginia 


WISCONSIN 


Cedarburg Sign and Neon Company 
220 Center Street 
Cedarburg, Wisconsin 

W. H. Brady Company 
16 East Spring Street 
Chippewa Falls, Wisconsin 

Weinke Advertising Company 
1305 Woodland Avenue 
Eau Claire, Wisconsin 

Orde Adv. Company 
213 N. Monroe 
Green Bay, Wisconsin 

Buresh Signs 
2661 S. Webster Avenue 
Green Bay, Wisconsin 

Northern Engraving & Mfg. Co. 
Ath Street 
LaCrosse, Wisconsin 

Inland Printing Co. 
2nd Street 
LaCrosse, Wisconsin 

Advertising Creations 
749-51 West Washington Ave. 
Madison, Wisconsin 

Screen Art Company 
312 East Wilson Street 
Madison 3, Wisconsin 

Frank Mayer & Associates 
4727 North Teutonia Avenue 
Milwaukee, Wisconsin 

Geo. F. Weber, Inc. 

2320 North Eleventh Street 
Milwaukee, Wisconsin 

Display Products Company 
191 Main Street 
Oshkosh, Wisconsin 

Gokey Sign Company 
111 West Louis Street 
Prairie Du Chien, Wisconsin 

Color Arts, Inc. 

1251 Mound Avenue 
Racine, Wisconsin 

Searle Signs 
1616 So. Main Street 
Rice Lake, Wisconsin 

Serigraph Sales and Mfg. Co. 
South 12th Street 
West Bend, Wisconsin 

City Sign Service 
Boker Drive 
Wisconsin Rapids, Wisconsin 


WYOMING 


Prairie Advertisers, Inc. 
304 W. 16th Street 
Cheyenne, Wyoming 
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Quincy, Ill., Prodded by P-TA, ‘Look’ 
and Food Makers, Has a Breakfast Spree 


Quincy, ILL., Feb. 3—Chances 
are this is the best-fed town in 
America this week. At breakfast, 
anyway. 

That was the aim of the Parent- 
Teachers Assn. after it threw up its 
collective hands in horror at the 
stuff some Quincy kids were said 
to be eating every morning. 

The P-TA people went to an in- 
dustrial association here to get the 
cooperation of companies like Na- 
tional Biscuit and Motorola. The 
firms sent bulletins to employes 
pointing up the merits of a good 
solid breakfast. 

All this was peaches & cream to 
Look. Seems the Cowles magazine 


| Breakfasts—365. 


had a feature planned for its Feb. 
10 issue called “A Year of Beautiful 
..Count Them.” 
(In the Look story, peaches & 
cream is the way to Jaunch Break- 
fast #216.) 


s So Look—apprised of the situa-| 
tion, it says, by the Quincy public. 


schools physical education director 
—tied in with the local 
Breakfast Week.’ The magazine 
supplied red, white and blue post- 
ers for store windows, with copy 
appropriately pushing the Week 
and Look’s feature piece. And four- 
color table tents went to every 
restaurant in town. 


“Better | 


Then it sent letters to national 
advertisers who might be _ in- 
terested. That’s how Quaker Oats, 
General Mills, Kraft Foods and 
some others came on the scene. 


Quaker Oats, for instance, is put-| 


ting on demonstrations in some) 
stores. Even Metropolitan Life 


came along, supplying pamphlets 
|called “The 11 a.m. Slump.” 


Meanwhile, the mayor has is- 
sued a proclamation supporting 
better breakfasts; the Herald-Whig 
has a special supplement on the 
Week, and Quincy’s two radio sta- 
tions, WGEM and WTAD, are 
making public service announce- 
ments. 

Maybe it’s a little early, but 
there’s scarcely a kid or a parent 
in town who’s gotten around to 
Look’s better breakfast #104 


39 


(champagne, browned frogs’ legs,, Pearson to James A. Stewart 

brioche, coffee), or its #362 Robert C. Pearson, formerly 
(vichysoisse, broiled kidneys on| head of Pearson Advertising Co., 
English muffins, strawberry pre-| New Kensington, Pa., has been 
serves, tea). ‘appointed executive v.p. of James 
‘ | A. Stewart Co., Pittsburgh agency. 
|Mr. Pearson will be in charge of 


Optical Film to Kampmann /all agency operations. 


Optical Film Engineering Co.,| 

Philadelphia, manufacturer of Holeproof Promotes Frankel 

high vacuum equipment and evap-| Holeproof Hosiery Co., Milwau- 

orated films, has appointed Robert kee, has promoted B. a Frankel 

S. Kampmann Jr. Advertising| to merchandising manager for the 

Agency, Philadelphia, to handle; Little Miss Luxite children’s un- 

its advertising. derwear line. Mr. Frankel has 
been in charge of promotion for 


Bruce Enters New England Holeproof Co. (Canada). 


The household products division 
of E. L. Bruce Co. is scheduling a| Geyer Elects Volkmar V.P. 
newspaper campaign in New Eng- Harvey N. Volkmar has been 
land to break after completion of| elected v.p. of Geyer Advertising, 
distribution there by Max Karlin| New York. Previously with Ken- 
& Son, Boston, New England sect pes & Eckhardt, he joined Geyer 
for the company. \last August as account supervisor. 


“See? ‘SScotchlite’ Reflective Sheeting gives 


with full color impact...all day and ALL night” 


EQUIPMENT 
INDENTIFICATION 


 AMFE 


IN THIS STORE 


STORE FRONTS 


“ 


REFLECTIVE SHEETING 


4 @ 


COMPANY 


PUBLIC UTILITIES 


MEMBERSHIP IDENTIFICATIONS 


COMPANY 
CARS 


REG. U.S. PAT. OFF. 


BRAND 


COTCHLI 


*Here’s the ideal emblem material! New smooth 
surface is fully reflective...long-lasting...color-fast 
...easy to apply...won’t crack! It sticks 


at a touch, needs no water or activator.” 


FRE 


MINNESOTA MINING & MFG. CO., Dept. AA-2, St. Paul 6, Minn. 


Sample emblem of ‘‘Scotchlite’’ Sheeting. Send today 
for sample emblem and facts on doubling the power of 
your emblems, signs or signals. No obligation, of course. 


NMOMOs cccrrcerrcveccvivvvessosbossseee eoeccvevese 

COMPGAY oo co cccccoccceseuveceseecoece TOPTTITITITT irr ir ty 
ADDR se coccccrivetevevessrecvousweuds rrr rerrere rr ye 
Goer icss aces teen cevdgenveeus ZONG. » - WOO. coccecvccsecs 


. 
. 
. 
. 
. 
eee ae ee aa ae ee aaa 


(3M ies in U.S.A. by Minnesota Mining & Mfg Co., St. Paul 6, Minn also makers of 
“Scotch” Brand Pressure-Sensitive Tapes, “Scotch” Sound Rec ording Tape, ‘Underseal” 
(3M) Rubberized Coating, ““Safety-Walk’’ Non-slip Surfacing, “3M” Abrasives, “3M"' Ad- 
hesives. General Export: 122 F. 42nd St., New York 17, N.Y. In Canada; London, Ont., Can, 
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S Modernization Won't Cure Postal 
Ills: Total Renovation Is Needed 


. 


(Continued from Page 1) 
is not established for profit; its 
job is to serve everyone, rapidly 
and at nominal price. Its standards 


|! Nevertheless, the mere fact that 
the mail moves rapidly to its desti- 
nation cannot by itself be cause 


for complacency. Surely the na-,| 


cel post? Experts whose job it 
would be to spot postal procedures | 
and regulations which cause undue 
antagonism; to recommend changes | 


and fees are freighted with con-| tion’s new Postmaster General will | which would help the public with- | 


siderations of public policy which 
overshadow the realities of cost. 


s This is an institution with a 
great tradition and record of public 
service; but an institution with 
built-in inefficiency and an uneco- 
nomic,mission to perform. 

As a successful business man, 
Arthur Summerfield, our new 
Postmaster General, can demon- 
strate that business methods will 
improve the efficiency of a gov- 
ernment operation and lighten the 
taxpayer’s load. 

But the real challenge is beyond 
this. 


An America which has pro- 
gressed in every field of transpor- 
tation and communications, in all 
the sciences of business manage- 
ment. and _ personnel relations, 
should not content itself with mail 
service inferior to the service it 
enjoyed prior to World War II. 

Mail service ought to be better 
than ever. Right now, it isn’t as 
good as it was a dozen years ago. 

As newcomers with no stake in 
the procedures of the past, Mr. 
Summerfield and his associates 
have an opportunity to attack the 
problem at the roots. 


® In private industry, and in gov- 
ernment agencies like the General 
Accounting Office, they will find 
technical experts who can appraise 
the department’s equipment and 
procedures. 

It remains to be seen, however, 
if they will have the courage to 
acknowledge the unnecessary cost 
that the department’s gerrymander 
structure foists on the public and 
the penalty it exacts from the 
users of the mail. 

Will they recognize the urgency 
of reorganizing the Post Office so 
that its managers will have more 
incentive to do outstanding work? 
Will they have the imagination to 
find devices which will bring 
about better performance without 
compromising the standard of 
public service of which the de- 
partment is justly proud? 

This fifth article in our postal 
series points up the opportunities 
for improving the department and 
its services. Many of the changes 
can be initiated by administrative 
action. Others will be achieved if 
the Postmaster General is persua- 
sive 1n stating his case before the 
Congress. 


= In an effort to stimulate some 
fresh discussion of the Post Office 
we are proposing that Congress 
consider vesting responsibility for 
postal operations in a government- 
owned and regulated corporation. 
This plan appears to promise | 
fine service without the inherent | 
extravagances of a politicai Post 
Office. In any event, by specifying 
the structural changes which are 
needed, it provides a yardstick 
which can be used in measuring 
the reorganizations which are pro- 
posed in the coming months in the 
department and in the Congress. 


Getting Better Service 


want to know whether this good | 


|is achieved at exorbitant cost? 
Whether inflexible procedures 
prevent the department from ren- 
dering even better service? Wheth- 
er new services can be offered to 
the people and businesses of 
America? 


s Our studies of the Post Office 
Department leave little doubt that 
postal costs are unnecessarily high. 
To a considerable degree they are 
high because the department has 
been slow to install equipment 
and methods which have long 
been known to private industry. 
Several years ago the Hoover 
Commission estimated that postal 
costs could be reduced by $120,- 
000,000 through a modernization 
program. This series shows the 
department has adopted most of 
the Hoover Commission’s ideas. 
As new methods and equipment 
begin to appear in post offices 
throughout the country, there is 
every reason to believe that the 
savings will be at least as great as 
the Hoover Commission promised. 


s Mr. Summerfield and members 
of Congress will want to de- 
cide whether this moderniza- 
tion program is moving fast 
enough. Shouldn’t an agency which 
spends billions for wages and the 
movement of property be spend- 
ing more than $750,000 a year on 
research? While impressive results 
have been achieved, certainly they 
will want to know whether the 
department’s research staff is 
drawing on the knowledge already 
accumulated by suppliers and pri- 
vate research laboratories. 

Particularly, they will want to 
know whether the department 
utilizes the experience of other 
government agencies-—such as the 
Defense Department—which have 
spent hundreds of millions of dol- 
lars studying problems compar- 
able to many that trouble the Post 
Office. 


s It was surprising to find that an 
agency which employs 500,000 
persons at 50,000 offices has no 
organized labor-management com- 
mittee program, or on-the-job 
training system, and that employe 
suggestion awards are in a primi- 
tive state. 

None of the big post offices sur- 
veyed by ApvVERTISING AGE make a 
pretense of offering awards for 
ideas, and most of them dismissed 
the department’s national awards 
program as “too cumbersome.” 
Few postmasters were giving the 
subject any thought. Only a hand- 
ful could cite the number of ideas 
submitted to the national program 
from their offices, and only two or 
three were in a position to report 
the number of awards which had 
been made to their employes. 


s Isn’t it reasonable that an agen- 
cy which serves 158,000,000 peo- 
ple should have an organized in- 
formation program so that its cli- 
ents will understand its services; 
so they will prepare their mail in 
ways which hold down operating 


It is not easy to appraise the ef-| 
fectiveness of our postal service. 


By the test of service, the depart-| this field that it might obtain by 


ment does a remarkable job, mov- | 
ing more than 50 billion pieces of | 
mail each year. Business men and 


costs and speed delivery? Has the 
department considered the inex- 
pensive advice and assistance in 


consulting an organization like 
the Advertising Council? 


Are there valuable ends to be 


out endangering or 
postal administration? 


weakening 


® Finally, Congress, and the Post 
Office Department’s new man- 
agers, must decide: What is rea- 
sonable mail service? 

Until June, 1950, it was “reason-| 
able” for Americans to get two 
home deliveries daily; to have mail | 
collected from corner boxes well, 
into the night; to find stamp win-| 
dows open at central post offices | 
late in the evening, and in some 
instances around the clock. 
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tween two suburban stations, in- 
stead of funneling through the 
main post office at extra handling 
expense and loss of time? 

Is it necessary to retain cum- 
bersome procedures in the guise of 
“safeguarding the revenues”? Why 
send postal clerks into big pub- 
lishing plants to weigh sacks of 
magazines? Wouldn’t it be more 
sensible to have publishers do the 
job themselves, and submit sworn 
statements, subject to spot check? 

Is it necessary for postmasters 
to return damaged stamps to 
Washington, when more. than 
$100,000 could be saved by des- 
troying the damaged stamps local- 
ly? Certainly there are honest peo- 
ple in every community who could 
witness this procedure and pro- 
vide ample affidavit that the gov- 
ernment has not been cheated. 

As the new head of this business, 
Mr. Summerfield has an oppor- 
tunity unequalled by that available 
to any of the other newcomers 
who have been brought to Wash- 


tion. 


President Eisenhower on the Post Office 


In his State of the Union message last Monday President 
Eisenhower also touched on the problem of providing efficient 
postal service. In his message the President said: 

“One agency, for example, whose head has promised early 
and vigorous action to provide greater efficiency is the Post 
Office. One of the oldest institutions of our federal government, 
its service should be of the best. 
receive the high regard and esteem of the citizens of the na- 


“There are, today, in some areas of the postal service, both 
waste and incompetence to be corrected. With the cooperation 
of the Congress, and taking advantage of its accumulated ex- 
perience in postal affairs, the Postmaster General will institute 
a program directed at improving service while at the same 
time reducing costs and decreasing deficits.” 


Its employes should merit and 


Former Postmaster General Jes- | 
se Donaldson has estimated that | 
$150,000,000 would be required to) 
restore the standard of service 
which existed early in 1950. But 
before leaving office he submitted | 
a budget which restores late col-' 
lections and late window service, 
with only a moderate expansion of 
staff. 

Our survey of post offices in 
larger cities across the country 
showed that some reduction in 
force was achieved through the 
elimination of two-a-day delivery. 
On the other hand, it also demon- 
strated that mail which arrives on 
morning planes and trains has to 
rest in the post office of destination 
for 24 hours, for lack of afternoon 
delivery in residential areas; that 
deferred classes of mail get far 
less reliable service than they did 
in the past. 


# Surely the new Postmaster Gen- 
eral will want to review the case 
for two-a-day delivery. He will 
want to measure the actual cash 


and to consider whether these sav- 
lags are sufficient to justify the 
delays that result. 

His investigations of 
should go beyond the 
which existed in the past. 

Considering the advancements 
in transportation and communica- 
tion, why should the Post Office 
satisfy itself with the procedures 
that were used a decade ago? 

AA’s Seattle correspondent made 
a careful report on the movement 
of air mail. To make a 9:55 p.m. 
flight to San Francisco, his air 
mail letter must be in the terminal 
—12 miles from the airport—no 
later than 7:35 p.m. Surely there is 
room for improvement, when the 
elapsed time from terminal to air- 


service 
services 


port is considerably in excess of 
iflight time from Seattle to San) 


| 


| Francisco. 
| Why maintain separate air and 
| rail service? Why not all mail by 


ington by Dwight D. Eisenhower. 

His agency touches every home 
and business in America. His rec- 
ord will certainly demonstrate the 
value of the statement, “It is time 
for a change.” 


savings of the curtailed system; |! 


What to Do About Rates 


The overriding lesson of this 
series is that the postal service 
will not stay renovated unless the 
innovations go beyond the tech- 
niques of mail handling. 

As much as anything else, the 
department needs new rate-mak- 
ing procedures. 

During the postwar inflation, the 
Post Office needed new revenue, 
but was able to obtain consider~- 
ably less than it sought. At the 
present time the department’s ex- 
penditures exceed its income by 
$669,000,000 a year. 

Not all of this is deficit, since 
a substantial amount—in the 
neighborhood of $170,000,000— 
represents the cost of handling 
government mail, airline subsidies 
and other items which are proper- 
ly chargeable to generai tax reve- 
nue. 

After all allowances, however, 
the deficit remains substantial; 
and it would be a delusion to as- 
sume that the debates over rate 
increases are over. 


s As it stands, rate-making is a 
hit or miss affair. Proposals orig- 
inate in the department, and are 
considered by the post office com- 
miitees of Congress. Since there is 
no recognized standard for meas- 
uring the equity of a rate plan, the 
committees are paralyzed by the 
conflicting claims of the depart- 
ment and the organized mail users. 

In the absence of other instruc- 
tions, the department bases its 


proposals on “cost ascertainment” | 


—a cost accounting system which 
measures the effort and expense 
required for handling each class 
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\from the normal commercial con- 
cept of cost. 

|@ The experience of recent years 
demonstrates the futility of the 
|existing methods. On the basis of 
“cost ascertainment,” the depart- 
| ment found that certain classes of 
commercial mail—including direct 
mail advertising and publications 
—produce revenue equal to only a 
fraction of the cost assigned to 
them through cost ascertainment 
measurements. 

As a result, the rate proposals 
submitted to Congress loaded most 
of the cost of postwar inflation on 
the commercial classes—classes 
which normally produce only a 
small percentage of the depart- 
ment’s total revenue. 

Business mail users had little 
difficulty convincing Congress that 
increases of 100 to 300% were 
more than the traffic would bear. 
Nevertheless, the department re- 
turned time and again with varia- 
tions on the same theme. Through- 
out the period it continued to con- 
sult “cost ascertainment,” and to 
find that ‘only first class is paying 
its way.” 


@ It refused to consider what 
would happen to this “profit” if 
less of the operating cost were 
charged off to the “deferred” 
classes of mail. Nor would it rec- 
ognize that first class is the only 
class capable of producing the vol- 
ume of revenue which was needed 
to meet the impact of postwar in- 
flation. 

To end the quibbling over rates, 
the department needs a clear man- 
date from Congress, crediting it 
for the millions of dollars of serv- 
ice which it renders other govern- 
ment agencies, and specifying the 
considerations that should go into 
the preparation of rate schedules. 

Once such a mandate is drafted 
Congress will be free to relax its 
own participation in the rate- 
making procedure. The interests of 
the mail users and the taxpayer 
will be protected; and the depart- 
ment will be in a position to ob- 
tain the kind of rate adjustments 
it needs to keep its fiscal affairs 
in order. 


Too Many Fingers in the Pie 


The Constitution of the U. S. 
does not mention the regulation of 
stock exchanges, the control of 
prices and wages, the support of 
farm prices or the reclamation of 
arid land. 

But it contains a mandate for 
Congress to establish post offices 
and post roads; for the founding 
fathers recognized that, aside from 
the common defense, there are few 
services as important as fast, de- 
pendable and moderately priced 
postal service. 

From the days of the founding 
fathers to the arrival of payroll 
deduction income taxes, the Post 
Office was the sole agency of 
the federal government contact- 
ing more than a handful of its 
citizens. 

Small wonder then that mem- 
bers of Congress hesitated to give 
the managers of the Post Office 
authority to trifle with the wishes 
of the representatives of the peo- 
ple. 


s Whatever the justification of 
the original plan, today we find 
| the Post Office a vast organization, 
|offering a business-type service, 
strangled in the red tape which 
inevitably encompasses the opera- 
tion of a government agency. 
Congressional control ranges 
from the trivial to the tremendous. 
|It fixes the travel allowance for 
temporary railway mail clerks; it 


fastest conveyance, with a single of mail. But mail users point out| prevents the Postmaster General 


| rate for all? 


home owners know their postman achieved through the employment | 
as courteous and loyal, a public of a few experts who could devel-| s How many thousands of petty, | nal determination of rate pro- | amount of money he can spend for 
servant who does his job in rain | op campaigns for the promotion of | outmoded rules and regulations | posals, for postal costs and prices 


or snow; in scorching heat or icy | zoning? For the proper use of}can be eliminated? Why can’t|involve public policy determina- | 


blast. 


| that statistical measurements of | from consolidating rural free de- 
| this kind have no place in the fi- livery routes; it 


specifies the 


| new equipment. 
Congress also recommends the 


services like air mail and air par-' third class mail move directly be-' tions which are completely aside’ postmasters; it even decides the 
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total amount that the department | 
can pay out against claims for | 
damages and misplaced parcels. | 

From the standpoint of efficient | 
organization, the existing structure 
of the Post Office Department is| 
an insurmountable barrier. As a 
department of government bound 
by civil service procedures, and - 
frozen to budgets, rates and oper- 
ating policies legislated by Con- 
gress, the Post Office is consuming 
excessive input in order to pro- 
vide reasonable output. 


® Our series shows that congres- 
sional committees often prod the 
department’s managers along the 
paths toward enlightened methods. 
But would this prodding be nec- 
essary if the managers were clear- 
ly responsible for the department’s 
record? Isn’t the indifference, in- 
flexibility, and timidity flourish- 
ing because responsibility is dif- 
fused so that seemingly nobody 
is responsible for anything, and 
none can hope for reward for do- 
ing more than the rule book re- 
quires? 

Does the public really benefit 
from this congressional participa- 
tion in postal management? As 
political creatures, the members of 
Congress have a divided loyalty. 
Their tendency is to decide dis- 
putes in favor of the constituent 
who wants an expensive service: 
the postal employe who lobbies 
energetically for benefits; the or- | 
ganized mail users who oppose | 
rate increases. 

Congress cries for moderniza- | 
tion. But in the interest of bal-| 
anced federal budgets it refuses | 
funds for the postal terminals | 
which are essential to efficient. 
handling of the swollen volume of | 
mail. | 


® There is a myth that tries to! 
justify the congressional selection | 
of postmasters on the grounds that 
the congressman is best acquaint- 
ed with the local needs, and has) 
a great stake in assuring satisfac- 
tory service to local people. In) 
practice, congressmen more often 
recommend persons whose chief 
qualifications are political. 

“Many postmasters won’t even 
read the Postal Bulletin,” Jesse 
Donaldson complained. “If you 
want to know what goes on in a 
post office, better talk with the 
supervisors.” 

Members of Congress themselves 
are often victims of the system. 
For years, Denver, New Orleans | 
and Seattle—to cite a few instanc- | 
es—have been desperately in need 
of rew postal terminals. Though | 
senators from these areas held 
seats of great influence, the — 
munities went without the build- | 
ings, because many other members | 
of Congress feel a postal building 
program should include at least 
one office for each congressional | 
district. 


es Isn’t it time we looked for 
changes which would enable Con- | 
gress to delegate the details of 
postal operations to the men who 
run the department? Shouldn’t the. 
Post Office Department have au-| 
thority to build terminals and buy | 
equipment on the basis of need, 
rather than the convenience of 
federal finances? Shouldn’t the de- 
tails of personnel management rest | 
in the department? Shouldn’t the 
Postmaster General be able to pay 
damage claims without danger that 
his appropriation will be exhaust- 
ed before the fiscal year ends? 

In the early days of the Repub- 
lic, high standards of service could 
be assured only if Congress super- 
vised the service. Since then, Con- 
gress has learned that business- 
type operations can be safely en- 
trusted to government corpora- 
tions, like TVA. And at all levels 
of government, we have learned 
that high standards of performance 
can be obtained through public 
regulation of privately-owned 
utilities. 


s Neither Congress nor private 


Reprints Available 


Because of the widespread 
interest created by this thor- 
ough study of postal opera- 
tions ADVERTISING AGE has 
prepared reprints of the five 
articles in the series, which 
can be secured by remitting 
at the rate of 30¢ a copy. 


operators are likely to look with 
favor on a privately-operated Post 
Office. But hasn’t the time come 
to consider new techniques which 
would work toward efficient postal 
operations, without eliminating the 
dedication to public service which 
is essential to our wel] being? 
The Hoover Commission called 
for non-political appointment of 


postmasters, only to have its rec-| 


ommendation vetoed by the Sen-. 


ate. When Herbert Hoover person- 
ally urged that the Post Office 
have a revolving fund for the con-| 
struction of buildings and purchase 
of equipment his idea died in the 
Senate post office committee. Rep. 
Katherine St. George (R., N. Y.) 
spearheaded the campaign for new 
postal rate-making procedures, 
only to hit a stone wall! within the 
membership of the House post of- 
fice committee. 


s Is it fruitless, then, to suggest 
that Congress consider new ap- 
proaches to the problem of ade- 
quate and efficient postal service? 

For example, as a very mini- 
mum, shouldn’t there be a unit 
that maintains a continuing in- 
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General Accounting Office—which 
organization? Experience shows| does some work of this kind— 
that the congressional post office| lacks the authority to make its 
committees lack the staff for such | conclusions felt. 

a far-reaching assignment, and the Perhaps Congress should con- 


vesugauonu of postal methods and 
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.. Leaders of Business Who 
| Know the West use Sunset 


company can. 
how to reach 


tising media 


again in 1953 


ate 


Successful companies that call the Pacific Coast their “home 
grounds” should certainly know how to make sales in the West. 
These companies have learned by experience, over many years, 
exactly who their preferred Coast customers are and how they 
can be reached... how dealers can be informed and sold, too! 
This knowledge explains why most leaders of Western business 
today advertise in SuNsET Magazine. They know that... 


the top-buying 540,000 Western families 


believe in—live by—and buy from Sumd 


LANE PUBLISHING CO. «+ MENLO PARK, CALIFORNIA 


q catirornia 


q CROWN ZELLERBACH Cor- 
PORATION, largest paper 
manufacturer west of the 
Rockies, knows the West as 
only a successful pioneer 


the people of this region. 
That’s why, when launching 
its big new Consumer Prod- 
ucts Division campaign this 
month, it has selected SUNSET 
as one of its primary adver- 


PUREX CORPORATION LTD., 
knows the Western market 
well. It has made its bleach 
the top seller in the Western 
states. And to further increase 
its Western sales volume 
Purex, too, will use SUNSET 


SERVICE sponsors one of the 
outstanding voluntary health 
programs in the country. It 
probably knows as much 
about Californians as any sin- 
gle organization. It knows 
how they live, what interests 
them, and what influences 


WASHINGTON STATE APPLE > 
COMMISSION has made its 
apples famous across the na- 
tion. And as a Western indus- 
try it has been especially 
successful in “capturing” the H 
Western market. Knowing the 

West so well, Washington ais. 
State advertises in the re- —_— O54 ease: 
gion’s most influential mag- . oy 3 
azine — SUNSET 


It knows, too, 
and influence 


THE MAGAZINE OF 
WESTERN LIVING 


PHYSICIANS 


them. That's why it has se- | hi , y ™_ 3 = 
lected Sunset to tell the Blue H | AAA: WY = 
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HAT makes the Journal-American a 
great family newspaper? .. . the 
greatest in New York by an overwhelming 
margin if family preference is a valid 
indication. 

Consider this! No one is ever “sold” a 
newspaper in New York. There is no 
home delivery under metropolitan news- 
paper management. The preference 
of New York's largest evening audience 
is guided solely by the outstanding 
brand of news and reading entertain- 


SR eS 
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ment the Journal-American provides. 

Today the Journal-American is chosen 
by 4 of every 10 families who read a 
New York evening newspaper... 112,000 
more than the second; 264,000 more than 
the third. 

There’s your guide to profit! This dis- 
tinct brand preference for one newspa- 
per, clearly demonstrated at newsstands 
throughout the city and suburbs, can 
direct the brand preference of New York’s 
largest evening audience to your products. 
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A HEARST NEWSPAPER 
NATIONALLY REPRESENTED BY HEARST ADVERTISING SERVICE 
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Wier a mass product, you buy mass markets. 
Mid-America is one — a mass market, dominated by 
. farmers. You can’t sell Mid-America without farm 
oe families, nor the magazine that concentrates on 
$ them alone! 


_ Sider establishing an independent 
,and continuing “watchdog” com- 
|mission to hunt down the costly 
| “snafus” which exist in postal 


|Operations; a commission suffi-| 


ciently strong so that its recom- 
|mendations would “stick”; suffi- 
|ciently vocal so the shortcomings 
| of the postal service would be pub- 
\licized instead of accumulating 
| quietly under a blanket of indif- 
| ference; sufficiently budgeted so 
it can employ outside experts as 
well as a staff of its own. 


® If a more drastic measure is 
warranted, perhaps Congress 
should consider the possibility, as 
we recommended earlier, of vest- 
ing the postal assignment in an 
independent, government-con- 
trolled corporation, required by 
charter to provide service accord- 
ing to standards specified by Con- 
gress. This corporation would oper- 
ate from its own revolving fund, 
plus specified subsidies provided 
by Congress, to achieve the public 
policy goals itemized in the char- 
ter. 

Such a corporation could escape 
the characteristic inhibitions which 
surround government departments. 
It would be free to reward the ef- 
ficient and fire the inefficient 
without engulfing itself in a sea 
of red tape. It could establish in- 
centive pay scales which would at- 
tract specialists from private in- 
dustry. It could assure job secur- 
ity regardless of the outcome of 
the next national election. 

It could develop its own pro- 
gram of capital investment and ex- 
pansion without undue regard for 
political repercussions “back 
home,” or the impact on delicately 
balanced federal budgets. 


# It would have authority con- 
centrated in a board of directors of 
manageable size; a board which 
could delegate to operating execu- 
tives the powers which are needed 
for efficient day-to-day operation 
of an agency which spends $2.9 
billion. 

Nearly two years ago, Sen. 
Frank Carlson (R., Kan.) de- 
cided that the problems of our 
postal service had become so com- 
plex that the time was at hand 
for Congress to establish a special 
committee to find out what could 
be done to overcome the recurring 
operating and fiscal crisis. 

A few months later he was in- 
strumental in “selling’’ Congress 
on Section 13 (d) of Public Law 
233 of the 82nd Congress, provid- 
ing for a joint committee author- 
ized to spend $100,000 on postal 
investigations. 


@ Nearly a year ago, this joint 
committee met and instructed its 
chairman to go before the Senate 
appropriations committee for $50,- 
000 so the work could go forward. 

The dismal end of this venture 
was recorded in a 40-line report 
which Congress received on Jan. 
13, 1953. 

The first 32 lines related the his- 
tory of the project. Then in eight 
significant lines, the committee ex- 
plained: 

“Acting upon this. directive, 
Chairman Olin Johnston appeared 
before the Senate appropriations 
committee on April 1, 1952, and 
explained that the joint committee 
had authorized him to request an 
appropriation of $50,000 in lieu of 
the $100,000 authorized in Public 
Law 233. After due consideration 
the'Senate committee on appropri- 
ations denied this request. 

“For lack of funds, no investiga- 
tion was made, nor was it found 
necessary to hold subsequent meet- 
ings of the joint committee.” 


® The 82nd Congress had funds 
for the investigations of mink 
‘coats, gambling syndicates and 
“pornographic” books, but not a 
dime to look into an agency which 
'touches every home and business 
‘in the land, and which looks in- 
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Advertising Age, February 9, 1953 


a ltalae shee 


When your product costs important money, 
you want the people who have money. Farm 
families are near the top. And tops among them are 
the readers of Capper’s Farmer. They are the most 
prosperous farm families in Mid-America, itself the 


richest farm market on earth! 


_Buy 


pers 


Sire at a i S hy 3k heal ee Bo a ay OLB es eee a Ud an me Ae So eee Be igh atti dy A Rg 3A che a ae De ee et eae ‘ 5, Sti a tahece resect Sr a bey ake ooh ye a vege FS ghee © gk hy ees ain ag PL eee rage oe ee MR a eR ae Vee a hp ee es 2 Se en eee 
et SNe as Shea SS aeamares) Scere RA RED RE BU sn he ue ta SEM MTS ous" eta pees oe Ree Fie i AGNES et cet aie hi ato ik ea, ae MARS ee aN tea ee a Le ee DEE, Ae a Cte) ee. ee us 
re eo saew ih eee : uch RE - {eer leek ld ‘ . pee hs Sth af i Vee = re te ee Wt oh: rile age ten fh oeeaecae) eal aaa en eel, dee Ree Oi es i Se Soa ie ae ae aa {> ae al as eee Sf emir se Sa aes Ce em as 3 ee 

A pa een ea 2 ae oe Re PT a Pees our eee aS ie pk uf : e we Bee Tea, cee ie cacy peas Ae es 1h eae at ae ly. ieee iia tae eens z Sear age oe Bae ee 
Feb ep o) Meret ee er. he pattie. itis ees ee 3 e " . si : ‘ 4 ais et Me Sie ae cme, Pty Zee ee Dome tae fe "ey HAR is ay ei to 
us si eae baie” Rk one) kite Ss Bent ss. ; Sag Ea gah a Ae oe ag oa gees ® ee ae — a ee ee en ee oe gy me he a Meee et pee eee ee ero eg ey : eae a Sha 
las te a eae. So aati nee 2 a Greece ar eee peices =<, 2 | ee ee age ny AE, Hyg Ce Seat Sates + en Tape eee os eam eee oo See ee eae eee eee NO te ee 
Se ema. fg oe SE Reig ES Se ea MR ema re eg PUT a ae a ale We aig Ra ok eae eae Loigtaee ania 27 ok Gee eas. Seema ts Pe es, Wee lk Pe ily gh Be 
Barina: bate dite i ee SURG eae Sa ] ae eae. fe 7 F ‘ i ye Aaa fiat eh ae ee, Loo a ae ct aes : nah Ate _ oe, ff Sane Ri ‘ eee . . (gb ae Wee ase catrtne Pa MR SAR fern ts Me ge ydee SA? aes fi 
ria cen keiae Da é : me toe : 3 ‘ : * - : : : WS oe ak Re ea is Aon pen «Saez 
aS on ; ; | ; en 
ie eles —— — ere 
. 44 eee Adv 
£ el eS <a Rd re ie i Searcy near ire 8 “7 ss eS CY See Tan enn poe cre ey ear he Per for 
Se | aa ae ae er cele pe RS Rae. Res piece hone Te ie ae i Ck ae Us oes Ss 
pe AR i. alee aN cee ee ne ee ae eae antes eee <—_— 7 es ier NL Se Tar pe ee te AY ig Steere oh? Micon atures ark: . 
ef ane. mee, aah eee Te rate eee yee Pe = aie eee sie a “j Fo eee re ee fa a he el a rien Bile ak a, po pe Be rake Sea Re 
ae Stee EE Pe ed ae cat ie Se Pei lee We, . aes Peg a on cae ae eR is eR 
ee pi paraetn, a ee Cin ee ee . i ee Pe NSP alo oh og 2G od oO eee emg cae ie we an ae the 
" rt eS aie Se me) et eat nae eae yen eens: i ay x a eee eS, aS eee ies jo Nuece e Bea, NT eae a a ee St 
ice po ee nee 2 ie agen | 2 Se EEN : fern ae ae a: one PRY ae = a 
2 = ae a ne Ce ae Se 2 Doe take ee tee oS ET GEC OSS ote SRE nev 
if ee Ms eae CRON yn ere eters POR 
; a ae : = ee 4 ie alee Pras onl fee] 
: as Ste ae : hee Le sa 
a ; S28 enna . Pras 7 ie oat 0 eos a ser 
4 b ae role A el - oe eae ee Piette od ee “ } hee Dans es Se Be es esse 
: Soe ee a ie 8 re an. CB seca | ar = Te eye Ey igo ad a : 7 | ean” 1 Bde papas ae ree «: 
ie Bo ee i pia ck seed | SEE SS Ta a Se ine aa ae: emer cs paar a ae oo ees Rae x: duc 
cee 7 Sct.) o E met ees Ai Nei ee a 5 “ - i ; - apes wine = Fee pee 
Sag - ABP et wae’ RT 5 SE ee og aa i - ¢ pele Pe et! ene 
‘ ea ee ee P ite 7 a fish eine whi 
ee ae ; 
oe 
e . a ‘ Bd - I 
. = ° “ 3 “a par 
: =n Sa 7 =e 
. : : — : has 
‘ a, 
; 7 . —s ~ if and 
; : a =. : 7 say if tem 
} : 
| -_ bac 
; : ; Oe : ‘ : toa g io ee are 
es — : a : ras te ocr: 
ce, ee eas : i : S te con 
Ae oe ° hn oy a *ehe is i 
tees a ee : —_ ee is ll 
ey cee :; Ser oa me j a con 
patie: oe eee ee Be) ts : ns 
ae pane “ae . : oe Abe 
feats abs Bene ae a Baie 3 ihn 
eo oheas Sse os 8 eae Sa ee an ; ed, 
ie ae eee . ' ae mae oni : whi 
See nme tee, Toa — . ‘ si pro 
; een, Bee ss Coe Joe | er ge . = eee 
ast Bet og oo ee | mr i <tie . as 
SNe ay ane ‘ ° ’ B ee oe Wat : als 
Ses ein at ee Re es 
‘ cs he a Seats aes : bos? Fe 7 einen ser\ 
Rove’ ee Tas dae ies | Pen ag a 
si 9? ha Bok iyiea ‘aig ihe 4 
ei er a eee ges errs 
ie fais DeNae B Pam ae. ya ede ioe M 
ieee oie sae Bt ee gates 3) c 
a aM st 3 ee oe a og ene Le tes he 
pte rs: iad, yee Ses Sea F 
: Sy tei isieiak ees ; S ‘ ae “ifs pare | as ees. i a Ger 
ae ee ee , : eae Tae ae a ee AES mee ees reais - 
: ee renee eo eee ’ : ae Ne een Md wee | ne Kaen ee : ‘ 5 i aes el 7 my Sa ee 
: eg Ny me A ee open ae fh 7 Bhs 2 PY a Seg erate gic co ae cr, Ps ag PAN oe alia 6 te Veo sci tio 3 aa a eee 
a ee ie Et sn ee eee ir UNE es eed | aoe 
io bieen Phe eyo. Sor the Sarath ed ae Se oe ec die ER eat an via 2 US Se tack Se San ee ee rg | Facey MS ear a eel a 
Bae ites peewee ee reo eee oe oe err ee eee | area ee shia wo ccieeh eee een % Bo ea) ee lianas halt 
Ce. sisi ea wake idee. <5 a RO ey AT es Ce Wee Sen et fee We | A i pe sol Se Sa os <email Eee 
Mes pena, ac Veg =e pe eR uy nt ——— Sia ee rut Bh ie eee fr See tt oe ioe shite fs as Se: eit ea So ne cy, 
Ba a reg SA Soy ie Sie an —— Meee 3° Sgn eee Se o> ro Sc | 2 en Re —_— moe seh (i a eae it 
; = ‘ ‘ : ” 
‘be oe eat Raye a 3 = Me ta: J u 
| nee a C KY : | ‘ — Sy ane : 
f 2 che \ x : = , Ji 
ese es ee eee, L ER aS 9 Ee eat Be ics Sgr ee) ie stor 
ahs G P a : 7 ' ii = i = Ee as 4 
re t \ ‘ e @cee | posi 
Liha er ees me puRPo st i sila iae oo pro 
ne Sees Bail a whi 10 Bc =) SEE are nee . —_ ieee re: Coa 
“¢ a ae te \ anlized re ania a —_ Pgh 
Wie mot ee Aiea a ‘ Se ey ees ae ete 
; Se el #3 “ ‘TL ous ae 2 : ee . Bk pe Dex 
aa mea oe neem wt gone Oe iis ee geen Fe ae ; r 
‘ ; cies oe cr e oreo oo egret gee Sa ae i E Ks — 
ae eo ae ee 4 - poner cones poets odie I cs : Ne si Ai 
_ cgi 13) eae * Shae egg ren ee, No Fa ae a. eel a . ot cS ate nS nev 
he ya >: See emote me PON votes oe Me - Bla =< kina aires Sia toc 
Sie See re et gS os ei: oi oh ee | Cai Cay 2s a el BN Ene Ta, s 
ie Ngee rear ne oe | see e . Ow et 1 Rie ae Pee ee 8 # 
oki Paes, 4 : ae Ord ee Bn uma saa re owe Osa ED 
Ric oe Gc eee Pace eure Mo le att eaeaees, tetas of « 
% z et Noite - eX i = oa re oon anno ae * a 2 <_ i rey ers, 
: ? eRe ele es Aerial meer ing Os ey wronrent® —— eis pees ot te i ell 
ri wate te = 7a rete ath es i . iy ee 
: <2 en hg: Se Ae ae SE ns ‘ennoe® sj we | : ete tee ‘ , Pint ve p 
z ; = in ae baler a nee part 2 4 . ne CI ieee be 
a, ee sme y . a r SoA Swath ‘ BY oe fap Fie é 
A Sse crab epee es Sit a Na ees cel Rit 5 pice ama pe. Bs) He: 
P| ts a ee ue ert ce ee re Pn 2 ae ee, ee f 
Sie bat ba oni (ere et ait ed Be a i, as | Ngee Mise oe eet: et cea ae . J 
a eee ee ior ee ee aa G ne one ager ar rc a) eh a | f toni Net oats f ~~ ! Rag) ie ime 
ae ole at eps meee ae OPE. only, er aera oe ee Ao alk alee Pa a Sivetere ys hae 4 Seri aaa 
gi Bis eile age { = Ce a se ouleeae ie -- aon ' Bee ene 7 Stee eee: J. 1 
Cay é eas as oa: 4 one. ees pines cae ; Bn ae aa | eee eee An 
6 fa Spit siti Te 2 pl sede ee a Pee ae a ee oes! epee i 
ee Dee : ie a Co Se a pees a : he Ree 2 ha ee ae sana “ag Bl pec 
: 4 tae as aa a Zz We a ree ahs | aN oar Pe *° oe eee Bes “ cap 
eam pe aan a a! el eG tee i me oe ei te oN te meld la cae fA and 
“ S ‘5 oe a piel 3 ms 4 : ae were 4 EF Fg ie - eg 
3: ? Ore ee : sa % bi ver 
iets  @0@8@ K es ee0 " 7 
ge : = nee . Se aah, Uae eee a ie pow Seb ie ae Son) se tyesge * 
BES. saat eat ee bse ee pe : tibia st Chae 
eo ABSA ee ane ae ena : bia Bisa! gee J 
a 2 ia ae ee ta 
silat es”. : mie hg as 
Lise ts ae rena SA) ee ; ’ oe s a 
ieee 2: Rae ‘ oes po Banh ge eee ing 
ae mee phe Sore ae : oe : ff 
. mee Pe 2a ; at air a na o <p ; bird eee olt) 
i es, ae pe Ate oa 3 Fe Pie ae Bs oro ate aa ‘ en : eae we tyes oe ; . an a Ae Et mé 
Si UREN IER Js RAG Se cai arate Fae ahi ae FY ele wear ai Cie, an Mmm | Se? Ta yee tea esas Beggs ee oS 
ee. vy i Fe ete ose yea ia cone ery, ale Fors Ch ig eae ee ee ie Oe ae - ~ es eat r mth ee ve per 
Nour Die aia Oo) een A Aa Rie aR hace i. eae eee care ‘a ee eames ‘ ae 
aS oe iay Bearers eee co Non aie Op place eect ears ee. re jee 5 ee Yo 
eas Peabo Corte oe. ae r ae hey peat, . ari et rhe ee nO eae ro pas : ni tea ea : i ro pte es ess . Saar See 
Sen abi inact ad LS er aera ieee ap tes Bi tat a es as ee aa seit pig RUM Die. tie cee ene ee Renee er iene sae re —- 
FU, ae ed eM ie ge BRE eaT ey : tin See eS Baas é anes SP Ph ge Aine eat Cie See rak pace Shak 
= y : a Gem : , : ( rs ~“ rts Rear i 
A Ce : piece i n io 5 re m it . e a 
- 
tae i iy 
Be ae ed 
ety asc 
| 
| 
| } 
| 
| ee 7 
ae | : 
a my 
ie on 
i | 
a RT ta eRe | | 
Piet. | | 
| 
| 
} 
| 
| 
| 
4 
: S 
4 S a“ —==( Zi ae 
— cl Ape ‘i oe 
—_ = Q 
af a i. em } 
x . mT — = = - 4 - 
ver os : ips ies ae Eee i 5 et 
‘ " im Caen ; z é ‘ yp ak 
re aes oe si SR es bl . a jas f ; i : 
‘ a ae TANS A Na aks ee, ae a ‘ | pee oe 5 : 
et “4 re ee. i a a ral oti as ‘ Ae Spe ee Sm a ee hee = : it - ah ES aaa EN ee se pag i) seas . 
- ls r= 4 f Ne eee A eae LAD : cis i a | pee , : mips 1 Sa Beda hay Sed hones a ear. a 
n es ’ . a NED i Bae i eal Ty ke an ela rpcae . fees ara at ye 4 athe oe i So y EL 2 bss 
= NN Mimi ns takai) Fal ate eee < a a “te . \ z : ah ae ae Ps cee 
ees) : - ee i ae | 
‘ * 
tee ‘ ‘ ® “ F rd 
en . | id r) rs . f bod ‘ ‘ 
‘Saye aoe. eee a wih aba ” Me, bs eis: Pes ‘ tess; S Boe ete, ag ‘ ae a q : 
nes ae Sola A tive ph So Fr eae ort Neh OE ST RI MN ee eee PARA ae eae stag Oe pie Rae ae Ey ON PION See ARE ike oh, Ghee hr” Web Pe, ES Mpc Sime Meet car otaian Met ea NORA Ser Bm Nene a: aoe ; 
mS Pale PAS MTL a Me c ee ee tts aed ME see e ee a4 ee ke ee eg SSE ee to eee . ane cigsn mays See deh, + le vat sa » % fires 4 arate te Misele he hae Le < se = 7 ee A yas FO oh eae Snes ay 


Advertising Age, 


creasingly to the public treasury 
for funds. 

Senator Carlson is chairman of 
the post office committee of the 
new Senate. He has said that he 
feels the investigation is as nec- 
essary as ever, and he has intro- 
duced a resolution clearing the 
way for the kind of careful study 
which the present crisis requires. 

In an effort to improve the de- 
partment, the new administration 
has already brought in personnel 
and traffic experts who will at- 


tempt to root out inefficient and | 


backward practices. 

But these administrative efforts 
are no substitute for the kind of 
congressional investigation which 
is in order. The investigation must 
come. It should be comprehensive. 
Above all, it should be open mind- 
ed, resolved to achieve results 
which will mean truly lasting im- 
provement in the structure, as well 
as the operation, of our postal 
service. 


McCabe Forms Agency 


Frank McCabe, v.p. of Fitz- 
Gerald Inc., Providence, R. L., 
agency, for the past three and a 
half years, has formed a new agen- 
cy, Frank McCabe & Associates, 
with headquarters at 29 Weybosset 
St., Providence. 


Superior Appoints Wilt 


James W. Wilt, previously a 
store manager for Sears, Roebuck 
& Co., has been named to the new 
position of advertising and sales 
promotion director of Superior 
Coach Corp., Lima, O. 


Decorama Appoints Mitchell 


Decorama Ltd., New York, a 
new franchise store plan tor dis- 
tributing the furniture of a group 
of contemporary furniture design- 
ers, has named W. Robert Mitch- 
ell Inc. to handle advertising and 
publicity. 


Herrick Joins Black 


Jack Herrick has joined Robert 
J. Black Advertising Agency, Los 
Angeles, in creative and service 
capacities. He has been copy chief 
and assistant to the publicity di- 
rector of Hoffman Radio in its ad- 
vertising department. 


Ohlhoff Joins Charles Bowes 


ing, Los Angeles, as production and 
office manager. Miss Ohlhoff for- 
merly was production billing su- 
pervisor with Paris & Peart, New 
York. 
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LOOK LOVELIER—An AA reader with a 

discerning eye found this interesting layout 

in an ad for glasses by Basch’s Jewelers, 

Toledo. It ran in the pictorial section of 
the Toledo Blade. 


Rolls Razors Bow in U. S. 


Rolls Razor Inc., New York, im- 
porter and distributor of the Eng- 
lish shaver, is introducing two new 
models in the U. S., the Rolls “53” 
and the Traveler. The models will 
be pushed via color ads in Life, 
Look and Quick, through Anderson 
& Cairns. Cooperative newspaper 
advertising will also be used. 


Frank Tashlin Co. Formed 


Frank Tashlin Co., Hollywood, 
has been incorporated to produce 
television films. Frank Tashlin, 
director-writer, is president. Oth- 
er officers are Lester Linsk, v.p., 
and Charles E. Trezona, secretary- 


treasurer. 


| Durian Joins Allan Marin 


Jerry Ohlhoff has joined the | 
staff of Charles Bowes Advertis- | 


Allan Marin & Associates, Chi- 
cago, has appointed Don B. Durian 
an account executive. Mr. Durian 
formerly was with the Chicago of- 
fice of the Jam Handy Organiza- 
tion, Detroit, serving as both sales 
manager and planning director. 
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is radio here to stay? 


We thought it was a long time ago when we first started 
producing fine printing for the leading makers of radio sets. 
Come hell or TV we still think radio is the greatest thing 
that’s happened to printing since Gutenberg. In our case it’s 
two way radiotelephone to our pick-up service, making our 
pick-up and delivery as quick or quicker than calling a radio 
cab. Wherever you are, we are in a matter of minutes instead 


of hours . . . days even. 


carl gorr printing company 


1801 W. Byron St., Chicago 13, Ill. « Bittersweet 8-1331 


q Book Relates Sales, | 
) Pricing to Problems 
; in Distribution Cosis 


| J. Brooks Heckert and Robert B. 


| distribution costs and methods for | 


| 
New York, Feb. 3—A second! 
edition of “Distribution Costs” by | 


been published by 


Miner has 
Press Co. 


Ronald 
It gives a complete analysis of | 


|planning and improving account- 
|ing techniques. 

| The book makes two interesting 
| points, among others. The first is 
that consumer interest in price 
'setting and legislation regarding 
‘pricing policies makes cost dis- 
tribution accounting important, es- 
| pecially to comply with the legisla- 
tion. Chapter 22 deals in detail 
with laws regulating distribution 
and pricing policies. 

| The second point is that account- 
ing and marketing executives must 
| join forces in order to improve a 
|company’s sales techniques. The 
|authors return to the question of 
the sales manager’s and marketing 
| director’s roles in distribution poli- 


cies constantly throughout the 
book. 

The volume sells for $6.50 a 
copy. 


BOOK TELLS WISCONSIN 
LAWS AFFECTING DAILIES 

Mapison, Feb. 3—Wisconsin 
newspaper writers and admen will | 
be aided in their efforts to stay | 
within the state laws by following 
the strictures contained in “Wis-| 
consin Laws Affecting Newspa- 
pers,” published by the Wisconsin 
Daily Newspaper League. 

This 266-page book is a legal 
reference work which may be re- 
ferred to with profit in such tick- 
lish matters as criminal libel, slan- 
der, advertising restrictions and 
regulations, and other subjects 
which, though not so critical as 
these, are constant causes of doubt 
and irritation. 

The book follows two others put} 
out by the league which consisted | 
of a selection of statutes to which 
the various newspaper depart- 
ments make constant reference. 
The present volume is a result of 
the popularity of these earlier ef- 
forts. 


@ Designed so as to be a cumula- 
tive pocket supplement, a new} 
such supplement will be prepared | 
at the close of each legislative ses-| 
sion by the league’s counsel, W.}| 
Wade Boardman of Madison. It! 
was Mr. Boardman who directed 
preparation of the present volume. 

Federal law is omitted as being 
too broad a field. Nor is the work 
intended as a substitute for the 
lawyer, but for routine reference 
only. League members are pro- 
vided with three copies each, at 
-no cost but their annual dues. 
Members requiring additional cop- 
ies are charged $10 per copy. 


Yost Joins Batz-Hodgson 
Batz-Hodgson-Neuwoehner, St. | 


Louis agency, has appointed Cas- 
per S. Yost v.p. and account exec- 
utive. Mr. Yost formerly was an 
account executive with Gardner | 
Advertising Co., St. Louis. He will | 
serve also as a member of the 
agency’s plans and management) 
committee. | 


Wagenman to Carr Liggett 
Wagenman Paint Co., Cleveland, 
has appointed Carr Liggett Adver- 
tising, Cleveland, to prepare a cam- | 
paign for northern Ohio. News- | 
papers, radio, television and out-| 
door will be used. 


| 
WFTV Appoints Young 


WFTV, Duluth, Minn., which | 
expects to start telecasting this 
spring, has appointed Adam J.}| 
Young Jr. Inc. as its national rep-| 
| resentative. 


Saraceno Joins Blair-TV 


Don Saraceno, previously of 
American Broadcasting Co.’s Chi- 
cago office, has been added to the} 
Chicago sales staff of Blair-TV| 
Inc., video station representative. | 


AAR 


Win a product for farmers, you want on-the- 
farm circulation. Not would-be farmers, or half-acre 
farmers, but those with fields to work ... stock to 
raise... buildings to maintain. Capper’s Farmer 
circulates 90% right on the farm! 


Buy 
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THE ONLY NATIONAL 


1. During the month of January 1953, DRUG TOPICS (2 issues) carried 65 more pages of 
advertising than the second national retail drug trade publication (2 issues) . . . 84 more 
ad pages than the third publication (2 issues). 


2. Of these three national retail drug trade publications with effective circulations over 
36,000, only DRUG TOPICS showed a gain in number of advertising pages for January 
1953 compared with January 1952. Here are the figures: 


8 Ee ee ye UP 14 ADVERTISING PAGES 
MAGAZINE “B” ...........DOWN 20 ADVERTISING PAGES 
MAGAZINE "C” ...........DOWN 15 ADVERTISING PAGES 


Such continuing confidence in DRUG TOPICS must be richly deserved. Richly deserved, because DRUG 
TOPICS gets action for its advertisers. Richly deserved, because DRUG TOPICS is preferred by retail 
druggists as proved by survey after survey, independently made or conducted by recognized, reputable 
research organizations, year after year. 


Drug Topics 


330 West 42nd Street, New York 36, N. Y. 


NEWSPAPER FOR RETAIL DRUGGISTS 
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Salesense in Advertising... 


THE NATIONAL NEWSPAPER.OF MARKETING 


‘You've Gotta Use the Bait They're Hankerin’ 
Fer—and Thet's Grasshoppers 


By James D. Woolf 
Advertising Consultant 

Several years ago, en route to Colorado 
on a business trip, I fell in with a St. 
Louis dentist bent on doing some fishing 
in the Rockies. We got along so famously 
that I agreed to spend a day or two with 
him at an angler’s par- 
adise near Estes Park. 

On the morning fol- 
lowing our arrival we 
crawled out of our re- 
spective beds at the 
break of dawn. While 
waiting for breakfast 
Doc showed me _ his 
fishing paraphernalia, 
and it was something 
to look at—an enor- 
mous trunkful of flies, dry and wet, a 
cozen reels, five or six rods, fathoms of 
line, and a number of gadgets that had no 
meaning to me whatever, except that I 
seem to remember one of them had some- 
thing to do with measuring wind velocity. 
I’m probably in error about the wind- 
meter, but I do recall distinctly that Doc’s 
equipment included a special thermome- 
ter for determining the temperature of the 
mountain streams. It seems that the tem- 
perature of the water had some bearing 
on Doc’s choice of flies. 


James D. Woolf 


a While my friend was brooding over 
how to equip himself for the day’s sport, 
I consulted a mountain rustic I found 
lounging on the porch of the lodge. 

“Well, I’ll tell you, mister,” he said, “if 
you want to ketch a string of these here 
mountain trout sure-fire, you’ve gotta 
use the bait they’re hankerin’ fer—and 
thet’s grasshoppers. I’ll fix you up with 
everything you need—I will, that is, fer 
a buck.” 

Soon he was back with a length of cane 
pole, a stout line, a couple of hooks, and 
a can of grasshoppers. Shortly thereafter 
Doc and I set out, and I could see that he 
was put out by my refusal to avail myself 
of his equipment. 

You can guess the rest of this true tale. 
Within a couple of hours I was back at the 
lodge with a dozen large and beautiful 
mountain trout. Doc, tired and disgusted, 
cid not return until after dusk—with a 
creel completely empty of fish. Doc ad- 
mired the trout enthusiastically, but it 
was plain to me that he had no admiration 
for my manner of catching them. 

The good doctor and I did not see eye 
to eye, obviously, in the art and science 
of catching fish. He liked to think of it 
as a complicated and difficult business; 
and he used, as I have said, an astonish- 
ing assortment of gimmicks to make it 
complicated and difficult as possible. Doc 
was an exhibitionist, a fishermen’s fish- 
erman, a showman who fished for fish 
not because he liked to eat ’em, but be- 
cause he yearned to win the plaudits of 


his St. Louis pals with yarns about what 
a hell of a time he had in catching them. 
He considered no stringer of trout worth 
reporting unless he had pulled them in on 
a line with the tensile strength of, say, a 
.cat’s whisker. 


= It sometimes appears to me that there 
are more than a few admen’s admen in 
this business of ours. In fact, I’ll go fur- 
ther and suggest that some of them are 
exhibitionists. Not for them is such com- 
mon bait as grasshoppers. No challenge 
in these succulent insects for such geni- 
uses as they. No opportunity to exhibit 
their talents with such a simple and 
homely lure. No way is that to be crowned 
with a halo for cleverness by the boys 
along Madison Ave. Besides, anything so 
easy is no way to impress the client—or 
their bosses. 

Do I over simplify? I don’t mean to. 
But I do mean to suggest that there is an 
unwarranted tendency to overcomplexify. 
Looking through my files, seeking nour- 
ishment for this present thesis, I find that 
the editor of this august journal, Sid 
Bernstein, once wrote this: 

“Perhaps one of the most fascinating 
things about the advertising business is 
that all of the best ideas seem to be the 
simplest—the ones that are based on good 
common sales sense. Contrariwise, no 
matter how much a mediocre idea is 
dressed up, it just won’t click. And be- 
cause each of us is apparently endowed 
with a certain amount of common sense, 
it would appear that we are capable of 
producing some mighty salable advertis- 
ing—if we stick to fundamentals.” 

For me, that’s it—sticking to funda- 
mentals. I have never heard a better defi- 
nition of the greatest fundamental of 
them all than this: “If you want to ketch 
a string of these here mountain trout 
sure-fire, you’ve gotta use the bait they’re 
hankerin’ fer—and thet’s grasshoppers.” 


# It is my notion, arrived at after years 
of meditation, that in advertising, as prac- 
ticed today, there are too many flies, wet 
and dry, too many reels and rods, too 
inany fathoms of line, and too many 
fancy gadgets. Like, for instance, the Chi- 
cago Tribune’s Psycho-Galvanometer, a 
ridiculous gadget that “measures reac- 
tions of the subject’s autonomic (or in- 
voluntary) nervous system as he views 
each ad.” It seems that electrodes are at- 
tached to the forearm and palm, estab- 
lishing a circuit, and reactions expressed 
through palmar sweat are registered on 
a graph. To me that makes about as much 
sense aS Doc’s gimmick for measuring 
wind velocity as it blows over a trout 
stream. 

May I say in closing that I am not ridi- 
culing Doc’s techniques for catching fish. 
But we must remember he fished for fun 


and not to escape starvation. Doc got a 
kick out of doing it the hard way, even 
when the fish refused to collaborate. But 
in advertising we are not fishing for fun. 


The Eye and Ear Department... 


Fishermen may get a thrill out of it when 
they overcomplexify their sport, but iet’s 
not forget, as Sid Bernstein points out, 
that the best ideas seem to be the simplest. 


Just Grand 


There is one bad thing about money: 
When too much of it is available it is all 
too frequently employed as a substitute 
for brains. Some of Hollywood’s most 
thoughtful pictures—from “The Salvation 
Hunters” down through “The Biscuit 
Eater’—were done, necessarily, on low 
budgets. 

With the rising costs of television, and 
the subsequent trend to cut hour shows to 
half-hour shows and to find programs 


suitable for transmission within a 15- 
minute period, good things are happening. 
One of the best is “This Is Charles Laugh- 
ton,” spotted on stations across the coun- 
try and sponsored by Duffy-Mott Co. 


s The program features simply Charles 
Laughton, a pair of spectacles, one table 
set on top of another, and books, Laughton 
squirms, turns, smooths his jowls and 
reads. The result is magnificent. One 


THE COMMERCIAL ARTIST 


HOW HE LOOKS TO... 


the art director 


‘AS ITHERS SEE US’—Artist Paul LeMay, of Kerker-Peterson & Associates, Min- 
neapolis agency, took a look at himself and other commercial artists and came 
up with this cartoon for SAAD News, publication of the Society of Artists 
and Art Directors in Minneapolis-St. Paul. The caricature is of LeMay him- 


self, treasurer of the society. 
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leaves the program feeling enriched, but 
still hungry. Fifteen minutes never passed 
so quickly—on television anyway. 

The program has another great advan- 
tage in that the material is practically 
lumitless. It lies already written, it does 
not have to be dreamed up against a 
deadline. Its quality can be maintained. 
Quite possibly its appeal is not universal, 
but the longer it is heard, the more nearly 
universal its appeal should become. For 
this material has stood the proverbial 
test of time and the taste of scholars 
alone has not kept it alive. It speaks to 
everyone, for it is the collective voice of 
everyone. 


® This is Shakespeare, the authors of the 
King James version, Thomas Wolfe and 
a score and more of others—others who 
were able to put, somehow, into the right 
words the formless thoughts that all of 
us, at one time or another, have. 


Tips for the Production Man... 


There is one drawback to “This Is 
Charles Laughton.” It demands a more 
thoughtful presentation of the commercia] 
message than has been given it for Mott. 
For, after hearing the sonorous tones of 
the world’s greatest writers, spoken with 
due reverence and impeccable skill by 
Charles Laughton, the jingle, “The finest 
apples from Apple-land/Make Mott’s ap- 
ple juice just grand,” sounds slightly 
trivial. What is needed is an essay on 
the apple—as Charles Lamb might have 
done it, or Logan Pearsall Smith. Sounds 
funny, when you stop to think of it— 
but, in this reviewer’s opinion, it would 
make much better selling. 

Unfortunately, the program is done on 
film and the full power of Laughton’s 
presentation is watered down slightly as 
a result. Nevertheless, “This is Charles 
Laughton” stands as one of the finest ad- 
ditions to the week’s viewing on TV that 
has happened in many a moon. 


‘IT Wanna Know Why’ Department 


By Kenneth B. Butler 

Having for so long listened to the gripes 
and complaints of fellow production men, 
I have often considered opening up this 
column to the service of our craft. 

F’rinstance, before me _ reposes a 
scrawled memo from one production man. 
The poor fellow is in a dither. He has 
been trying to meet another deadline, ap- 
parently, and is at his wit’s end. He has 
been consulting Standard Rate & Data on 
a campaign he is working on, and has 
failed to find complete bleed plate dimen- 
sions where he expected to find them. 

Here’s his memo, as finally deciphered: 


s “Why don’t publications in their SR&D 
listing carry mechanical specs for one- 
half and two-thirds page bleed units in- 
stead of just on full pages?” 

Offhand, that sounds like a sensible 
gripe. A quick run-through of SR&D list- 
ings show a few of them indicate bleed 
specs for halves, practically none of them 
for other fractional page ad units. 

Approximately six additional specifica- 
tions would be involved per listing: verti- 
cal, horizontal, and island proportions for 
each of the two ad space units he men- 
tions. 

Just to do a little research, I looked 
through some recent issues of magazines. 


Sure enough, Better Homes & Gardens 
carried 11 vertical half-pages that bleed. 
But BH&G also lists this bleed unit in 
SR&D. 

Time turned up only one fractional 
page that bled, McCall’s two, and Good 
Housekeeping had seven. 


s There is another argument in favor of 
listing fractional page bleed specs...to 
help the harried production man who is 
going to use an assortment of publica- 
tions with assorted ad plate dimensions. 
To keep plate costs down, he tries to find 
a common denominator so that one plate 
will do the job for all the books on his 
schedule. Sometimes a bleed plate in a 
book with a small page size will handle 
the same plate as non-bleed in other 
publications being used. 


# I noted a recent example where an is- 
land half page in one publication fitted 
very nicely as a bleed full page ad in a 
pocket size format of another book. 

Production men can always get the in- 
formation by phoning or writing the pub- 
lisher, of course, but time and urgency 
do not always permit. 

Publishers and production men are in- 
vited to consider this problem, and to 
write me their comments, pro and con. 


Mail Order and Direct Mail Clinic... 


What to Do About Rubber Checks 


By Whitt Northmore Schultz 

“What can we do about checks which 
are returned to us stamped ‘not sufficient 
funds’ when these checks were originally 
sent to us in payment for merchandise we 
have already shipped?,” questions an AA 
reader. 

Well, in the first place, surprisingly 
few checks, we've learned from experi- 
ence, are returned marked “not sufficient 
funds,” or “overdrawn,” or “account 
closed.” 

Most folks, our experience shows, are 
unquestionably honest, and when a check 
of theirs is returned to you, the mail or- 

der merchandiser, usually an honest and 


unintentional error has been committed 

I checked our “rubber-checks-from- 
customers” file the other day. I’m pleased 
to report that among the over 10,000 
checks we deposited in a certain brief 
length of time recently, only ten were re- 
turned to us by our bank stamped “not 
sufficient funds.” 

If these accounts had been uncollect- 
ible, our total loss would have been $33.52. 
But we didn’t lose that amount. In fact, 
we didn’t lose a penny on a bum check 
from those over 10,000 remittances, the 
report shows. 

Now, how can you handle “rubber 
checks”? 
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The Creative Man’‘s Corner... 


‘The Land of Faery’ 


The Irish this year, we understand, are going all out with a national 
festival—with the obvious intent, no doubt, to draw attention from the shindig 
taking place just across the channel. (Young girl, named Elizabeth, getting 
crowned.) The less nationalistic and more commercial of Eire’s citizens, we 
suspect, are also counting on attracting some of the overflow. 


WE BID YOU 


the top of the morning: 
“aye 2 AND WELCOME TO 
if aa “freland at Home ! 


eal 

The green and lovely hills of Ireland, the silver lakes and 
winding rivers, the ancient mountains and peaceful glens, quiet 
villages and bustling cities, friendly people young and old—= 

all combine to bid you “the top of the morning,” 

to welcome you to “Ireland at Home” next April! 


There's expectancy in the soft air of the Emerald Isle 

right now, and excitement and busy preparation—for 

the Irish nation is planning for the great three-week period 

of “Ireland at Home,” the national celebration of welcome 

to overseas friends next April. y 
£ oY 

= en coscel 

“RAND AT HOME 


Won't you be one of our 
honored guests on Easter ies 
Sunday when we start our 7) 
nationwide festival? You'll be RI % n 

welcome, of course, and with all 

our hearts we'll make you * TOURIST INFORMATION 
“at home” in Ireland! a BUREAU 


33 Eost SOth Street, New York 22, N.Y, 
Telephone: Plaze 3-015% 


faved by ¢ésee Féilce The National Tourist Publicity Organization for Irelend 


We have a warm spot in our heart for the Irish (got into our family through 
marriage and a parking ticket) and we consequently feel some concern over 
the manner in which we find them bidding for American tourist business. 

The Irish, as everyone knows, are an imaginative lot. They see leprechauns 
out of the corner of their eye, Deirdre of the Sorrows walking the hills at 
night and keening, and the host 

“...riding from Knocknarea, 
And over the grave of Clooth-na-bare, 

Caolte tossing his burning hair, 
And Niamh calling: away, come away.” 

Wonderful people—and, as we say, imaginative. But here we find them a 
bit too imagiuative, bidding us “the top of the morning” and welcoming us 
to “Ireland at Home.” What’s this top of the morning stuff? Suppose we ar- 
rive in the afternoon? As for Ireland at home—where do they think we ex- 
pected to find them? Certainly not in London. Or does it mean the Irish are 
holding open house in every village and town? We’d really like to know, and 
this ad doesn’t help us a bit. 

We like travel advertising that’s specific, that gives us a preview of what 
we're going to see, that enables us to compare and plan intelligently where 
we want to go and why. It’s quite likely we can’t get a top of the morning 
anywhere else outside of Ireland—but we can get a buenos dias in Spain, a 
bon jour in France and a guten morgen in Germany, and there isn’t enough 
difference in this to make us want to go to Ireland. 

We'd like to see where George Moore is buried, the streets that AE walked, 
Yeats, and John Millington Synge. We'd like to visit the Abbey Theater. We 
understand the most perfect English in the world is spoken in Dublin, and 
we'd like to hear it. There are a thousand and one psychological ties we have 
with Ireland, and not one is mentioned in this ad. 

We'd like to pick shamrocks in the dawn, visit the lake isle of Innisfree, 
and take one of the roads to Tir na n’Og. For 

“All the way to Tir na n’Og are many roads that run, 

But the darkest road is trodden by the King of Ireland’s son. 
The world wears down to sundown, and love is lost and won 
But he recks not of loss or gain, the King of Ireland’s son. 
He follows on forever, when all your chase is done, 

He follows after shadows—the King of Ireland’s son.” 

Begorrah, and we'd like to see the King of Ireland’s son! You can have 
“the green and lovely hills...the silver lakes and winding rivers.” We have 
‘em right at home in Jersey. But the King of Ireland’s son! Aside from Frank 
Hague, New Jersey never had a king. 
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FAWCETT WOMEN’S GROUP: TRUE 
NEW YORK . 


WHAT 


onjessions 


DELIVERED TO 
ITS ADVERTISERS 


IN 1952... 


A FAWCETT 
PUBLICATION 


Guaranteed 
Circulation 
1,700,000 


TRUE CONFESSIONS is edited for 
the young wives of America’s big blue collar families, 
an increasingly important segment of your market 
and one that can’t be reached through other kinds of 


magazines. 


For Information about how to turn these young women 
into regular customers for your product, call Gifford Plume 


at MU 2-3606, or contact any of the Fawcett offices. 


DETROIT - 


Ne 
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The third largest newsstand package in AMERICA. 
Source: A.B.C. 


The greatest number of eager young (18-35 yrs.) 
newsstand buyers. 


Source: Starch 


The greatest number of women readers per hun- 
dred copies of any magazine. 


Source: Starch 


The youngest adult feminine audience of any 
magazine. 


Source: Starch 


The youngest married audience of any magazine 
with a million and a half or more circulation. 


Source: Publishers’ Reader Characteristic Studies and Starch 


The highest percentage of families with young 
children of any magazine except Parents’. 


Source: Starch 


The greatest number of editorial lines devoted to 
beauty of any of the leading romance magazines. 
Source: Lloyd H. Hall 


The greatest number of editorial pages carrying 
4-color food illustrations of any of the leading 
romance magazines. 


Source: Research Department, Fawcett Publications, Inc. 


The greatest number of editorial lines devoted to 


apparel of any of the leading romance magazines. 
Source: Lloyd H, Hall 


The greatest percentage of editorial devoted to 
service, general and cultural interests of any of 
the leading romance magazines. 

Source: Lloyd H. Hall 


The lowest cost per M of any of the leading 
romance magazines—20% to 30% lower than 
the weekly and service magazines. 


Based on B & W page rate and guarantee. 
Source:SRDS 


This record of consistent leadership has resulted 
in substantial revenue gains over 1951. 
Source: P1.B. Records 


CONFESSIONS e¢ MOTION PICTURE ©& GUARANTEED CIRCULATION 2,600,000 
CHICAGO 


LOS ANGELES + 


SAN FRANCISCO 
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We've found it an easy job—a splendid 
opportunity to build customer good will 
and, at the same time, increase sales. 

The first thing we do, when a check 
that’s not collectible is returned from our 
bank, is to write our customer a friendly, 
airmail letter. 

The letter goes like this: 


Hello, there, Mrs. Jones! 

The fine folks at our local bank have 
just returned to us your check No. 103 
in the amount of $3.50. Your check, you’ll 
remember, was in payment of a new 
stamp holder we sent you Jan. 5, 1953. 
We hope sincerely that you’re finding the 
desk accessory helpful, by the way. 


s Now we know checking accounts often 
get mixed up—that’s a bit of human na- 
ture creeping in. So, we understand why 
your check was returned to us. 

You’d like to keep your credit rating 
excellent, we know, so we are, therefore, 
re-depositing your check today for im- 
mediate collection. We know that when it 
falls due in a few days, you'll have ade- 
quate funds available. 

Thank you once again for your order 
which is now complete. It is indeed a 
pleasure working with you. 

Sincerely. 

P.S. Our new flyer is enclosed. We'd 
like to help you and your many friends 
gift shop the easy, armchair way, by 
mail from Northmore’s. 


With this letter we include a new pro- 


Employe Communications... 


motion—a flyer, or catalog, and a business 
reply envelope. 

The response, over the years, has been 
enthusiastic, gratifying and profitable. 
We've won a new friend, and thus added 
a loyal, re-ordering customer. We’ve built 
good will, because we have sincerely 
demonstrated that we trust our customer. 
We’ve attempted to treat our slightly de- 
linquent customer like a respectable hu- 
man being who makes errors just as we 
do. 

A cooperative, friendly spirit is thus 
generated. Such a friendly relationship 
makes the customer most receptive, we’ve 
discovered, to new offers he receives 
through the mail, not only from us, but 
from our competitors. Every person who 
is satisfied when he buys by mail helps 
the whole industry, I’m convinced. 


® In just about all the cases we’ve ana- 
lyzed, the customer with the overdrawn 
account pens a thank you on our letter, 
returns our letter with either a new 
check, or an apology, stating adequate 
funds are now available. And, best of all, 
new orders often come along with that 
letter as a result of the enclosures. 

In brief, then, we’ve found it profitable 
to treat the customer well at all times, 
even when he sends us a bum check, be- 
cause in nine cases out of ten, he’ll make 
good on that check; buy more; and be- 
come a repeat buyer who tells his friends 
also to shop by mail at the firm where 
he’s treated like a human being! 


The NAM Begins to Get Some Help 


By Robert Newcomb and Marg Sammons 


H. C. (Chad) McClellan, president of 
the Old Colony Paint & Chemical Co., 
Los Angeles, has been named a regional 
v.p. of the National Assn. of Manufactur- 
ers. McClellan has been active in civic af- 
fairs for many years. 
He is chairman of the 
traffic and transit com- 
mittee of the Los An- 
geles Chamber of Com- 
merce, and is a past 
president of the Mer- 
chants and Manufac- 
turers Assn. of that 
city. He recently paid 
a visit to Wuppertal, 
Germany, to examine 
the nine-mile monorail which straddles 
the Wupper River and reported his find- 
ings to the Los Angeles metropolitan 
transit authority, which will advise in the 
construction of a monorail system for Los 
Angeles, a project already approved by 
the California legislature. 

The foregoing item might have ap- 
peared in any newspaper or business mag- 
azine. It might have commanded not too 
much attention, because the NAM elec- 
tions to many people are of fleeting sig- 
nificance. 

But this one isn’t of fleeting signifi- 
cance. McClellan is not of Old Guard cal- 
iber, He is a prosperous and vigorous 
business man, with a deep appreciation 
of the need for freedom of business ac- 
tion, and an equally deep concern for the 
poor reputation of business management 
among many people. He preaches and 
practices good employe relations, and he 
has a wholesome regard for the rights of 
working people. He believes in these 
things, and he has the courage to stand 
among his more hesitant fellows and be 
as forthright as a punch in the eye. 

McClellan believes it’s time industrial- 


H. C. McClellan 


ists got out of their chairs and did some- 
thing to help industry. He looks upon the 
NAM as the spokesman for industry, and 
if this is so, then industrialists must be- 
come helpers, not hecklers. The volume 
of criticism against the NAM in the past 
basn’t originated with labor unions en- 
tirely; it has been fostered by people in 
business, and has been passed along by 
a public encouraged to be critical. Chad 
McClellan would like to see these view- 
points changed. He looks with favor upon 
the idea of the working, as opposed to 
the rubber-stamp, directorate. 


® In its next four years the NAM needs 
many McClellans. They will be the van- 
guard, and by their sincerity and their 
good deeds, they can do a great deal to 
snuff out the smoldering criticisms. There 
isn’t any reason why people should not 
have a high regard for business leader- 
ship. Much money is spent in elevating 
the dignity of the shop worker; it seems 
consistent that a little time be devoted 
to elevating the dignity of the business 
leader. 

Chad McClellan believes that the NAM 
can help industry improve its local level 
relations with employes, even though he 
recognizes the difficulty a national body 
faces in entering areas where local man- 
agement groups are already at work. But 
cooperative, constructive programs will 
show good results. The first job, and the 
tig job, is to get management people 
themselves to shoulder the responsibilities 
of management. He believes that many 
business men now regard more seriously 
the need for rolling up their own sleeves 
and aiding the cause of industry. 

“We must all live together in this coun- 
try,” Chad McClellan observes, “and we 
ought to make it as pleasant as possible, 
and as comfortable. We might well begin 
by taking some of the stuffing out of our 
own chairs.” 
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The Futility of Futura 


Why—oh why, 
Can’t ad men heed 
The facts of type 
Ian what they read? 


lt should be clear 
That faces shorn 
Of serifs aren’t 
As eas’ly borne... 


As faces turned 
With graceful sweep, 
To carry thought 
in words that leap. 


Take Futura, 

(And take it back.) 
Who needs a page 
Staccato black? 


But noble Roman, 
Without din, 

Clings to readers 
Through “thick ’n’ thin”! 


CuRIs BARKER, 
Jamaica Estates, N. Y. 


Looking at the Retail Ads 


By Clyde Bedell 

No public service company would think 
of piping a house for gas and then shoot- 
ing fuel oil into the place instead of gas. 

But a public service company can buy 
white space in which to pipe or commu- 
nicate a story to the public about a mod- 
est, conservative, little “free light bulb” 
deal, and shoot a completely unillumi- 
nating and misleading headline story into 
the space. 

This is a 36-inch ad. The top half is 
devoted to three words and the unreveal- 
ing illustration—18 inches! In those 18 
inches, neither the picture nor the largest 
headline give any inkling of what the ad 
is all about. 


= If the average reader passes the ad by 
as a sort of institutional boast of the util- 
ity company, due to the entire top half of 
the ad—the advertiser would get precise- 
ly what he earned in the way of reader 
interest. 

Copy says that over “900 New Orleans 
light bulb dealers are giving a free 150- 
watt bulb with every purchase of six 
bulbs totaling 450 watts or more.” 

The economics of selling would suggest 
that the essence of that is the story that 
should have been told fast and in big 
type. 

Suppose, however, that people by 
chance, not through design of the Public 
Service Co., read the ad. If New Orleans 
people are like the rest of us, I should 
think they would be hard to convince 
that the equivalent of a perhaps 15 to 
20% discount on the purchase of seven 
bulbs is MAGIC. Or does the ad by im- 
plication suggest that any discount from 
this outfit is magic? 

It would be hard to find a better ad- 
vertising rule than this—the first of six 
Universal Rules we like to teach: Dig out 
(of the item or proposition) the most 
agreeably interrupting specific benefit or 
service from the right reader’s viewpoint, 


GET 7 LIGHT BULBS 
FOR THE PRICE OF 6 


PRESTO" A 150-wati bulb appears like 
mage Bf pO entre cost when you buy © 
bulbs totaling 450 watts or more I's 
the lighting Mer A the year —s chame 
to brighten your home and seve money 
Going 4 Over 0 New Orieans ight 
bulb desiers ave making thus LICHT 
MALIC fer 


Right mse bute w lamps and fixtures 


MAGIC gift bulb offer for reudent al 
elect customers of Pubic Service only 
(© goad through September 1) 1%! 
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assuming he is preoccupied, not interested 
in you. Then of course you should make 
it clear, fast—that thing you dig out. 

> ° . 


I have been asked: “Where do you get 
the ads you discuss? Are they sent to you 
from various cities?” The answer is: Al- 
though I occasionally receive ads through 
the mail—and I am not averse to using 
such—thus far, I have clipped every one 
of these ads myself from papers I have 
bought, almost always while in the cities 
in which they appeared. 


5 One dg ings he 
Peg he gat 


Z Meet ees woman CM f ie Nail Be. Toot ee ae Fe ge to Sere ee! ee” See TR ee A a ey ee ode sided Ay birt ie OS ete pe ey 4 yt iN: (ie Ss a See ef © 2 TR my PR dente ack Dak ky oh oe Mb A al! San Why fallen, aa 09" Se, i ee oa) 2s tie eke Ke 
a SR ee a eee SRS eRe ty Soe oe bee OH Pos igs beget Se wom e See ae nos i SPN GAY oo ater gi OTe Dear 1 Sie RRR gy tly et eR ge at 1. MEIN Gee pat ae Siete” Ee etoge ap eet sak 
Rc Rees a : Nees ea ka eee Ne eh re ts A es i Bar ys tO oe < % Waeotee Mligies Maes - ey Oa ies eae ea ga oa es) ak oh ech. we Ngee We eae 16am a ea p f pc pel rae ea tag ce ee ee ee iPr, 
Tigres ee Pare ee eee eae ee IS ec ate arent caer RAM aie cs aa Re Jes 
i oe as oa? 3 Petal ROE saci tered: ses gt : ' 2 3 é siege wee : joule ~ i ; ae a eee Meee 
ae peepee ne ee) 5 eee ae ee g ooeeae Berta s Near oe eS eee oo Se ha. Pai eal eben Naess? Poe Pod Bo neoe it ai ities § ipl ot he : Tage. cae eee ga 
Me a ae ee ee ee ee ee ee ee en : ar Se ee ee eee ee 
ie ae OU ae a, eee i. Se oe ee ot a eae ee 
x ae . ‘ Pky : : é re ° oan nie ee * } aise 4 Le 2 er ne neh aes A ee, a * eee he Soe Tithe Ls Ee eee Fen ee 
‘ . : orn Se SS — a. 
¢ Seon. (cme: < egtea = = en ™ ats ew 
: . . 
= ee A 
" 
ae J 
: i S 
4 | 
t 
do 
4 (t! 
: wi 
do 
} on 
cu 
} i m<¢ 
: toc 
’ 
} As 
Hf) ad 
: i j the 
= fear is 
oo ar 2 
are ht 
ee di 
se if 
ee . us! 
. ; . y the 
i 5 | the 

Ries 
ee Ca ] 
< Ne Wi _ 
ee ho 
a “S) 
aa it, 
Slo yu 
aii cof 
. t mc 

; | es | 
2 { 
ie the 
a | bat 
ee | d 
ey 

0 | pel 

‘ ion 

qui 
ey rye 
oe. Sec 

a a, 

th * a a en a TER RE RRR RR e 
rae tai. 

: ! 

a ij I 
eas ; i hat 
_ mn , ers 
es Sco 
Be er fae | tial 
oie (Ct , ma 

ca 0 ys i 

ee ey yi . 
5 Oe Pr 
» 

wists y a ‘ a 
ee m4 KH } res 
wie bu ° re} 
eee uf” iv’s = Jot 
che ie Weg 4 
eras n° / \ ‘ Ma 
ee see ij ‘\ } 

a ( Bo! 
eae 

we re . I 
‘ co ae \ 
ae 4 wo 
oa aa 
- ar 

aaic anc 

R a 

: | ITS SIGHT MAGIC! 

CRMs mean better ving for all the family 
=e oe gre Work goee faster, entertaining’s more 

ae fun with good lighting to we by And A 
ies es new 4 the Ue lo stock up on dulte for 
a ied jong winter wights ahead The LIGHT 
eo PS ‘| 
cr 
oe. f 
ee i 
| 
if | 
‘ ee 
} 
$ } 
if 
a ; 
: a i 

: Mm ¢ 

me s 
LA Beate Ges i ae , mers be « d “ _ See a Os + A Ceca Gi > , nies rs ‘ ’ Pe ee, aes 2 4 . ° e ¥ oe > Be ag fi 4 id a ‘ hy £ . 


13 


[ 


Advertising Age, February 9, 1953 


Cognac Producers 
Start Appealing to 
Waistline Watchers 


down Third Ave., the bartenders 


(those unfrocked psychiatrists) Kennard Joins E. B. Latham 
Reginald P. Kennard Jr. has. 
do they have to cock a wary eye joined E. B. Latham & Co., New Comics Sections, New York, has N. J., maker of roller bearings, has 
on the number of drinks their York, as advertising and sales pro- | promoted Julian Cargill to eastern appointed Eldridge Inc., Trenton, 
customers are downing, but they motion manager. Mr, Kennard was field manager. Mr. Cargill has to handle its advertising. Trade 
may have to post a calory chart, cae A the Puerto Rico| been with Metro for 11 years, publications and direct mail will 

um Institute 


will have a new worry. Not only | 


too. 


_de Markoff to Morey, Humm 


de Markoff, New) 
York, cosmetic manufacturer, has York tea and coffee distributor, is|ted a v.p. of Batten, Barton, Dur- Preakness, N. J., 
appointed Morey, Humm & John- introducing its new Jomar Instant |stine & Osborn. Mr. Davis will be Gordon-Pilling, Paterson, N 
stone, New York, to handle its ac- coffee in the New York areajin charge of creative work in the handle its advertising. 
count. Newspapers and trade pub- through Al Paul Lefton Co., Phil- | Buffalo office, where he has been | 
New York, Feb. 3—Up and ications will be used. 


'Jomar Instant Cofiee Bows 


Joseph Martinson & Co., New Carleton H. Davis has been elec- 


Davis Named BBDO Executive, Appoints Gordon-Pilling 
General Laboratory Supply Co., 
has > omer 


51 


Shag, “Oe 


_adelphia and New York. copy chief for ten years. 


Metro Promotes Cargill 
Metrepolitan Group of Sunday | 


Smith Bearing to Eldridge 


Smith Bearing Co., Trenton, 


‘handling several major accounts. be used. 


t KOJ Foreign Language Division 


Pl Typesetting in English 
e and over 600 
Languages and Dialects 


WORLD'S FOREMOST FOREIGN: 
LANGUAGE TYPOGRAPHIC SERVICE 


Anyhow, the French National 
Assn. of Cognac Producers is now 
advising sociable drinkers (are. 
there any other kind?) that cognac 
is just the thing for the drinker | 
who’s watching his waistline. 

Up to now, diet faddists have 
usually turned to blackstrap-on- 
the-rocks, or yogurt-and-soda, but , 
the French have been counting) 
calories, and here’s how they fig- 
ure it: 

An average serving of cognac 
contains about 75 calories. That’s 
how Marvin Small, who wrote the 
“Special Diet Cook Book,” figures | 
it, and Mr. Small says that drink | 
for drink (if drunk properly), 
cognac is lower in calories than 
most of the other common alco-| 
holic beverages. 


s Whether this assurance will give 
the portly the confidence they so 
badly need is not known. 

Anyhow, Mr. Small goes on to 
list the calories in Manhattans (167 
per cocktail glass), Old Fash- 
ioneds (183 per glass), and dai- 
quiris (124 per glass). A jigger of 
rye totes 122 calories, a jigger of 
Scotch 107. 

And the Martini, the pallid per- 
il, contains 147 calories per cock- 
tail glass. 

From the bartenders’ gloomy 
haunts, it looks as if their custom- 
ers will be running up the drink 
score on an abacus—at least ini- 
tially—and as if the French 75 
may have an altogether new 
meaning. 


‘Press-Chronicle’ Names Budd | 


John Budd Co., newspaper rep- 
resentative, has been appointed to 
represent the Press-Chronicle, 
Johnson City, Tenn., effective 
March 1. 


Bols Inc. to Nicosia 


Erven Lucas Bols Inc., Engle- 
wood, N. J., has named William 
Nicosia Advertising, New York, to 
handle advertising for its liqueurs 
and gins. 


THE ONLY 
BOSTON 
NEWSPAPER 
WITH A 
TOTAL 
LINAGE 


GAIN IN 1952 


The 
Boston Globe 


MORNING * EVENING * SUNDAY 


Cresmer & Woodward, Inc., New York, 
San Francisco, Los Angeles. 
Scolaro, Meeker and Scott, Chicago, Detroit. 


> beginning! 


paper is the base of the job 


The success of the finished job .. . 
art, copy, engraving, printing . . . all depend 
on the paper you choose! 


i For full value print announcements, brochures, book jackets, 

ae programs, booklets and other literature on this outstanding 

stag text paper. Available from siock in Brite White, Cream 

* rose White and seven attractive colors, deckie or plain otees, 

a laid or wove finishes...envelopes to match, : 
Available in 60 Ib., 70 tb., and Cover Weight. 


Beeterna, 


Toncdl WDD per 


PAPERS FOR PRINTING AND CONVERTING 


220 East 42nd Street, New York fe ae 
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Along the Media Path 


e The Baltimore News-Post has} 


set up a permanent consumer buy- 
ing panel. The panel is made up 
of 400 housewives who will keep 
a record of their day-to-day pur- 
chases in 26 grocery and seven 
drug classifications. News-Post ad- 
vertisers will get food product re- 
ports every two months and drug 
product reports every three 
months. Findings from the initial 
survey are now available. 


e The California Newspaper Pub- 
lishers Assn. is financing an ap- 
peal to the state supreme court 
from a lower court ruling that 
cities may levy a business license 
tax against newspapers. A district 
court upheld a $32 annual operat- 
ing tax levied on the Corona Daily 
Independent. The publishers’ 
group charges this is an infringe- 
ment on freedom of the press and 
is prepared to fight all the way 
to the U.S. Supreme Court. 


e The spring issue of McCall’s 
School Stylist has gone out to 28,- 
000 home economics teachers, 4-H 
Club leaders, home demonstration 
agents, chain store managers and 
extension leaders. The magazine, 
issued twice a year, announces 
school promotion plans and serv- 
ices of McCall’s. These include a 
catalog of appropriate’ school 
fashions, a contest for teachers and 
founding of a Teen Fashion Board. 


e Only one company has ever pro- 
duced 1,000,000 outboard motors. 
That’s the Johnson Motors Divi- 
sion of Outboard Marine & Mfg. 
Co., and to commemorate this feat 
the News-Sun in Waukegan, I1l.— 
site of the Johnson plant—recently 
published a 64-page special edi- 
tion. The issue carried 85,456 lines 
from more than 200 local and na- 
tional advertisers. 


e The Philadelphia Inquirer and 
its television outlet, WFIL-TV, 
will team up March 1 for a special 
automotive program. On that day, 
the Inquirer will run a _ supple- 
ment devoted entirely to automo- 
tive news. And the TV station will 
have a 21%4-hour show featuring all 
18 domestic automobile makes, 
foreign cars and a film on auto- 
motive safety. The combination 


REACH YOUR 
CARLOAD CUSTOMERS 


. «. the original equipment 
manufacturers of refrigeration 
and air conditioning equip- 
ment and appliances. 

who need parts, compo- 
nents, materials, your products, 
too, probably by the ton. 


...in whose plants Refrigerat- 
ing Engineering has larger 
circulation and deeper pene- 
tration. 


@ 


REFRIGERATING 
ENGINEERING 


Published by 
THE AMERICAN SOCIETY 
of REFRIGERATING ENGINEERS 
4115 Edwards Road 


Cincinnati 9, Ohio 
Elmhurst 2492 


40 W. 40th Street 
New York 18,N.Y. 
LAckawanna 4-8945 


program will be promoted heavily 
during February. 


e Scholastic Magazines will high- 
light the roles of science and in- 
dustry in American life in four 


forthcoming issues. The Feb. 11 is- | 


sue will carry a 16-page insert 
sponsored by General Electric, and 
the National Assn. of Manutactur- 
ers will have a similar section in 
the March 4 issue. 


e The Sunday, Jan. 25, issue of 
the Times-Picayune New Orleans 
States ran to 314 pages. The infla- 
tion resulted from the paper’s cov- 
erage of postwar advances in 
Louisiana and Mississippi. The 16 
sections carried 410,349 ad lines. 


e A Charm survey brings forth 
the fascinating information that 
the average reader of the magazine 


buys seven pairs of shoes and 24 
pairs of stockings each year. Find- 
ings also show the average Charm 
reader spends $64 a year on shoes 
and $37.42 on hosiery. 


e Candy Industry, a Gussow pub- | 


lication, has made a number of 
format changes. The bi-weekly pa- 
per is now divided into three main 
sections—technology, marketing 
and packaging. Front-page style 
has been revamped and a new 
flag, a new masthead and new de- 
partment heads have been added. 
Fred Gardner Co., New York 
agency, redesigned the publication. 


e An impressive entry in the an- 
nual progress editions of newspa- 
pers was the Jan. 25 issue of the 
Spokesman-Review. This year, for 
the first time, the Spokane paper 
covered the “Inland Empire of the 
Pacific Northwest” in a 136-page 
souvenir volume distributed with 
|the Sunday issue. Color pictures 
and informative articles help to 


portray the abundant natural re-| 


sources of the area. 


Advertising Age, February 9, 1953 


e Each vear the Bunton Seed Co., 
| Louisville, has printed its annual 
catalog by letterpress and sent out 
copies to customers and prospects. 
| This year, Bunton abandoned this 
\idea to run a 40-page section in 
‘the Louisville Courier-Journal. It 
| was the largest rotogravure section 
/ever published by the paper for a 
|single advertiser. Extra copies of 
| the section are being mailed by the 
/seed company to customers outside 
'the Louisville market. 


|@ The NBC radio and television 
stations in New York have joined 
| with The Playbill, theater program 
| magazine, in a reciprocal promo- 
‘tion. WNBC and WNBT will run 
a series of spots for current stage 
hits. In return, The Playbill will 
‘give the stations a full-page ad 
‘each week. 

| @ Readers of the Jan. 15 Milwau- 
|kee Journal may have thought 
| they were seeing triple. On three 
consecutive pages there were three 
full-color ads which looked identi- 
/cal. Actually, it was a three-prod- 


| 


uct promotion for a “Surprise To- 
mato Soup.” Cooperating adver- 
tisers were H. J. Heinz Co. (the 
soup), Sealtest Dairy (cottage 
cheese and milk) and Robert A. 
Johnston Co. (the crackers). Only 
one part of the black plate, making 
up 35 words, had to be changed in 
each ad. 


e Metropolitan Sunday Newspa- 
pers Inc. has a new presentation 
called “Harvest Time,” a 29-min- 
ute sound film in full color. The 
film points up Metro’s coverage— 
15,000,000 families—and stresses 
the strong impact gained by using 
locally-edited supplements. 


e NBC will offer food stores in 
60 cities a chance to tie in with a 
national TV program by running 
a “Kate Smith Week” promotion 
from Feb. 26 to March 5. 


e Municipal and business leaders 
of St.. Petersburg recently held a 
testimonial dinner for Roy H. 
Thompson, owner of the St. 
Petersburg Independent. During 


the Long Shadow of a man... 


Ow a hot midsummer day, the Midwest 


SuccessFUL FARMING’s founder was the late 


— | 


farmer and his wife haven’t much time for 


i3—— _ strangers. But when they hear 


an » 
i 1 


ass 


“We're from Success ful 
Farming,” their faces 
light up and all work 
comes to a stop. From 
then on, you get lots 
of attention! 


‘THese PEopLe tell you 
anything you want to 
know about themselves, 
even open their account books... try to show 
you farm and house, the new kitchen, the 
barn built from SF plans... ask your opinion 
on everything, want you to stay for dinner, or 
overnight. Getting away becomes a problem. 
Inspecting Midwest farms with SF people, 
visitors remark on the cordial reception, and 
the close relationship of the magazine with 
its readers. But SuccessruL FARMING’s real 
influence is the long shadow of a man... 


Wuen this magazine was started in 1902, 
farms were isolated, sometimes hours away 
from town. The surfaced roads and telephones 
were still to come. 

Farming was a risky business, at the mercy 
of weather, pests, limited markets. Caught 
early in the incessant round of work, farm 
children took whatever schooling the locality 
afforded, tried to leave as they grew older. 

The farmer was a wary individualist who 
relied on his own hard won experience, was 
not cordial to new ideas and methods. 


E. T. Meredith. He had grown up on a farm, 
sympathized with the farmer but resented his 
resistance to change. 

Like many another missionary, he realized 
that the young welcome what the old reject, 
and the child offers the greatest promise of 
progress. He became an ardent sponsor and 
promoter of the 4-H Clubs. 

The 4-H principle is precept by practice, 
learn by doing. The young people compete 
in raising an animal or a small crop, know 
pride of accomplishment, earn cash as well 
as credit for their efforts. 

At first 4-H Club programs were thwarted 
by skeptical or cash-poor parents, unwilling 
or unable to finance the children’s projects. 
The publisher of SuccessruL FARMING was far 
from a wealthy man, yet he offered 4-H Club 
members loans of $5 to $100 on 4-H Club 
projects for six months or a year. By (-> 
1915, he had almost $100,000 ‘Wy 
in cash outstanding and his 4-H 
Club loans had exceeded hundreds 
of thousands! = 

More important, he made 
the rural banker realize that 
a youngster with a 4-H project 
was a good risk for a local bank. 

~ The 4-H Club projects produced better 
crops and prices, persuaded members’ parents 
to adopt new methods, improved strains and 
stock breeds. ‘The Meredith 4-H Club loans 
paid incalculable dividends to both the farmer 
and the country. 

The farmer who welcomes the SuccessFuL 
FARMING representative today is often the 
former 4-H member benefited by a Meredith 
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Advertising Age, February 9, 1953 

November, December and January | of publication. A gain of 79.1% 

Mr. Thompson published free full-| over 1951. 

page ads in 11 of his Canadian 

papers promoting St. Petersburg stand circulation gain of 8.1%. 

as a tourist resort. Steel carried 6,311 ad pages— 
a whopping gain of 904 pages. 

e Year-end reports for 1952 are. 

still coming in fast and heavy. 911,000, a gain of 4.8% and an all- 

Some of the latest: ‘time high. 

Progressive Farmer carried 754,-. The Hartford Times published 
750 lines (1,110 pages), “leading 461,542 classified ads in 1952, “the 
all major farm magazines for the! greatest number of want ads in 
first time in history.” Linage was any one newspaper in the state of 


Cue closed 1952 with a news-) 


up 14.7% for the year. 


Sport, Saga and True Detective, 
Macfadden magazines, had a com-| 


bined linage gain of 61% for the 
last six months of 1952. 

Nation’s Business had a 17% 
linage gain for the year. 

Family Circle carried 792 pages 
in 1952, 104 more than 1951. 

The New Yorker had the best 
year in its history. Ad pages car- 
ried: 3,917, or 300 more than the 


previous year, moving it from fifth | 
to third place in total number of) 


pages among all general magazines. 
Industrial Laboratories ran 1,027 
pages in 1952, its second full year 


| Connecticut.” 


| 


_@ Some reports on 1953 business: 
| The February Popular Mechan- 


|ics has a 40-page automotive sup- | 
| plement and carries 186 ad pages, | 


| 56 more than the previous Febru- 
lary. 

Coronet says advertising is run- 
| ning 111 pages over the 1952 pace. 

WCBS-TV, New York, says it 
booked $630,000 in new business 
and renewals during the first two 
weeks of 1953, a 63% gain over 
| the same two weeks last year. 

The March Woman’s Home Com- 
panion closed with biggest ad rev- 


| 
| 
} 


| 


enue of any March issue in history Bank Ad Awards to Be Given 
—$1,311,533.82 ae? 86 pages. | “Banking’s Forum in Print,” an 

The January Sporting Goods annual competition for the best 
Dealer carries the biggest ad in its bank advertising, will be held at 
history—a 48-page insert from the school of commerce, accounts 
Olin Industries Inc., maker of fire- | and finance of New York Univer- 


Look’s 1952 ad revenue: $20,-| arms, ammunition, cellophane and | Sity, March 17-19. Each entry must | 


cigaret paper. The entire issue ran accompanied by a 100-word 
to 476 pages. | Statement giving the objectives | 


: , and results of the advertising. Ad- | 
The Washington Post published | Gress entries to William R. Kuhns, | 
the biggest January travel section | editor, Banking, 12 E. 36th St. | 


in its history. The section carried New York 16, no later than March 
a record 11,500 ad lines. 12. 


e Better Living reports its April, Names Kennedy Rep 
1953, circulation will hit 2,400,000 Kennedy Co., Philadelphia ra-| 
and boasts that this is the highest dio and television representative, 
circulation ever attained by any has been appointed to handle ra-| 
magazine in the first two years of dio and television programs pack- 
existence. -aged by Sports Features, Phila-_| 

_delphia. Weightman Advertising | 
e American Journal of Nursing Agency handles promotion for 


says its January issue reached an | Sports Features. 


alltime circulation high of 133,776. Ketchum Names Avrigean 
Eli P. Avrigean, formerly v.p. 
Kaiser-Frazer Names Agency lot J. M. Marsh Advertising y Poe 
West-Marquis, Los Angeles, has| cy, Marion, O., has joined Ketch- 
been appointed to handle West!um, MacLeod & Grove, Pittsburgh 
Coast advertising for Kaiser-| agency, as an advertising account 
Frazer Sales Corp. | executive. 


loan. He trusts the publication whose publisher 


once trusted him. 

His trust gives SuCCE 
more interest, its adver 
a potent plus no other 


in a plus market too many advertisers have 


still to discover. 


SuccEssFUL FARMING now serves, as it has 


for fifty years, the natio 


concentrated in the fifteen Heart states which 
Nature favored with the best soil, a temperate 
climate and long growing season. 
The Heart state farmers produce 


two-thirds of the coun 
earn more than half tl 


cash farm income. They have larger 
individual investments in land and 


Successful F arming 


the nation’s best farm families, concentrated in the fifteen agricultural Heart states 


where farmers mean big business! ... Get all the facts at any SF office. 
Meredith Publishing Company, Des Moines... New York, Chicago, Cleveland, Detroit, Atlanta, San Francisco, Los Angeles 
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buildings, own more and better livestock, use 


more machinery and powered tools... than 


SSFUL FARMING’S pages 
tisers more results... 
magazine can claim, 


farmers elsewhere. And they get higher yields 
and higher profits. 

The average annual farm cash income of 
the SF subscriber is in excess of $10,000—or 


60‘; above the national farm average. 


n’s best farm families, 


try’s food, 
1¢ national 


Any NATIONAL advertising schedule which 
ignores this new bloc of wealth and income is 
not properly balanced with national market 
potential. And general media merely fringe... 


do not penetrate Heart states farm 
families! This single magazine 
delivers the most of the best farm 


... service medium to 


Here’s one that will give you 
that pleasant feeling! Pontiac 
has six services under one roof 
that function as a source for 
ideas; photography; the proper 
art medium; outstanding 
typography and the necessary 
photoengravings and 
electrotypes of true quality. 
YOU can buy one or all and 
benefit from our 41 years 

of experience. 


Write or call and let us 
tell you more. 


UNIFIED 
SERVICES 


COLOR PROCESS 
ART WORK 
TYPOGRAPHY 
ENGRAVINGS 
PHOTOGRAPHY 
ELECTROTYPING 


P 


ONTIAC 
Cngraving & 
Clectrotype Co 


812 WEST VAN BUREN ST. 
CHICAGO 7, ILLINOIS 
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Favre to Schaefer Studios 


Frederic C. Favre, formerly as- 
sistant sales promotion manager 
for Allen B. DuMont Laboratories’ 
television receiver division, has 
joined Rudolph Schaefer Studios, 
New York, advertising art and 
sales promotion service, as sales 
and advertising manager. 


Names Troxell Advertising 


Mahdeen Co., Nacogdoches, Tex., 
has appointed Troxell Advertising, 
Houston, to handle advertising and 
promotion of its hair tonic, sham- 
poo and the new Mahdeen hair 
cream. Previously, the account was 
handled by the Dallas office of 
Grant Advertising. 


: THE QUAD-CITY MARKET 4 


consists of 4 cities in 2 states 
t on the Mississippi River | 


ROCK ISL 


MOLINE — 


SaaS ewer punt eis 


rnd 
National Representative 


Advertising Age, February 9, 1953 


Western European GovernmentstoSpend | 


Only About $1,000.000 


(Continued from Page 1) 


are essentially tourist-class ships, 


but that “what you get for a $165 
passage is out of this world.” 
While American travel to Eu- 
rope (for pleasure, business, study, 
government and diplomatic pur- 
poses) has been going up and up, 
the advertising budgets of all Eu- 
ropean countries have not regis- 
tered comparable increases. 


= The travel society estimated 
that the governments of western 
Europe spent about $1,000,000 on 
travel advertising and promotion 
in 1952. During the same 12 
months European carriers were 
spending about $2,000,000. ASTA 
compared these figures and simi- 
larly small appropriations by other 


resort areas with the budgets of) 


the U. S. airline industry (over 
$30,000,000 in 1952), railroads 
($25,000,000), Florida ($1,200,000) 


,and California (about the same as 


| Florida’s). 


to Lure Travelers 


“If foreign travel advertising,” 
it commented, “were based on 3% 
of gross income—a normal ex- 
-penditure by U.S. promotion! 
standards—promotion by foreign 
travel interests in this country 
should be running at the rate of 
$30,000,000 a year.” | 


a While most European govern- 
ments have left their 1953 travel 
appropriations at last year’s level, 
Ireland has boosted its budget 
about 20% over the $100,000 it 
spent in 1952, the first year Eire 
‘did any advertising. France, the 
No. 1 attraction for Americans last 
year, has a $350,000 budget—the 
same figure as in 1952. Italy will 
spend $110,000. 

Most European governments, 21 
_to be exact, are members of the 
_European Travel Commission, New 
| York, which began operations in 
'1949 to lure Americans abroad. 


Good Housekeeping 
is again 

the merchandising 
choice of 

advertisers 
and retailers 


In 1952 GOOD HOUSEKEEPING advertisers bought 21,000,000* 


merchandising aids—an increase of 16% or nearly 3,000,000 units over 


1951. It is clear all over again that— 


GOOD HOUSEKEEPING is the merchandising magazine of the 


year... and every year. 


GOOD HOUSEKEEPING is also the firsts MERCHANDISING CHOICE 


OF RETAILERS. 


January through November, according to the A.C.B., retailers bought 
37,499,132 lines of newspaper advertising to tie-in with 
GOOD HOUSEKEEPING—18,475,414 lines more than the second 


magazine can claim. 


MORE and MORE, advertisers and their dealers recognize the sales impact 
of GOOD HOUSEKEEPING and its money-back Guaranty. 


*Apparently second to GOOD HOUSEKEEPING was a large 
weekly with a reported sale of over 19,000,000. 


GOOD HOUSEKEEPING 


Jee, 


THE HOMEMAKERS’ BUREAU OF STANDARDS -9;971,000- 
57th Street at 8th Ave., New York 19,N.Y. 


Member countries range from Ice- 
land in the north through western 
Germany, to Greece and Turkey 
in the south. 

ETC has a cooperative adver- 
tising budget which has been rel- 
atively constant since the group 
was formed. Closest estimates peg 
the figure at $150,000 a year. Re- 
strictions on funds would seem 
to account for the stability of the 
appropriation. As a matter of fact, 


'it appears that the shortage of dol- 


lars is the reason why foreign 
governments have been reluctant 
to make large investments in trav- 
el advertising and promotion. 


s ETC’s ads run mostly in news- 
papers, to get concentration in the 
medium with most mass appeal. 
Class magazines aren’t used, as it 
is felt they reach a segment of the 
American population which ordi- 
narily travels abroad without 
much promotional provocation. 
Britain, which this year has a 
“natural” in the coronation, is 
plugging the event in magazines, 
newspapers, special supplements 
and roto sections. But not even the 
elevation of a new Queen is 
enough to spur the British Travel 
Office, a non-official department 


‘of the government, to spend more 


10,650,000 


readership 


|this year on promotion. The 1952 


budget figure is in effect this year. 

While most Continental coun- 
tries have no tie-in with Britain 
on the coronation bait, nearly all 
of them are trading in on the trav- 


| el-awareness being created by the 
| English celebration. 


# Switzerland is looking for a 
record influx of American tourists, 
although 1952 was a pace-setting 
year. The Swiss ad budget, while 
not yet appropriated by the gov- 
ernment, is expected to be higher 
than last year’s. The small coun- 
try spent 60% of last year’s money 
in magazines, and 40% in news- 
papers. The same ratio is expected 
for 1953. The magazine ads are 
aimed at inereasing the number of 
“thrift-season” (off-season) visi- 
tors. Newspapers are used mainly 
to attract Americans during the 
regular season. 

France is tying in with the coro- 
nation and is urging visitors to go 
there before, during or after the 
Westminster Abbey wing-ding. 


s A growing trend in French pro- 
motion is a pitch to visitors to 
travel in the “thrift-season.” Ads 


are also directing tourists to visit — 


less publicized or remote areas of 
the country. Seems Americans 
have to figure on spending $30 a 
day in gay Paree, while the tab 
in the “still charming” hinterlands 
is only half that figure. 

Unlike most European nations, 
Eire places the bulk of its adver- 
tising in U. S. newspapers pub- 
lished in traditionally Irish cen- 
ters. These include Boston, Phila- 
delphia, New York and Chicago. 
While perhaps 25,000 Americans 
visited the “auld sod” in 1952, a 
sharp increase is anticipated this 
year as a result of a national festi- 
val (“Ireland at Home’’), the boost 
in the ad budget, and a “slop- 
over” from the coronation next 
door. 


s Much of the U.S.-to-Europe 
traffic is funneled through travel 
agents—and there are about 2,000 
of them who can boast various 
“conference appointments.” These 
give them authorization to sell 
tickets. Agents are thus recog- 
nized by the Trans-Atlantic Con- 
ference, Western Hemisphere Con- 
ference, Trans-Pacific Conference, 
Air Traffic Conference, and the 
International Air Transport Assn. 
In addition to these, an agent must 
have an “appointment” from the 
ship or plane line for which he 
wants to sell space. 

Commissions for services vary. 
But agents generally figure on 
these: for transatlantic service, 
6%; cruises, 10%; domestic air, 
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|80% of its budget is going into, April through July. Aside from the 
| b&w pages in magazines, with a Scandinavian language press, it 
possibility of some color ads. Pre- ‘does practically no consumer ad- 
ferred position newspaper adver-|vertising except for special pro- 
tising, about 150-line space, will motions. It operates on a budget 
F | run in nine or ten key cities. |geared to specific needs as they 


arise. Last year it spent about 
's The Holland-America Line, $59,000. 


|which prides itself on being the| The company expects to launch 
first transatlantic company to 4 new cruise ship by the end of 
build all-tourist-class ships, spends the year. For this a big advertis- 
about two-thirds of its budget in ing and publicity splash is planned, 
newspapers, with the remainder Probably breaking over the sum- 
going into magazines. The same ™€r. 

| . : 

fractional page, light-type ad goes 

‘into both media. Holland-America Wilson Joins Leo Burnett 

| will not talk about its budget but Robert G. Wilson has joined Leo 
Publishers Information Bureau re- Burnett Co., Chicago, as v.p. and 
ports 1952 expenditures, through directing head of one of the agen- 
‘November, at $62,400. No news- | Cy’s creative divisions. He comes 
paper figures are available beyond ‘© Burnett from New York, where 


" / he was a member of the executive 
| 1951, for which the Bureau of Ad-| marketing committee of Ruthrauff 
a | vertising estimates an expendi- ¢ Ryan, dealing with special cre- 
ture of $158,445. ative problems. 
DISPLAY-SHIPPER—This shipping box which} American Export Lines Inc. and | 


can be converted into a display rack was|the Italian Lines have not yet. Turow & Robbins Agency Bows 


designed for Bantam Books by Container finalized their 1953 budgets. 
Corp. of Americo. 


. : " Turow & Robbins, a new agency, 
Swedish America Line has two | has been opened at 411 Park Ave. 


ships on the transatlantic run,| Baltimore. The principals are 
5%; international air, 7.5%; all- and both are booked solid from | Earle Turow and Bob Robbins. 
inclusive air tours, 10%; hotel ac- 


| ‘Chicago Tribune’ Will 
| Measure Classified Ads 


The Chicago Tribune has begun 
a new service for Chicago news- 
papers measuring classified adver- 
tising linage. The Tribune’s service 
replaces that which has been drop- 
ped by Media Records Inc., report- 
edly because it was unprofitable. 


vided in Chicago only. It will con- 
tinue its gross linage measure- 
ments in major metropolitan areas 
throughout the country, however. 
| The Tribune’s service will be 
weekly, monthly, quarterly, nine- 
monthly and yearly. So far, the 
Chicago Sun-Times and Herald- 
American have subscribed to the 
service. They were both subscrib- 
ers to the Media Records service 


taking it over from Advertising 
Records Co., founded by Mrs. Mary 
B. Kuderling, a former Tribune 
| employe, in 1909. 


Sichel to Fien & Schwerin 

L. Sichel and Sons, Philadelphia 
bedding manufacturer, has ap- 
|pointed Fien & Schwerin, Phil- 
|adelphia, to direct its advertising. 


MR’s daily count service was pro- | 


as well as the Tribune. Media Re-| 
cords began the service in 1930,) 


McCann-Erickson Boosts 2 


Alfred J. Roby Jr. and Wells W. 
Spence have been named v.p.s of 
McCann-Erickson, New York. Mr. 
Roby and Mr. Spence are both ac- 
count executives in the New York 
| office. 


Rystan Co. Promotes Ireland 

Frank Ireland, production man- 
ager of Rystan Co., Mt. Vernon, 
N. Y., manufacturer of Chloresium 
toothpaste, has been promoted to 
v.p. in charge of sales. 


DERUS ASSOCIATES 


The Leader in Rapid Production 
and Effective Distribution of 
Radio Releases and News Mats 


Home Office 
420 N. MICHIGAN 
CHICAGO 11 
Phone SUperior 7-4360 


comodations, 10%; rail travel 
tours, 10%. 


= As for ad budgets of airlines 
and steamship companies run-| 
ning between the U. S. and Euro-| 
pean points, a check by AA shows 
the fly-boys are more close- 
mouthed than their rivals. 

KLM Royal Dutch Airlines 
would only say that it’s thinking | 
in terms of a 20% hike over last | 
year’s unnamed appropriation. | 
KLM spends 90% of its money in| 
newspapers. 

Cunard Steamship Co. Ltd.' 
came right out and said it spent, 
about $300,000 in magazines and 
some $200,000 in newspapers last 
| year. These figures do not take in- 
to account money spent on cruise 
” advertising. This year’s budget “is 
about the same as last year.” 
The French Line—which spent 
about $200,000 last year—will put 
* out approximately that much in 
1953 on four-color magazine pages 
exclusively. 
U. S. Lines Co. can’t fill all the 
requests for summer tourist trav-_ 
el. Generally, the objective of its 
advertising program, which costs 
about $500,000, is to get first-class 
business, especially for out-of- 
season travel. Between 70% and 


| 


| 


American Aviation 
nearly do 


ATTENTION 
ADVERTISERS! 


| 
Add to the quality of 


as the world enters the 50th year of flight 


your car cards, 
bus cards, calendars, 
price cards and 
point-of-sale displays 
by specifying 
FALPACO 
COATED BLANKS 


on your next job. 


_ FALULAH 


PAPER COMPANY 


NEW YORK OFFICE « 500 FIFTH AVENUE 
NEW YORK 18, N.Y. 
MILLS — FITCHBURG, MASS. 


— 


As the growing Aviation industry has shrunk the world in 
50 years to 5% of its size, American Aviation has all but 
doubled its circulation in this rapidly expanding business 
in a single year. 

American Aviation not only emerges dominant in air 
transportation, but covers the manufacturing field so com- 
pletely, that it is the No. 1 buy in the over all aviation 
market today. 


Wayne W. Parrish, Editor and Publisher 


Coming April 27 


Aymerican:=: 
Annual Air Transport ae? - ~ me a 
Progress Issue A a viation iy : 


Dir 
@ Doily 
Tro 
Standard Statistical Reference as 1025 Vermont Ave., N.W., Washington 5, D. C. 


of the Industry for the year. Advertising Offices: LaGuardia Airport, New York City 
Phone: ILlinois 7-4100 


News 
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The first need is for an 


opportunity to advance. 


licity experience. 


PUBLICITY MANAGER 


One of Boston’s leading agencies (A.A.A.A. 
member) is rebuilding its publicity department. 


manager (man or woman). 


Must have successful publicity experience, ex- 
ceptional and proven ability to create, execute and 
produce publicity promotions. Must be facile writer 
and able to manage a staff of four or more persons. 


Submit photo and complete résumé. Do not apply 
unless you have had extensive and appropriate pub- 


Box 398, Advertising Age 
801 Second Ave., New York 17, N. Y. 


able publicity department 
Excellent salary and 


Information for Advertisers 


No. 4568. Easily-Applied P-O-P 
Material. 


Making the point that dealers’ 
windows, doors, glass show cases, 
refrigerator windows, mirrors, 
etc., are valuable display space, 
International Transparency Co. of- 
fers a new catalog sheet illustrat- 
ing and describing its “Quick 
Stick” transparencies which are 
especially created for quick and 
permanent application to glass. 
These transparencies can be fur- 


nished in any shape or color com- | 
bination, from simple art to intri-| 
cate halftone work, and can be ap- | 


plied by the salesman—the only 
tool needed being a squeegee. 


No. 4573. Study of Rural Automo- 
tive and Tractor Picture. 


Capper Publications offers the 
results of a recent survey among 
Kansas and Missouri farmers re- 
specting ownership of automobiles, 
trucks, tractors, and other internal 
combustion engines, plus data on 
buying habits and preferences in 
motor oil, gasoline, grease, and 
special winter protection. Some in- 
teresting facts on brand loyalties 
are revealed. 


No. 4574. Sales Potentials in West- 
ern South Dakota. 


“1953 Business Survey and Mar- 
ket Guide” is a new book offered 
by the Rapid City Daily Journal 
detailing the speedy growth of the 
community in the last few years, 
the above-average buying power 
per family, the impact of tourist 
traffic and heavy Air Force pay- 
roll on sales potentials, and the 
important industrial developments 
in the area, Present estimated pop- 
ulation is over 32,000—up 7,000 
from the 1950 census. 


No. 4575. Milk’s Place in the Na- 
tional Economy. 
The Milk Dealer offers a new 
booklet, “Milk Facts,” compiled by 


|the Milk Industries Foundation, 
| covering cattle on farms, value of 
|milk cows, milk production by 
states, leading counties in value of 
| dairy products sold, cash farm in- 
|come from major farm products 
and from milk, butter and cheese 
| production by states, ice cream 
| production, how the nation’s milk 
supply is used, how the milk dis- 
_ tributor’s dollar is spent, and much 
/ more. 


No. 4571. National Analysis and 
Control of Local Newspaper 
| Advertising. 

_ “Newspaper Research Services” 
/is a new book offered by the Ad- 
_vertising Checking Bureau, which 
|provides a national breakdown 
giving the number and dollar vol- 
/ume of all kinds of retail stores by 
| geographic divisions and by states, 
ja list of all daily and Sunday 
newspapers in the U.S., and a full 
| description of the Bureau’s serv- 
ices in providing national adver- 
|tisers with tearsheets which en- 
able them to review and control 
| their cooperative advertising, keep 
| tabs on competitive advertising, 


etc. 
} 


No. 4572. Big Test Market in Cen- 
tral Ohio. 


| From the Columbus Dispatch 
‘comes a new folder, “America’s 
| Test Market,” showing how Co- 
_lumbus, with a population of 420,- 
| 000 and located 100 miles distant 
\from any larger city, is an ideal 
test market. Quick facts are given 
/on population, isolation, diversifi- 
| cation, income, stability, transpor- 
tation, and distribution facilities, 
as well as details of the newspa- 
per’s various merchandising aids 
and services. Results of tests in 
Columbus may be finally checked 
through the Burgoyne Grocery 
and Drug Index service. 


Note: Inquiries for the items listed above will not be serviced beyond March 23. 


USE COUPON TO OBTAIN INFORMATION ; 


—please print or type) 


Readers Service Dept., Apvertrstnc Acr 
200 E. Illinois St., Chicago 11, Ml. 


Please send me the following (insert number of each item wanted 


Rates: $1.00 per line, minimum charge 


HELP WANTED | 


THE ADVERTISING MARKETPLACE 


lines (maximum—two) 30 letters and spaces -per line; upper & lower case 40 
per line. Add two lines for, box number. Deadline Wednesday noon 12 days 
preceding publication date. Display classified takes card rate of $12.75 per 
column inch. Regular card discounts, size and frequency, apply on display. 


Advertising Age, February 9, 1953 


$4.00. Cash with order. Figure all cap 


HELP WANTED 


Wanted - Advertising Manager | 
With experience advertising electrical and | 
| electronic components to industrial firms | 
and parts distributors. Opening new ad- 
vertising department and manager must 
build an organization to cover publication | 
space, catalogs and supplementary sheets, 
engineering and sales bulletins and in-| 
dustrial exhibits. Must live in Princeton, | 
Indiana. Our business is electrical and 
electronic relays. Write qualifications and 
salary desired. R. T. Brengle, Potter & 
Brumfield, Princeton, Indiana. 

ADVERTISING & PUBLISHING 

FOR ALL TYPES OF POSITIONS 

GEORGE WILLIAMS-PLACEMENTS 
209 S. State St. Ha 17-2063 Chicago 
ADVERTISING MANAGER 

Are you an experienced executive 40 to 
45 years old who has had actual sales ex- 
perience in addition to advertising? If 
you have the education and _ business 
background to meet these requirements, 
we have a permanent and very worth- 
while future for you in our organization. | 
Additional qualifications might include 
copywriting or rough layout experience, 
industrial advertising, direct mail, publi- 
city. This is a job for a man of mature 
experience who wants to grow. A job for 
a competent advertising man who has also 
had actual sales experience. Reply by 
letter only direct to Neligh C. Coates, 
President, Clipper Manufacturing Com- 
pany, 2800 Warwick Boulevard, Kansas 
City, Mo. 
ADVERTISING AND PROM. DIRECTOR 
Foremost food processor requires man 
with creative ability to run one-man de- 
partment. Will become part of executive ! 
group, and will exchange promotion ideas 
with sales executives. Has sole responsi- 
bility for integrating programs and plan- 
ning and distributing advertising materi- 
als. Should have experience—and be com- | 
petent—in lay-out and copy. Production 
background helpful but not essential. Ex- 
cellent starting salary and unusual op- 
portunity for growth. Give full back- | 
ground including experience and salary 
required. 

Box 5545, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Il. 


FIELD EDITOR—EMPLOYES MAG. } 
Pub. bi-monthly by leading coal co.—in-_ 
cluding photos. Locate So. Illinois. Prefer 
military experience, and newspaper or 
public relations background. Age 25-35. 
Salary plus expenses. Car and camera 
furnished. Supply resume of education, 
experience, past earnings, snapshot. 

Box 5546, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill. 


ASSISTANT EDITOR 
For growing trade paper in automotive 
field; lifetime opportunity for experi- 
enced, ambitious man; Chicago location. 
Write, Box 5547, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Il. 


COMPETENT COMMERCIAL ARTIST 
with managerial ability, man or woman. 
New, highly profitable art service offers 
40% of profits. Must be willing move 
Southwest Missouri. Able weather 3 
months financially. Tests prove rewards 
beyond expectations after initial period. 
Write, Box 5548, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill. 
ALERT YOUNG MAN 
If you are 25 or 30, willing to learn ad- 
vertising space selling for leading busi- 
ness publication, contact us. Fine future 
for neat, aggressive, energetic man with 
car. Chicago, some travelling. Call Dear- 
born 2-2628 for appointment. 
Help Wanted 

Advertising Manager. Handle planning, 
copy, and production of catalogues, cir- 
culars, promotion material. Must have 
some musical instrument knowledge. 
Write H. & A. Selmer inc., Elkhart, In- 
diana. 


FRED J. MASTERSON 
ADVERTISING - PUBLISHING 


PERSONNEL 
All types of positions for men and women. 
185 N. Wabash Fr 2-0115 Chicago 


| vertisng man with 


| vertising division. Opportunity to share 
| in profits 


| earn 
| Money 
| more 


MARKETING MAN, INDUSTRIAL 
Progressive eastern Pennsylvania steel | 
producer and industrial equipment manu- | 
facturer wants a young man with the) 
unusual combination of marketing or | 
promotional experience and engineering | 
background to fill a vital need in an) 
aggressive marketing organization. This | 
man will work with trade associations, | 
distribution groups and top brass in 
customer organizations in the marketing | 
of our own and our customers’ products 
and services. He will develop knowledge | 
about distribution channels, establish the 
adaptability of our products and serv- 
ices to various markets, understand the | 
functional and technical requirements of 
different industries in which we and 
our customers are interested. He will 
develop basic sales tools, formulate pro- 
motional policies and merchandise our 
advertising program to customers and 
others. The ability to meet people, to 
extract information as well as give it, 
is essential. This is not a market re- 
search position. If you’re a promotional- 
ly minded engineer, or an engineering- 
minded marketing man, please write us, 
stating your qualifications and _ salary 
desired. Our staff knows of this ad. 

Box 5538, ADVERTISING AGE, 

801 Second Ave., New York 17, N. Y. 


Opportunity for Industrial Advertising 
Man or Agency 
If you have decided that now is the 
time to use your abilities to greater ad- 
vantage, then this opportunity may be 
for you. A medium-sized and growing 
advertising agency with its main office 
in Northeastern Ohio is seeking an ad- 
industrial accounts 
or man heading small industrial adver- 
tising agency to handle its industrial ad- 


and management. Write 
Box 5558, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Il. 


BARNARD 
A service for employers and applicants 
in the fields of advertising and publishing. 
Office and Professional. 
CEntral 6-3178 176 W. Adams Street 


POSITIONS WANTED 


COPYWRITER-DIRECTOR whose experi- 
ence includes 3 of the top 10 agencies, 
wants creative job that calls for more 
than stereotyped 1929 advertising. If 
you're going places, you have a_ spot 
where I can take hold and more than 
my keep from the day I start. 
is important, but importance is 
important than money. If that 
translates into good sense, I'd like to take 
it from there with you. My employer does 
not know of this ad. 

Box 5550, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill. 


COPY THAT SELLS—Versatile copywrit- 
er in leading org. des. pos. in Chicago 
agency. 3 successful yrs. copy, layout 
& prod. 30, mar., Coll. grad., grad. work. 
Exceptional background. Min. $100. 

Box 5551, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill. 


TOP CREATIVE TYPE AVAILABLE 
Quiet team man, not charm boy, age 38. 
Experience ranging from hard sell and 
bright gimmicks to highly dignified in- 
tangibles. Created and directed production 
of industrial films, TV spot campaigns, 
full-scale promotions. Strong on sales 
training, product research, key ideas. 

Box 5537, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill. 


general advertising art service is 


confidential. 


Advertising Art Acc't Execs 


Sales Expansion Program 


Exceptionally progressive modern art studio offering a complete 


has openings for two account executives. Must be at present 
actively engaged in selling; highest personal qualifications; pref- 
erably familiar with greater Chicago area. Finest commission 
arrangements plus liberal expense allowance. Please submit com- 
plete personal and business résumé; information will be kept 


Inquiries re: out of state territory representation are invited. 


Box 393, Advertising Age 
200 E. Illinois St. 


expanding its sales department, 


, Chicago 11, Ill. 


NEED A SECOND COPY TEAM? 


Three mail order, catalog copywriters 
want after hours work. We'll write 
your copy . . . ready for type... 
and do it fast! No job too small. Sat- 
isfaction guaranteed or your money 
back. 
Box 397, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


SYMBOLS THAT SELL 
Trade Marks - Trade Figures 


Created by 
GUSTAV JENSSEN 


| Background 


P.O. Box 8005 Tampa, Florida 


COPYWRITERS 


I have openings for two writers with ethical, 
medical, pharmaceutical backgrounds. For ethi- 
cal ad agency, Chicago. $9,000. For drug manu- 
facturer Chicago area $10,000. 


DOUG SMITH, INC. 

Personnel Consultant to Advertising 
and the Graphic Arts 

333 No. Michigan Ave., Chicago 1, Illinois | 


Copywriters — ee 
-. Production men 
and Artists 


~..  Sontact i 
_. mary campbell agency 


165 West 46th St, NYC. . JUdson 6-5371 


POSITIONS WANTED 


COPY CHIEF-FASHION COORDINATOR 
seeks change, preferably Boston or New 
York. 10 years with top Department 
Stores, Fabric Manufacturer: now with 
Agency. Fresh, persuasive selling copy. 
includes directing shows, 
commentating, photography supervision. 
Proven ability to create successful pro- 


motions. 


Box 5552, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill. 


AVAILABLE - MARCH ist 

Consumer magazine space salesman 5 
years. (2% years present company). 4 
years’ previous newspaper advertising. 
Good, proven record. 

On present big women’s service maga- 
zine have gained thorough knowledge 
copy, acceptability and standards vari- 
ous types products, sales, marketing prob- 
lems. 

Know that because of experience, abili- 
ty & willingness can perform creditably 
for medium-sized Chicago Agency as ac- 
count executive. Salary must equal past 
year’s earnings. Age 34, married, one child. 

Box 5553, ADVERTISING AGE, 
200 E. Lllinois St., Chicago 11, Ill. 
PR OR COPY 
Young man (29) with thorough grasp of 


| publicity and public relations and ability 


to write selling copy wants PR or Copy 
job with solid future. Background in- 
cludes; Currently, PR Director for top 
aviation organization; Photographer and 
feature writer for eastern trade maga- 
zines; Editor of fraternal organization 
magazine; Radio news editor. All reason- 
able offers considered. 

Box 5554, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill. 


CREATIVE COPYWRITER 
3% yrs. writing retail, nat’l & catalog 
copy. Plus production know-how and 
ability to do “roughs.” Age 28, Univ. 
grad., now employed. Want opportunity 
to do a top-notch job for agency, manu- 
facturer or retail store. Chicago area. 
Box 5555, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill. 


TOP-FLIGHT PROSPECT 
FOR YOUR WASHINGTON OFFICE 

Newspaper executive, former Washington 
correspondent and radio executive, 15 
years in Washington, desires position with 
corporation maintaining Washington of- 
fice. Knows way around town. Capable of 
planning public relations or ad campaigns 
for all media. Also knows principles of 
sales management and market research. 
Can write and talk. Law degree. Navy 
staff officer 3 amphib. landings World 
War II. Member National Press Club, Ad 
Club and Bd. of Trade. 

Box 5556, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Il. 


ART DIRECTOR—Shopping for perma- 
nent berth with progressive New England 
or Upper State New York ad agency or 
art studio. Now handling creative layout 
and illustrative directorship for $2,000,000 
plus Midwest Ad Agency. $8,500 plus 
transportation. Write for prospectus and 
samples. 

Box 5557, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill. 


BUSINESS OPPORTUNITIES 


Advertising Agency with billing in excess 
of $400,000 interested in merger of suit- 
able working arrangement for service of 
accounts. If interested write in confidence. 
BOX 1019, 1474 Broadway, N. Y 


OFFICE EXPENSES TOO HIGH? 
Share office and_ secretarial service. 
Choice location. 

Box 5549, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill. 


MISCELLANEOUS 


CANADA’S BEST MAILING LIST 
200,000 live names on Elliott stencils. 
Call your list broker - TO-DAY 
or Tobe’s - Niagara on the Lake, Canada 
WANTED 
RCA HIGH FIDELITY TRANSCRIPTION 
table, or other quality make. Sonic Film 
Recording, 548 Lake Shore Drive, Chicago. 


COPY-CONTACT EXEC 


available 

Five years as agency copywriter, 11 as ad 
manager. Industrials, foods, institutions. 
Highly prolific. Develops ad themes and 
sales plans. Persuasive in contact. Handled 
10-man staff. Travelled widely in sales 
promotion. Age 42. College grad. About 
$10,000. Box 394, Advertising Age, 200 East 
Illinois St., Chicago 11, Il. 


ARE } You A BUDDING 


ART DIRECTOR 
WHO IS ABOUT TO ARRIVE? 


Somewhere in Chicago is a man who 
has schooled himself for the great op- 
portunity—someday! His imagination 
flows freely into all media, from ads 
this size to 4-color stuff in national 
publications and sales promotion pieces. 
He can render comps of a bulldozer 
or an exuberant female. He knows 
enough about various techniques to 
buy (not do) finished art which fulfills 
his ambitions for his layouts. He must 
keep three people (now here) sharp 
on design and typography and super- 
vise their production. Salary not colos- 
sal at start but will grow as rapidly as 
he is able to justify his status as “key” 
man. Principals of this new, growing 
advertising agency with respected na- 
tional accounts will give him all the 
rope he can take. If you have the 
experience and confidence in yourself 
to take on this responsibility and a 
challenging future, write and tell us 
why this shoe fits. Box 395, Advertis- 
ing Age, 200 E. Illinois St., Chicago 
11, Til. 


PRINTING SALESMAN 


Experienced letterpress and rotogravure 
salesman wishes to be Chicago area 
representative for out-of-town commercial 
or publication printer. Best references. 
BOX 3%, ADVERTISING AGE 
200 E. Illinois St., Chicago II, Ill. 
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Hanes Plans Big 
Consumer Campaign 


WINSTON-SALEM, Feb. 5—P. H. 
Hanes Knitting Co. is planning 
what it terms the “biggest con- 
sumer advertising campaign in the 
underwear field” in 1953. 

Full-color pages and hali-page 
and two-thirds page bleed ads in 
two colors are slated for Country 
Gentleman, Farm Journal, Good 
Housekeeping, Life, Look, My 
Baby, Parents’ Magazine, Path- 
finder, Progressive Farmer, The 
Saturday Evening Post and To- 
day’s Woman. 

Hanes underwear, sportswear 
and sleepwear will be featured in 
the campaign, with the theme: “To 
get more than you bargained for 
...be sure the name’s Hanes.” 

A complete program of selling 
aids has also been developed to 
tie in with the campaign. This in- 
cludes display cases, window and 
counter cards, reprints of ads, dis- 
play forms, radio and TV commer- 
cials, mailers and stuffers, related 
product promotions and mats. 

N. W. Ayer & Son, Philadelphia, 
is the agency. 


Lincoln Boosts Ad Budget 
Lincoln Metal Products Corp., 
New York, has allocated more than 
$100,000 to advertising and pro- 
moting its new chrome line of 
canisters, bread boxes, step-on 
wastecans and other metal prod- 
ucts. Ray-Hirsch Co. is the agency. 


Berrien Joins Picard as A.E. 
Frank W. Berrien, former!y with | 
Ruthrauff & Ryan and Hewitt, | 
Ogilvy, Benson & Mather, has} 
joined Picard Advertising Co., New | 
York, as account executive. 


It's smart to buy wholesale .. . 

Use all; use part . . . retail excess. 
MURRAY HILL SECTION, 5-story with 
basement, elevator bidg.—25x100— 
First floor AIR CONDITIONED. Should 
interest: ADV. AGENCY, Bank, Bidg. & } 
Loan, Stock Broker, New Car Agency. . } 
Walk G C & Penn Stations; Airline 


struction—Short jump Queens & 

Midtown Tunnels. Short bus or cab 

ride 8 Ave. Bus Term. Long net lease 

available: option purchase considered, 
ROBERT C. NORMAN, Jr., 

220 W. 42 St., N. ¥. C. 36. WI 7-9130 


—_— live 


ARTIST 


Business growth offers good 
opportunity for young creative 
artist with demonstrated ca- 
pacity for quick visuals, sound 
Limited finished art. 
Good starting salary. Medium- 


comps. 


sized agency, diversified ac- 


counts. Splendid working con- 


Term.—present one & one under con- } 


CASTING AROUND FOR VALUE? 4... 


<n one 
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ett. tit 
O° pom ergmenes beer 


papeee HANES 


* Ueercwner qrortemEe ster omen: 


Co., Winston-Salem, will run magazine 

ads like this in ‘53 for its underwear. Slo- 

gan will be: “To get more than you bar- 

gained for...be sure the name’s Hanes.” 
N. W. Ayer & Son is the agency. 


Levy Heads KLX 

Milton L. Levy, formerly adver- 
tising and sales manager of KBKR, 
Baker, Ore., has been appointed 
manager of KLX, Oakland, Cal., 
succeeding Glenn Shaw. 


Cecil Handles Marlboro 
Cecil & Presbrey, New York, 


handles Marlboro cigaret adver-| 


‘Westinghouse Plans 


Super ‘Post’-CBS 
Drive in March | 


| 


MANSFIELD, O., Feb. 3—Westing- 
house Electric Corp.'s electric ap-| 
pliance division will introduce its 
1953 line to the public in the first. 
week of March. And if there’s a) 
consumer that doesn’t hear about it, | 
it won’t be because Westinghouse | 
didn’t try. 

J. R. Clemens, Westinghouse ap- 
pliance division advertising man- | 
ager, says the introduction will 
take place as follows: 

1. Via nine consecutive full-col- 
or pages in the March 7 issue of 
The Saturday Evening Post. 

2. By Betty Furness on the) 
| “Westinghouse Studio One” tele- 
vision program over CBS March 2. | 
| 3. On a new half-hour audience | 
| participation television program, | 
“Freedom Rings,” which starts 
_over CBS March 3 and March 5. 
| 4. By 1,000-line newspaper ads) 
with dealer listings in key cities | 


"THE NAME’S HANES—P. H. Hanes Knitting Ot covered by “Freedom Rings.” | 


5. On the “Meet Betty Furness” | 
television show over CBS March 
6. 


'@# Mr. Clemens says the Post in- 
'sertion “is the first time in 25 
|years The Saturday Evening Post 
has featured such a heavy concen- 


the first by an appliance manufac- 
turer.” 

The insertions will show the di- 
vision’s entire line, ranging from 
electronic eye ranges, through 
freezers, refrigerators, dishwash- 
ers, laundry equipment and house- 
wares. The last two pages will 
show the Westinghouse television 
line. 

Reprints of the insertion, which 
will include how-to-do-it articles 
prepared by the Westinghouse 


Home Economics Institute, will be | 


available for distributors. 


The new “Freedom Rings” tele- | 
vision program, on Tuesday and. 


Thursday afternoons, is 
around a telephone quiz, with 
Westinghouse major appliances as 
prizes. Also to be advertised on the 
March 6 “Meet Betty Furness” 
television program are electric 
housewares, fans, vacuum cleaners 
and electric bed coverings. 

The advertising agency for the 
appliance division is Fuiler & 
Smith & Ross, Cleveland. 


Willard Promotes Maddox 


Robert S. Maddox, with the com- 
pany since June, 1950, has been 
promoted to advertising service 
manager of Willard Storage Bat- 
tery Co., Cleveland. 


Mittelhauser Named A.E. 

A. J. Mittelhauser, formerly 
head of A. J. Mittelhauser Asso- 
ciates, Cincinnati, has been named 


| tration of advertising by one ad-| an account executive with Ketch- 
|vertiser in a single issue and is| um, MacLeod & Grove, Pittsburgh. 
} 


} 


built) 


BUSINESS PAPER 
PROMOTION MANAGER 


Top-rate group of Chicago- 
headquartered business pa- 
pers has an opening for an 
advertising sales promotion 
manager. Basic qualifications 
include copy-writing — skill, 
ability to develop ideas in- 
dependently and a knowl- 
edge of the problems con- 
nected with media advertis- 
ing sales. On this job, there 
is no staff—you are IT! Sal- 
ary commensurate with abil- 
ity. In letter of application 
state qualifications, refer- 
ences and salary expected. 
Any confidences expressed 
will be fully respected. 

Box 376, Advertising Age 

200 East Illinois St., 
Chicago 11, Ill. 


| 
| 
| 


tising, rather than Biow Co., as AA | 


erroneously reported last week. 


MANAGING EDITOR 


Position open for managing edi- 
tor of trade magazine. Will be 
in complete charge of all editori- 
al production work. Should have 
ability to appraise semi-techni- 
cal material. Duties include 
planning of editorial content, 
promoting articles, selection of 
material, putting magazine to 
press. BUTANE-PROPANE 
News, 198 S. Alvarado St., Los 
Angeles 4, Calif. 


He studies 
ideas to 
work 


Anal lt trl at tthe lth 


Ad Man in Religious Field 


Unusual opportunity for Adver- 
tising Man with experience to 
serve the Lord in a Sunday 
School publishing house. Must 
have ideas, know copy and lay- 
out. Salary open. Splendid pro- 


you give up that bad habit 


through Advertising Age during 
your frantically busy office hours. 


Listen to William Frazier who has found 
he must read AA at home to give 


| agency s clients 


If you are looking for mint-fresh thinking 
for your clients (and what agency 
man isn’t?), may we suggest that 


AA for 


put to 
for his 


of skimming 


William E. Frazier 

Account Executive 
John Falkner Arndt & Company, Inc. 
Philadelphia 


“Of course, I have AA sent to my home 
where I can take the time to read and 


it the study it deserves: 
“Advertising Age is number one 


on my list of ‘must’ reading because it 


study it thoroughly for ideas 
to put to work for our clients. It 
would be impossible to give AA the at- 


ditions. Write for interview. 


gram of Benefits, 


Personnel Department 
SCRIPTURE PRESS 
434 So. Wabash Avenue 
Chicago 5, Ill 


Box 400, Advertising Age 
200 E. Illinois St. 
Chicago 11, III. 


COPYWRITERS 


If ever you’ve wanted to work in Boston, this may be your opportunity. In the 
headquarters of a nationally known advertising concern, we could use one or 
more additional copywriters who have at least several years’ experience— 


ALL-AROUND COPYWRITER, versatile and experienced on a wide 
variety of non-technical accounts. 


INDUSTRIAL COPYWRITER with some semi-technical advertising 
writing under his belt, and perhaps an engineering background. 


Here you'll be turning out sales letters, folders, booklets and catalogs designed 
to get results for a long list of blue-chip clients. If you have visual as well as 
verbal imagination, and can make good-looking pencil roughs to guide our artists, 
that will count heavily in your favor. 


We offer you good working conditions, in a friendly and informal atmosphere 
with a group of congenial people .. . an office of your own... and excellent 
opportunities for advancement in a growing concern. 


So if you’re ready to make a change . . . or just thinking about it... we'd 
like to hear from you. Write us a letter selling yourself, telling us what you've 
done and where, including vital statistics and the starting salary you'll expect. 
Your reply will be held in strict confidence, and our own people know we're 
running this ad, Box 399, Advertising Age, 801 Second Ave., New York 17, N. Y. 


gives complete, unbiased coverage of 
advertising and marketing news. 
e mint-fresh 
thinking of the nation’s top creative men. a 


“In this Atomic Age of marketing, 
yesterday’s horse-and-buggy ideas and 
methods no longer move merchandise. 
Fresh selling ideas, greater impact and 
initiative are required to expand old 
markets and to uncover and develop 
new ones. 


“Advertising Age gives me 

tomorrow’s news today and keeps my 
thinking in sharp focus on vital 
marketing and advertising problems. 


issue is crammed with 


Free |_| 
with your home 
subscription 
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tention and study it deserves, if I 
9 tried to read it during office hours.” 


Well, that’s it. Plenty of 

dmen agree 100% with this suc- 
cessful account executive. If you are an 
office skimmer of AA, try 

making a switch to studying it at home. 
Mail us NOW the order 

coupon below for a personal subscription 
to be sent to your home 

With it we will send y a 
copy of the new edition of 

“The Creative Man’s Corner,” reprinted 
— one of the most talked-about 
eatures to appear regularly in 
Advertising Age. 
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ADVERTISING AGE 
Dept. F9, 200 E. Illinois St., Chicago 11, UL 
Please enter my l-year subscriptien to Advertis 


it to my home address. I am to receive FREE 
“The Creative Man’s” most provocative articles. 


My name 


“2 
3 
E 


City 


0) My check for $3 is enclosed. [) Bill me later. [) Bill my arm. 
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Ontario Dailies Group Elects $ 100,000 Contest, 
J. R. Meakes, publisher and gen- | 


eral manager of the Star, Sudbury, | ¢ ; 

Ont. hes been wectes president of | Monarch s First, 
the ntario ovincia ailies | 

Assn. W. J. Coyle of the Kingston | Mar ks 00th Year 
Whig-Standard was elected v.p. 


Farmhand Names McKim ‘day this year with a $100,000 con- 
The Farmhand division of Su- test, the first in its history. 

oo wg gta BP maar | Each month, from March through 
vertising’s Winnipeg office to han- premenner 3 mer Bo searonge division 
dle its advertising and public re- | 0! \onsoll ated Grocers Corp. will 
lations. |give away 100 Westinghouse ap- 

|pliances valued at $10,000 and 
ranging from roasters to refrigera- 


JUST ASK FOR MARIE: 
2-8655 and ask -for 


|writing the best last line to the 
limerick: 
“A century is a long time 
But Monarch is just in its prime. 
This famous old brand’s 
The best in the land..... 
A page full-color ad announcing | 


. per r 
always in line. ThE , 
, 431 S. Dearborn St., Chicago 5 


(Now in our 23rd successful year.) 


Cuicaco, Feb. 5—Monarch Finer | 
Foods is celebrating its 100th birth- 


| tors. These will go to the persons 
agency. 


| Kaywoodie Promotes Three 


named by Kaywoodie & Yello-— 


Advertising Age, February 9, 


| the contest started running in this| They are Herbert J. Schwartz, 


month’s issue of Better Living and. president of City Stores Mercan- 

continues for the next 10 months. | tHe Co; Bernard Gouge ea 
2 unt |W -p. a ) 

A half-page full-color ad announc | advertising, and Frederick J. Bu- 


ing the contest will start in a) > 7 
: | wen, v.p. in charge of production 
March issue of The Saturday Even- tor Kaywoodie. 


ing Post and will appear once a_ 
at : ans 
mice for the following pares | Name Fradkin Advertising 
Page b&w ads in a list of some’ em ee een tie 
15 trade and institutional publica- | ™@*¢r an yess tg es Inc., 
tone with ae tt adet in | maker of drapery, upholstery and 
promote the contest 11! Slipcover fabrics, both of New 
the foods field. Extensive point of | York, have appointed Fradkin Ad- 
sale material will be available to yertising, New York, to handle 
grocers tying in with the promo- their advertising. 
tion. 


Weiss & Geller, Chicago, is the | Leslie Salt to Honig-Cooper 


Leslie Salt Co., San Francisco, 
has appointed Honig-Cooper Co., 


Three new directors have been tising. Long Advertising Service, 
‘San Francisco, previously had the 


Bole Pipes, West New York, N. J. @ccount. 


Des Moines Elects 


One Of The Nation's Most 
Successful News Operations 


ANY KRNT WEEK-DAY QUARTER-HOUR NEWSCAST 


IS THE HIGHEST-RATED NEWSCAST IN DES MOINES 


@ KRNT's first quarter-hour news at 7:15 a.m. gets a whopping Hooper of 12.5 with 77.4°/, share of 
the audience. Hooper proves it again and again — any KRNT week-day quarter-hour newscast is the 


highest-rated newscast in Des Moines. New ratings 


tell this OLD news-story: 


NEE a EE 7:15 a.m. 12.5 77.4°%, Share 
i ealeawee 8:00 a.m. 14.6 61.1% Share 
EES Oe eee OPT 12:15 p.m. 11.8 60.4°/, Share 
Gordon Gammack news ..................... 6:00 p.m. 15.0 65.6%, Share 
Been eee 10:00 p.m. 9.2 51.8%, Share 
KRNT HAS HIGHEST HOOPERS 

MORNING, AFTERNOON & EVENING 

@ KRNT's huge Hoopers for newscasts insure a big buying audi- 

ence for any KRNT show! Again and again, Des Moines’ BIG . 


audience day and night is delivered by KRNT, the 
Morning —KRNT, 43.5%. Afternoon — KRNT, 


ning — KRNT, 39.5°%/,. Proof again that you're right when you 


buy KRNT! 


Katz Represents That Very Highly Hooperated, Sales Results 
Premeditated, CBS Affiliated Station In Des Moines 


BIG-time buy. 
48.6%. Eve- 


ph 


SOURCE: C. E. Hooper 


Audience Index, 
November, 1952 


| San Francisco, to handle its adver- | 


STR IASON ES Sy 


1953 


‘Bagasse Newsprint 
Plant to Be Built 
esng New Orleans 


New ORLEANS, Feb. 3—Plans 
‘have been announced for the con- 
struction in Lockport, La., of a 
plant to manufacture newsprint 
from bagasse, a sugar cane fiber. 

The newsprint will be manufac- 
tured for the Valite Corp. of New 
Orleans by the newly organized 
firm of Valentine Pulp & Paper 
|Co. Lockport is 45 miles west of 
| New Orleans. 

Plant construction, by Brown & 
|Root Inc., Houston, will begin as 
| soon as an accelerated depreciation 
|is approved by the National Pro- 
‘duction Authority. Construction 
should be completed by the end of 
1953, and initial production capa- 
city will be about 17,250 tons of 
|paper and dissolving pulp an- 
/nually. 


a Will J. Gibbens Jr., Valite pres- 
\ident, said the new process will 
greatly benefit the economy of the 
|Sugar cane industry and will make 
a new fiber source available to the 
paper and pulp field. Valite is a 
|manufacturer of plastics and res- 
‘ins from bagasse. 

| Mr. Gibbens said that “within 
/100 miles of the factory site, 750,- 
000 tons of bagasse are produced 
‘annually and only about 200,000 
‘tons are being commercially util- 
ized. 

“The remainder is being burned. 
Although the annual capacity of 
this plant will be small compared 
to the demands of newsprint con- 
sumers, the factory can easily be 
‘expanded and the output greatly 
increased.” 

Newsprint of 100% whole ba- 
' gasse pulp has been made and tests 
have been run on the presses of 
three Louisiana papers—the Ope- 
lousas World; the Franklin Banner 
Tribune and the Lafourche Comet. 
A small pilot roll has been run for 
strength tests with reportedly 
good results on the high-speed 
presses of the New Orleans Times- 
Picayune. 


Increased Use of TV Will 
Spark Ironrite’s ‘53 Drive 


Ironrite Inc., Mt. Clemens, Mich., 
which is introducing a new model, 
Ironrite Portaway automatic iron- 
er, this year, plans to extend the 
coverage of its TV show, “Holly- 
wood Screen Test,” over the ABC- 
TV network “as fast as TV avail- 
abilities and our sales planning 
will permit.” The company re- 
ports sales “gains up to 350% in 
areas exposed to television demon- 
strations” on the program. 

In addition, schedules call for 
spreads and single pages in con- 
sumer publications, including Bet- 
ter Homes & Gardens and Woman’s 
Home Companion. Brooke, Smith, 
French & Dorrance handles the 
account. 


Admiral Goes International 


Admiral Corp., Chicago maker 
of radios and home and kitchen 
appliances, has formed Admirai 
International Corp. and Admiral 
Corp. Interamericana to handle the 
operations of its present interna- 
tional division. Interamericana will 
handle sales in the western hemi- 
sphere outside of the U. S. and 
Canada, and International will 
handle all other foreign sales ter- 
ritories. 


Carlson Joins Leo Burnett 


Herbert A. Carlson, a v.p. of 
Henri, Hurst & McDonald, Chicago, 
for eight years, and prior to that 
v.p. of Bozell & Jacobs in charge of 
the Shreveport, La., office, has 
joined Leo Burnett Co., Chicago, 
as a senior account executive. 


Faulkner to Lehon Co. 


Earl C. Faulkner, formerly gen- 
eral sales manager of United Gyp- 
/sum Co., has been named executive 
v.p. of Lehon Co., Chicago build- 
ing materials maker. He will di- 
rect manufacturing, sales and fi- 
nancial activities of the company. 
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BURTON 


Mevius Named Proctor S. M. 


John C. Mevius, formerly sales 
manager of the materials hand-| 
ling division and hydraulic divi- 
sion of American Engineering Co., | 
Philadelphia, has been named| 
sales manager of the equipment) 
division of Proctor Electric Co.,| 
Philadelphia. | 
Dennis Joins ‘Sunset’ Sales 

Robert Dennis has joined the’ 
sales staff of Sunset Magazine, Los 
Angeles. He former!y was with) 
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LITHOGRAPHED CARDBOARD DISPLAYS 


Such fresh Ideas 
as INLAND hands out 


IDEAS 


the —_——o department of the Make a Display 
Los Angeles Examiner. that really stands out. 
| EXPERIENCE - 
PARTY PIECE—William Jameson & Co. division of Seagram Distillers Corp. is using KALL Promotes Anderson | Big advertisers 


a home-party theme to promote Gallagher & Burton whisky during February. Above 
is a counterfront offered to dealers for the promotion. Dowd, Redfield & Johnstone, 
New York, is the agency for Gallagher & Burton. 


Southwestern Admen to Meet 


The Southwestern Assn. of Ad- 
vertising Agencies will hold a 
one-day session in Fort Worth, 
Feb. 14, at the Hotel Texas. Among 
the speakers will be Frederic R. 
Gamble, president of the Ameri- 
can Assn. of Advertising Agencies. 


Henri, Hurst Boosts Three 
Henri, Hurst & McDonald, Chi- 
cago, has elected R. H. Eaton, 
treasurer since 1946, secretary- 
treasurer. The post of secretary 
has been vacant since the death of 
A. M. Semones last year. J. W. 
Ream and J. C. Arnold, account 
executives, have been elected v.p.s. 


Names Meldrum & Fewsmith 


Taylor Chair Co., Bedford, O., 
has appointed Meldrum & Few- 
smith, Cleveland, to direct its ad- 
vertising. Schedules include pro- 
motion in national magazines and 


trade publications in the business 


and the institutional fields. 


Joins American Art Works 


American Art Works, Coshocton, 
O., manufacturer of metal signs 
and displays, has appointed N. J. 
McMullen sales manager of its 
metal division. Mr. McMullen for- 
merly was associated with Hoover 
Co., North Canton, O. 


Kaufman Forms Own Firm 

Zenn Kaufman, formerly mer- 
chandising director of Philip Mor- 
ris & Co., New York, has left that 
post to form his own merchan- 
dising and sales promotion con- 
sultant service in New York and 
Westport, Conn. 


Kevis Joins ‘McCall's’ 

Charles E. Kevis, formerly with 
an agency, has joined the fashion 
advertising sales staff of McCall’s. 


Fair o re 1 in a Series 


50"000*000 


DOOR TO DOOR 


Yes Sir... 

The experience of 50,000,000 
moving miles by National Van 
Lines, Inc. is at your service. 


Too... 


The new National equip- & 
ment is the finest in the 
industry. Those who use Na- 
tional are satisfied—thousands 
of testimonials are available. 
UB se 
National—direct Van Service 
throughout the 48 states. 
For the best moving service, 
contact your nearest National 
office or agent—refer to the yellow 
pages in your telephone book. 


/ 


% 


aot" i 
SAN FRANCISCO wATION Wing 


Chicago PR Clinic Elects 
M. J. Allen, director of person- 


nel and public relations for Amer- | 


ican Steel Foundries, Chicago, has 
been elected president of the Pub- 
lic Relations Clinic of Chicago. 
Other officers elected are Vol- 
ney B. Fowler, v.p., and Warren 
A. Logelin, secretary-treasurer. 


Thomas H. Anderson has been | 
promoted to executive v.p. and) 
general manager of KALL, Salt) 
Lake City. Mr. Anderson has been | 
sales manager since the station) 
went on the air in 1945. 


Kellogg Promotes Lindeke 
Edward S. Kellogg Co., Los An- 
geles agency, has promoted Bruce | 
Lindeke to v.p. in charge of mail | 
order. Mr. Lindeke has been with) 
the agency since 1950. i 


keep on choosing us— 


You, too, can build 
more sales by using us! 


CALL US OVER TODAY! 


INLAND LITHOGRAPH COMPANY 


CHICAGO 6- RANDOLPH 66-3256 


FACILITIES 


IN THIS TEMPLE 
AS IN THE HEARTS OF THE PEOPLE 
FOR WHOM HE SAVED THE UNION 
THE MEMORY OF ABRAHAM LINCOLN 
IS ENSHRINED FOREVER 


Everybody knows where the Lincoln Memorial 
can be found... but 


how many people know where to find your 
products or services? 


Trade Mark Service puts that buying infor- 
mation where it can quickly be found |. . in 
the ‘yellow pages’ of the telephone directory. 


Your trade-mark or brand name appears 
in the ‘yellow pages’ over the names, addresses 


and telephone numbers of your authorized 


dealers, in 36 million directories across the 
nation, or in selected local markets. 


Then readers of your national advertising can 
be directed to your authorized dealers. This 
helps prevent brand substitution... develops 
maximum sales results in all your markets. 


Why not call your Trade Mark Service 
representative today? 


NATIONAL VAN LINES |. 


WASHINGTON, D.C. 
DALLAS 


SACRAMENTO 
LOS ANGELES 
® 


EXEC. OFFICES: 2431 IRVING PARK ROAD | 
CHICAGO, ILL. 
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PARTNERS WORKING-—In the picture at left, J. Sherwood Smith (center), board chairman 
of Calkins & Holden, Carlock, McClinton & Smith, discusses a Van Camp problem 
with Rene Clark (right), creative director, and G. F. Thomson, copy director. CENTER: 
Three of the six partners of C&kHCM&S take a quick look at a subway poster the 


6 Equal Partners Run 
Calkins & Holden, Etc. 


(Continued from Page 1) 
dising idea that is advertisable, 
rather than an advertising idea 
that might be merchandisable. Al- 
though this method was adopted 
‘way back in the ’20s, C&l1 is at 
a loss to understand why more 
agencies don’t use this “simple 
and obvious approach.” 

Under this modus operandi, the 
six-man team seeks out a mer- 
chandising idea calculated to “hit 
the trade hard.” One such was 
that “a woman gets the best things 
she ever owns in her trousseau.” 
The resulting—and effective—ad- 
vertising theme for Fieldcrest 
Mills was “Trouseau Luxury.” 

The merc'iandising-before-ad- 
vertising approach doesn’t always 
work, but once the problem shakes 
down to copy,.the agency, in Paul 
Smith’s words, “postulates com- 
plete indifference on the part of 
the reader to what we have to 
say.” 


s As a result, C&H concentrates 
on overcoming indifference by 
getting the reader to think about 


| himself. 


(In 1904, Earnest Elmo 


Calkins declared: “Advertising 


‘should be written from the point 
lof view of the man who is going 
|to buy the goods.) Mr. 


Carlock, 
who belongs to the personal pro- 
noun school, thinks copy should 
be “relaxed and practically inti- 
mate.” 

“Copy that addresses one per- 
son and avoids the forensic is in- 
formal copy, the kind that almost 
certainly makes a friend. The best 
copy leaves you with a little 
glow.” 

He looks on “audacity” as the 
priceless ingredient of copy. “The 
current Prudential print campaign 
is bold in the economy and reti- 
cence of its copy; it’s audacious 
in its use of space.” 

The Prudential copy, inciden- 
tally, “runs to humor; it’s ingra- 
tiating, and it makes Prudential 
likeable. It lets people know that 
blood, not gold, runs in Prudential 
veins.” 


s Though the agency has no spe- 
cific goal in terms of, dollar billing, 


Ud Beyer 


SAYS... 


OCKFOR 


(at the Top in Illinois) 


New, Official Census Figure 


05 438 


CITY POPULATION 


Population 126,876 A.B.C. City Zone 


ROCKFORD MORNING STAR 
Rockford Register-Republic 


EPRESIITID NATIONALLY OY BURKE KUIPERS & Mm AMOnetY, BOC 


| the feeling is that it can handle $3,- | 
000,000 or $4,000,000 more—spent 
_by a few clients and not by many | 
‘small clients. This would be in 
\line with the agency’s philosophy 


supervised by one of the six part- 
ners.” 

Bigness for its own sake is)! 
“pooh-poohed” by the manage- | 
ment. That’s where you run into) 
“declining profits and unwieldy | 
operation,” according to Mr. Mc-| 
Clinton. “And it gets harder to. 
produce good advertising for some | 
accounts, and you inevitably get | 
clients who are hell to work with.” | 

He may have had in mind a 
possible client like the “rough- 
neck” suspender maker whose ac- 
count was handled years ago by 
Calkins and the late Ralph Hol- 
den, co-founders of the 50-year- 
old agency. Mr. Calkins recalled 
the incident in his book, “And 
Hearing Not—.” 


s The suspender maker, it seems, 
was a tough cookie to please and 
he ruthlessly rejected a number of 
rough sketches until one finally 
caught his eye. The _ finished 
drawing was attractive enough to 
earn his penciled “Good!” on the 
margin. But when the finished 
proof was submitted “the weather 
had changed. He raved and swore, 
ridiculed the picture and refused 
to accept it.” 

“‘But Mr. Smithers,’ we said 
at last, ‘you liked this design very 
much when you saw it before be- 
ing engraved.’ 

“*T did not,’ he yelled. ‘I never 
saw it before. It’s the worst thing 
I ever saw. It looks like hell hit 
with a club!’” 

Then, when the client was 
shown the drawing bearing his 
“Good!” he expostulated: ‘What 
if I did say it was good? That don’t 
mean goddam good!” 


@ Today’s agency adheres pretty 
much to the dictum of Messrs. 
Calkins and Holden, who in 1907 
announced: “We are special ad- 
vocates of no particular avenue 
of advertising. The newspapers, 
'magazines, street cars and other 
'media each have their own claims 
for recognition. The product to 
| be advertised, the condition of the 
business, the territory in which 
‘the goods are to be sold, and the 
'direct object to be achieved must | 
govern our choice in each case, 
and in each case the dealer must 
be considered—carefully.” 

The current owners of the agen- 


cy are spending clients’ money 
about like this: 
In magazines — $3,000,000 
In television — $2,000,000 
In outdoor — $1,800,000 
In radio — $1,500,000 | 
_ In newspapers— $ 900,000 — 


| This total comes from 30 ac-' 


counts handled out of offices in 


New York, Chicago and Los An- 


geles. The clients include Pruden- 
tial, the biggest; Stokely-Van 


'Camp, next largest, and Gulf Oil 
es “each account directed and 


(outdoor chiefly), Fieldcrest, Oak- 


Most recent acquisitions are Astral 
Industries and American Scientific 
Laboratories. The 31st client, Util- 


was added as this was written. 


a While C&H does not regard it- 
self as a specialist in any medium, 
it looks on its work in the out- 
door field and its two-sheet stuff 
with special fondness. Sherwood 
Smith , professes to be “a great 
believer in posters,” which he re- 
gards “as virtually point of sale 
advertising.” Posters appear be- 
fore consumers as they approach 
the place where they can buy the 
product. “There’s no waste in it— 
you don’t buy locations where you 
don’t have distribution.” 
Biggest user of outdoor with the 
agency is Gulf Oil, which has been 
in the medium 43 years—20 of 
them with C&H. Gulf, while not 
talking dollars, has increased its 
outdoor budget by more than 
400% since 1933. It frequently 
uses 7,000 panels a month during 
the peak motoring seasons. These 
appear in or near 200 or more 
cities in the 35 states in which 
Gulf products are marketed. 


s C&H maintains a five-man out- 
dour staff, which looks after the 


selection of poster locations. The | 


staff, practically living in autos, 
covers more than 250,000 miles 
a year locating and checking out- 
door copy. 

The agency’s work on two- 
sheets for the New York Times 


(“Get All the News and Get It) 
Right’) was hailed by the Mu- 
seum of Modern Aft as “the most 
artistically significant institutional 
advertising design being done in 
America today.” 

A showing of the ads, executed 


agency created for the New York Times. Left to right are Harold L. McClinton, presi- 
dent; Mike Carlock, v.p., and Paul Smith, v.p. RIGHT: This contact man returning 
from a talk with a prospective client is Z. C. Barnes. “Jess”? Barnes is a C&H partner 
and chairman of the executive committee. (Pictures by Giles.) 


| by Paul Smith and Ken Haak, 
jassociate art director, was given 


‘at the museum from May 28 to 
| July 6, last. One of the posters 
|won for Haak an Award of Dis- 


\tinctive Merit from the Art Di- 
ite, Doulton china and Crane paper. | 


rectors Club. 

Early last month the Empire 
'Cat Club presented its 1952 blue 
ribbon Purr Award to C&H for 


| vertising for ‘kitten-soft’ Marcal 
|tissue and its use of cat charac- 
teristics in outdoor copy—the 
‘p-u-r-r-fect tissue.’” Marcal is 
made by Marcalus Mfg. Co. 

Prudential Insurance Co., sec- 
ond largest life company in the 
world, received an award from 
the American Newspaper Pub- 
lishers Assn. in 1951 for effici- 
ency in the use of newspaper 
advertising. It was the first time 
the award was given. 


s “Firsts” are nothing new to 
C&HCM&S. Co-founder Calkins 
claims a string of “firsts’ for the 
agency: the first advertising and 
selling of grape juice (Welch); 
first advertising of a Beech-Nut 
product (sliced bacon in glass 
jars); first selling of advertising 
to a sales force (Sherwin-Wil- 
liams); first cooperative ad cam- 
paign (National Assn. of Tile 
Manufacturers); first agency to 
have an art department and an 
art director; the first to have a 
man dealing entirely with typog- 
| es the first to charge 15%. 

“Charging for advertising serv- 
ice by means of a certain per cent 
of the appropriation,” wrote Mr. 
‘Calkins years ago, “is merely a 
‘convenient method of measuring 
the price, even though it is not 
a logical one. We charged 10%, 
‘not because some magazines would 
quarrel with us if we did not; we 
charged 10% because we earned 
(10%. When we found we were 
earning more than 10%, we 
charged 15%.” 

Nor were the problems of the 
agency in those days confined to 


COPY SESSION—-Meeting of the C&H copy department is presided over 
by Phil Young (standing), copy chief, and G. F. Thomson (seated), 
copy director. Others around the table include Gladys Hubbard and 
Betty Wardell at left, and Joan Usoskin and Herb Lytton. 
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OUTDOOR, ART, ACCOUNT MEN—At left, a new Gulf poster section gets a going over from some artwork to Ken Haak (right), associate art director, and Phil Young (left), 
William Chausse (left), art director; Fred Fitzgerald, director of outdoor, and Fred copy chief. RIGHT: Account man Walter Geoghegan (left), works on Oakite and 
Oughton, production manager. Mr. Fitzgerald is reputed to know the location of every Firmenich, while Roger Brown (center) works on Marcalus and Astral, and Neal 
outdoor sign in the nation. CENTER: Paul Smith, partner and v.p., gives his ideas on Hathaway works on the Preen and Royal Doulton accounts. 


Meanwhile, Sherwood Smithjin October, 1931, and on Jan. 1,!Rene Clark, who had been “nad | Mr. Clark, christened James A., 


arguing the commission rate. 
“When C&H began,” Mr. Cal- 
kins recalls, “there was no under- 
standing or recognition of adver- 
tising. It was as new and strange 
as was the atom bomb and nuclear 
fission just a short time ago. 
“When we first pinned up the 
ingredients of a campaign before 
the 200 salesmen of Sherwin-Wil- 
liams, it was greeted in silence. 
After the speeches on our part, 
the elder salesman got up and 
said: ‘That is all very good, but 
if we salesmen get the money you 
propose to spend on this adver- 
tising, we’ll sell the goods.’ 
“And I had the pleasure, a year. 
or two later,” said Mr. Calkins, | 
“of having our plan receive a 
hearty round of applause. | 
“Thus was advertising slowly 
forced into the consciousness of | 
business men.” 


8 C&H started in business in 1902 
on 26th St., with Columbus 1492 
as its telephone number—an au- 
gury that moved Calkins to sit 
down and write an ad called “Dis- 
covery.” Its clients over the years 
included Columbia Electric (first 
auto copy), Arrow (first collar 
on a man’s neck in an ad), H-O 
Co., Yale & Towne, J. B. Williams, 
Smith typewriter and Kelly- 
Springfield. | 

When it made a pitch for ad- 
ditional clients (“not conflicting 
with present business’) C&H pre- 
pared a list of products for which 
“we believe we know the right ap- 
peal.” The list: 

“A watch as good as the Elgin; 
a soup as good as the Franco- 
American; bathroom equipment as 
good as that of the J. L. Mott Co.; 
heating apparatus as good as that 
of the American Radiator Co.; a) 
good hat—either with or without | 
a reputation; confectionery as} 
good as Huyler’s; life insurance | 
as good as it ought to be; men’s 
clothing—some line that is better | 
than its advertising; sanitary til- | 
ing—a subject too few know) 
about; a safety razor—or any -ssaal 
razor.’ 

At the same time, the agency | 
made it clear that: 

“We do not compete for busi- | 
ness. We do not take competing | 
accounts. We are not aggressive 
in solicitation, because we have 
no solicitors. Our terms are ex- 
actly the same to each client. We| 
never ask for or give a contract. 
Every client has the privilege of 
peremptorily canceling relations 
with us if he so desires. We have 
never lost an account that we 
have held one year.” 


s And in the late 1920s, C&H 
reached the peak of its billings: 
more than $10,000,000. 

But the death of Mr. Holden in. 
1926, the problem for a badly | 
deafened Calkins of getting and 
holding clients, the crash and the 
depression—all combined to cut 
into C&H billings. By 1946 it 
retained only a third of its peak | 
figure. 


had joined the agency, in July, /1938, became agency president.|C&H since 1912 and who had 


became Rene Clark after studying 


1927. He worked under Mr. Cal- A Cornell Phi Beta Kappa, he served as president following Cal- | | under a French painter named 
kins until the latter’s retirement operated the agency along with kins’ retirement. |Rene Vincent. The Rene was hung 
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“It isn’t you, Mr. Hotchkiss — it’s just that you haven’t been using 


Kimberly-Clark enamel printing papers!” 


Yes, when printing costs go up, sales and advertising suffer, 
and so does the printer. Vhat’s why you should check into 
-one of the biggest factors in the cost of printed materials — 
paper. Rich, glossy coated Kimberly-Clark Hifect Enamel, 
made by more efficient production methods, may reduce your 
paper bill by as much as 10%. Ask your printer for samples 
and comparative costs today. 


KIMBERLY-CLARK CORPORATION, NEENAH, WISCONSIN 
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on him by Louis Pedlar after 
Clark became a persistent pro- 
ponent of a Vincent theory of 
advertising illustration. 


= In 1950, Messrs. Smith and 
Clark took on a partner named 
Jess Barnes (baptized Zendon C.). 
He was with the agency about 
two months when the advertising 
press carried the announcement of 
the formation of Carlock, McClin- 
ton & Smith at a 45th St. address. 
Jess Barnes knew all three of the 
principals, and he subsequently 
called on them. Then the two 
trios got together. 
The proposition went like this: 
C&H is an old, established, though 
small, agency. It has a good repu- 
tation, a place of business and a 


staff of 60 people. Its owners want Henry Hull Jr., director of radio and TV production, search director; 


to perpetuate the company and 
protect themselves against “the 


spin a transcription at left. At right are three 
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tm, — 


LISTENERS—Harold McClinton, agency president, and key men in conference—Tom Crolius (left), re- 


Tom Young (center), media direc- 


tor, and Dan Shea, merchandising director. 


normal mortality of the business | perience, some top grade accounts radio and TV, had been with N. W. dential. Paul Smith, the art man, 
by broadening the base through |—and a merger would give them a Ayer & Son and had handled the 


additional accounts and an in- ‘chance to make more money 
crease in top management people. quicker. 


On the other side, Carlock, Mc- | 


Clinton and Paul Smith had ex-|# Harold McClinton, who knew 


“Ford Sunday Evening Hour.” 
Mike Carlock, the copy man, had 
been with Benton & Bowles as a 
|v.p. and the account man on Pru- 


had started out as a copywriter. 
‘His background included Kenyon 
& Eckhardt, D’Arcy, where he 
‘turned out Coca-Cola ads, and 
his own agency: Paul Smith Ad- 


IN NORTH CAROLINA= 


FM Pulled 5 Times 
More Inquiries 


at “7 The Cost 


News for time buyers. Like you, Zenith had standard sta- 
tistics available on FM radio coverage of AM “‘holes’’ and 
“white spots.’’ But there’s no information quite as interesting 
as actual results. So Zenith decided to put FM to the test 
with a nation-wide campaign of keyed spot announcements 
on Zenith Hearing Aids. 


Results—at surprising low cost. In North Carolina, for 
example, FM pulled 5 times the number of inquiries obtained 
from AM, and cost per inquiry was only one-seventeenth of 
the AM cost. Nation-wide, the average cost of inquiries 
pulled by FM radio was 55% lower than that of AM radio. 


Hundreds of static areas. Better investigate all the areas 
where AM broadcasts just can’t get through because of local 
interference. In many of them, you'll find FM radio assures 
complete local coverage. The number of FM stations is 
steadily growing, and so is the importance of FM to your 
time buying schedules. 


Special to Broadcasters 


Your local Zenith dealer will gladly help promote 
your station and programs in his newspaper ads and 
displays. Get in touch with him today. 


ENITH is 


The royalty of television and RADIO° 


ZENITH RADIO CORPORATION @ Chicago 39, Illinois 


COPR. 1953 


|vertising Inc. 

| Smith Advertising, opened in 
1948, hadn’t been too successful 
and was soon dissolved. But Mr. 
Smith subsequently reincorpo- 
rated as Paul Smith Inc. It was 
this agency that provided the 
springboard for the jump to Car- 
lock, McClinton & Smith. Paul 
Smith and Mike Carlock, inciden- 
tally, were old-time acquaintances, 
dating back to the University of 
Minnesota. 


|@ Another facet of the eventual 
tie-up with C&H was the fact that 
Paul Smith for years had main- 
tained a clipping file of ads that 
had attracted his attention. He had 
compiled 6,700 ad clippings—of 
which he estimates that nine- 
tenths were done by Calkins & 
Holden. 

Together, the six-man team is 
today turning out some attractive 
and forceful advertising. The 
short-copy Prudential campaign, 
and the Royal Doulton china ads 
might be singled out. For Doulton, 
C&H came up with a black-and- 
white-squares layout that has 
freshness and sharp eye-appeal. 
One fabric maker liked the ad 
enough to use it for a new drapery 
design. 
| A promotion idea for Stokely- 
/Van Camp used last year was 
credited with pushing sales vol- 
ume up $2,000,000. The idea had 
all 27,000 of the client’s employes 
last May call on the retail trade 
to thank them for their help in 
| selling Van Camp pork and beans. 
May baskets of tulips were hung 
on the doors of all major Van 
Camp customers. 


# An offer of a dollar’s worth of 
Dutch bulbs for a Stokely-Van 
‘Camp label—the first time a 
canned goods packer used such a 
|premium—was another success. 
‘Stop ’n Shop stores in Boston 
‘ran out of coupons the day the 
|displays went up. 

All along the line the merger 
of the old and the new seems to 
have proved out. Every month but 
| one since March, 1950, has seen 
_growth. Not spectacular growth, 
but a steady kind that the six- 
man management is sure has both 
control and direction. The kind 
that seems to insure the continua- 
tion of the long-time philosophy 
| of good advertising personally 
supervised by the six partners. 


Promotes Dan Gaylord 


Dan B. Gaylord, publisher of 
the Cape Cod Standard-Times, 
Hyannis, Mass., has been promoted 
to general business manager of 
E. Anthony & Sons, which owns the 
newspaper. Arthur C. King has 
been advanced to business mana- 
ger of the paper. Mr. King has 
been replaced as advertising di- 
rector of the Standard-Times, New 
Bedford, Mass., by Robert K. 
O'Neill. 


Circulation Heads Elect 


George Clark of the Hartford 
Courant has been elected president 
of the New England Assn. of Cir- 
culation Managers. Other cfficers 
elected are Frank Gelghegan of the 
Patriot-Ledger, Quincy, Mass., 1st 
v.p.; Manuel Berman of the Tele- 
gram-Gazette, Worcester, Mass., 
2nd v.p., and Guy W. Mersereau 
of the Christian Science Monitor, 
secretary-treasurer. 


Condon Becomes Partnership 


Condon Co., Tacoma agency, 
has become a partnership with 
Roscoe A. Smith and Victor Kauf- 
man as sole principals. Harold C. 
Dixon and Gordon Bennett, for- 
merly assistants, have been named 
account executives, and Harry M. 
Watson assistant account execu- 
tive. Dan Snope is art director; 
Mildred Nelson, production mana- 
ger; Kay Shinn, account executive. 


Joins Superior Displays 

Robert G. Branagan, formerly 
with Haffenreffer & Co., Boston, 
has joined Superior Displays, Bos- 
ton, as assistant to Julius Teich, 
president. 
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All Detergent Gets 
‘his own agency, R. A. Richman 


2nd Cleveland Test Associates, at 22 W. Madison St., 


CLEVELAND, Feb. 3—The suds- | Chicago 2. — = — 
less detergent All, for use in Was sales and publicity director 
. — s ‘for Goldblatt Bros. Inc., Chicago 
washing machines, is getting a i 
$35,000. “encore” saunatian tn) department store chain. The Rich- 
this ket p , /man agency will operate as an af- 
market. ‘filiate of Schram Advertising Co. 


\Richman Forms Own Agency 
| Ruben A. Richman has formed 


The manufacturer, Detergents | 


Inc., Columbus, is using 16 full-| 


page ads in two daily papers and 
240 spots over four radio stations 
during the eight-week effort. 
The agency is Mumm, Mullay & 
Nichols, Columbus. 

Copy for the second-run test 
features endorsements of All by 
manufacturers of eight well known 
makes of washing machines. The 
commercials and layouts being 
used were pre-tested on a smaller 
scale here and in other major 
cities. 

The maker of All is a sub- 
sidiary of Monsanto Chemical Co. 


Neenah Paper Shifts Three 


Neenah Paper Co., Neenah, Wis., 
has elected Leo O. Schubart, ex- 
ecutive v.p. and a director and 
treasurer, president and general 
manager to succeed D. K. Brown, 
who becomes board chairman. Dan 
Hardt, sales manager since 1948 
and a director, has been promoted 
to v.p. for sales. Fred Leech, as- 
sistant sales manager, succeeds 
Mr. Hardt. 


Baldwin Gets Two, Moves 


Ben Baldwin Advertising,Holly- 
wood, has been named to handle 
advertising for Consolidated Sew- 
ing Machine Supply Co., distribu- 
tor of Viking sewing machines, and 
Jerrant Co., maker of Formula “21” 
lanolin compound. Both accounts 
will use TV and Formula “21” will 
use newspapers. The agency has 
moved to 943 N. La Cienega Blvd. 


Sweet's Catalog Promotes 2 


Sweet’s Catalog Service divi- 
sion of F. W. Dodge Corp., New 
York, has promoted L. V. Brooks 
to manager of marketing research. 
Mr. Brooks has been manager of 
sales promotion and advertising. 
Garwood R. Wolff, assistant dis- 
trict manager in the New York 
sales office, succeeds Mr. Brooks 
as advertising manager. 


Spray-Glo for Signs Bows 

Craftint Mfg. Co., Cleveland, is 
putting a new product, Spray- 
Glo, on the market. It is an aero- 
sol can of daylight fluorescent col- 
ors and may be used for painting 
signs or displays. The 11l-oz. can 
sells for $2.80 and is available at 
all Craftint dealers. 


A NEW RLD. 


_- 
The Mobile Home 


The House Trailer industry annual sales 
volume is now over $248,000,000. These 
mobile homes are completely furnished 
units using such items as electric refrig- 
erators, bottle gas ranges, heaters, bed- 
ding, chairs, water heaters, baths and 
toilets, etc. Each unit needs insulation, 
lighting equipment, plumbing and cther 
items used in the building of homes. The 
national government now recognizes 
trailers as homes and over 1'/, million 
people now make their homes in trailers. 


For complete information on this 
rapidly growing industry get the facts 
today — one magazine covers dealers, 
monufacturers, and trailer supply stores. 
Deal pt of a product is neces- 
sary fo sell the trailer manvfacturer. 


TRAILER DEALER 
MAGAZINE 


4006 Milwaukee Ave. Chicago 41, Illinois 


Sheehan to Woodrum, Carney 
Ed Sheehan, formerly publica- 
tions editor for the Pearl Harbor 
naval supply center, has been ap- | 
pointed by Woodrum, Carney & 
Staff, Honolulu agency, to take) 
charge of the house organ service 
department. 


Minton to ‘California Farmer’ 
John R. Minton, formerly man- 
aging editor of Indiana Univer-| 
sity’s alumni magazine, Blooming- | 
ton, Ind., has joined the advertis- 
ing sales staff of California Farm- 
er, San Francisco. 


Resigns Stiglitz Account 


Advertising Associates, sini) 


| 


Stiglitz Corp., Louisville. 


ville, has resigned the account * 


ro THE Cows. 


she publics prantem © 
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TO THE COWS—Kimble Glass Co., a sub- 
sidiary of Owens-Illinois Glass Co., Toledo, 


_is running its first consumer campaign in 
Fortune and Newsweek to acquaint the. 


public with its special glass products, in- 
cluding dairy equipment. J. Walter Thomp: 
son Co. is the agency. 


Names Donald R. Manchester 
Donald R. Manchester has been 
promoted to sales manager of the 
organ division of Rudolph Wurlit- 
zer Co., North Tonawanda, N. Y., 
musical instrument manufacturer. 
Mr. Manchester has been in the 


ceeds F. D. Street Jr., who has left 
the company. 


PR Counsel Opens in Dallas 


Witherspoon & Ridings News 
Service, Fort Worth public rela- 
tions consultant, has opened an of- 
fice in Dallas in the Fidelity Union 


| Life Bldg. 


advertising department. He suc-| Leonard to Marvin Hahn 


| E. J. Leonard has joined Marvin 
|Hahn Advertising Co., Detroit, as 


'a copywriter. He was formerly with 


Crosley Promotes Lincoln | Campbell-Ewald Co. on the Chev- 


Gregory T. Lincoln, who has rolet account. 


WHAT'S GOING ON? 


been with WLW-TV, Cincinnati, | 
has been promoted by Crosley 
Broadcasting Corp. to handle tele- | 
vision accounts in its New York) 
sales office. 


Clippings from the business press, 
farm papers and consumer maga- 
zines can keep you posted on what's 
going on. The 2,272 publications we 
read are listed in the 192-page 
Bacon's Publicity Checker in 99 
market groups. 

Ask for free copy of Booklet No. 50 
“Magazine Clippings Aid Business” 
Order Bacon's Publicity Checker on Approval 

Price $10.00—it will soon save its cost. 


N. Y. Company Changes Name 

Eastern Business Journals Inc., 
New York, which handles national 
subscription circulation campaigns 
for trade and general publications, 
has changed its name to National 
| Business Journals Inc. 


Luncheon Is Served Moves 
Luncheon Is Served, Media, Pa., 
-national sampling service, has 
|moved to larger quarters at 14 
‘South Ave. 


BACON’S CLIPPING BUREAU 


343 So. Dearborn St., Chicago 4 


RADIO 


NBC 


OPERATION 


BALTIMORE 


WBAL 


IN MARYLAND 


J re 
ae Se bi 


* 


A MIGHTY ADVERTISING-MERCHANDISING PLAN 


A chain of hard-hitting selling operations all pushing your 


product in 


a unified promotion. You get powerful radio 


advertising with a big merchandising plus...217 food 


stores and super markets guarantee you prominent 


point of sale displays. Operation Chain Action means 


business... for you! 


Nationally Represented by EDWARD PETRY & CO. 
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Meldrum & Fewsmith Adds 
Account, Ralston to Staff 


ufacturer of portable pipe thread- 
ing machines, has appointed Mel- 
drum & Fewsmith, Cleveland, to 
direct its advertising. 

Robert B. Ralston has joined the 
agency’s promotion staff. Mr. Ral- 
ston formerly was in the sales 
promotion department at General 
Tire & Rubber Co., Akron. 


E-Z Mills Sets Campaign 

E-Z Mills Inc., New York, is re- 
peating its “size by weight” theme 
in the 1953 advertising for the 
company’s line of children’s un- 
derwear and sleepwear. Color in- 
sertions will run in consumer 
magazines, and baby books also 
will be used. Newspaper cam- 
paigns are scheduled for selected 
markets. H. B. Humphrey, Alley 
& Richards is the agency. 


Labo Names Rose Agency 

Labo Drug Co., Chicago, has ap- 
pointed Irvin Rose Agency, Holly- 
wood, to handle its advertising. 
Newspapers, radio and television 
will be used. 
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i & Garden 
Readers 


Refer to its pages 


again and again 


The average subscriber has 
read House & Garden 


for 8.9 years 


st S5 % save back issues 


House & Garden survey 
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‘Premium Practice’ 
Oster Mfg. Co., Cleveland man- | Predicts More Use 


of Premiums in ‘53 


New York, Feb. 3—Although 
premium promotions were down a 
little last year, Premium Practice 
expects to see wider use of premi- 
um merchandising during 1953. 
Contest promotions were down 
6.2% over 1951, according to Pre- 
mium Practice’s fourth annual 
Blue Book review issue and index 
of premium and contest merchan- 
dising programs. The index re- 
ported 709 premium offers in 1952, 
compared with 716 in 1951, and 
181 contests as compared with 193 
in 1951. 

The largest increase in use of 
premiums was scored by the elec- 
tric appliance industry, which Pre- 
mium Practice expects to be an 
even more fertile field during 1953. 


® Noting the possibility of a hard- 
er selling period, the magazine 
points out that many appliance 


KNOTT AND TWO IN CHICAGO—Larry Knott, ad director of the Chicago Sun-Times 

and new president of Newspaper Advertising Executives Assn., has long believed 

“In Chicago It Takes 2.’ At the NAEA convention, in fact, he handed out braces 

of Lord Calvert to a number of members as Men of Distinction Awards. Adrienne 

Falcon (left) and Jo Hoppe, who were the 1951 und 1952 versions of Miss Chicago, 
took care of actual deliveries. 


manufacturers are setting record 
ad budgets from which premiums 
will get their share. And with the 
advent of more TV stations, other 
appliance manufacturers will be 
working harder to promote sales— 
adding up to more uses for premi- 
ums. 

As in the past, the index finds 
the food industry well ahead in 
the use of premiums. “In 1952, 
this industry represented 55.6% of 
all offers reported; in 1951, it had 
accounted for 58.8%, and in 1950 
made up 64.7% of the total.” 


s Premium Practice found the big 
premium users were: 


1952 

User Offers 
Quaker Oats Co. ............ 22 
Pe EE cnc ieee cone 22 
General Foods Corp. .......... 18 
General Mills Inc. ............ 16 
SCIEN, ws. oa &bbidk oes vas ae 16 
Colgate-Palmolive-Peet ....... 14 


The magazine points out, how- 


weight to the important dealer 
premiums, coupon plans and sales 
incentive programs.” 


® Housewives were the target for. 
62.5% of the premium offers in 
1952, the index found, with juven- 
ile promotions next at 18.9%. 
Premium offers to men came out 


to only 7.5% and the remaining | Dodge Corp. Promotes Two 


11.1% were of a general nature. 


John M. Williams and Clinton 


Strangely enough, in view of the | c, Bennett have been promoted 
above statistics, games, toys and to eastern and western regional 


sporting goods were ahead of/|sales managers, 


respectively, of 


kitchenware and cutlery items for Sweet’s Catalog Service, division 


premium offers. 

In the realm of contests, sen- 
tence-completion competitions con- 
tinued to be the most popular, rep- 
resenting 30.4% of all contests re- 
ported last year. Contest sponsors 
were led by producers of confec- 
tions and desserts during 1952, re- 
placing makers of flour, mixes and 
feeds which dropped to third place. 
In second place were producers 
of canned and frozen foods. 


Premium Practice also expects | 


that drug and toiletries manufac- 
turers may start using premiums 
more to help retail druggists build 
traffic—“traffic which is being di- 
verted to the supermarkets which 
are selling drug products.” 


Names George Homer Martin 

Hudson Tool & Die Co., Newark, 
has appointed George Homer Mar- 
tin Associates, Newark, to handle 


_ promotion for its metal cases and 
ever, that these figures do not. 


represent all premium offers made | 
by the users and do not “give full | 


covers for the electronic and the 
electrical manufacturing indus- 
tries. ‘Trade publications will be 
used. 


CBS Promotes Swafford 


(of F. W. Dodge Corp., 


New York 
| publisher. The creation of these 
two new posts and the assign- 
ments is a part of an over-all plan 
for increasingly better service to 
clients, the division says. Mr. Ben- 
nett was midwestern manager of 
Sweet’s Catalog Service in Chi- 
cago, and Mr. Williams was dis- 
trict manager in the New York 
district office. 


'McKim Gets All of Account 


The Toronto office of McKim 
Advertising Ltd. has been ap- 
pointed to direct advertising for 
the engine sales division, Gen- 
eral Motors Diesel Ltd., London, 
Ont. McKim has been advertising 
counsel for the company’s loco- 
motive division since 1950 and will 
now direct advertising for the en- 
tire account. Advertising plans are 
now being prepared. 


Gold Crest Names Lowell 


Gold Crest Chemical Corp., 
Long Island City, chemist, has 
named Mortimer Lowell Co., New 
York, to direct its advertising. 


Trade papers and direct mail will | 


_be used. 


Thomas J. Swafford has been) 


promoted to a radio spot sales ac- 
'count executive with Columbia 


Asco Sound to Seidenbaum 
Asco Sound Corp., New York, | 
distributor of high fidelity sound | 


Advertising Age, February 9, 


1953 


Buys Bit of Don Lee Net Show 


Lyon Van & Storage Co., Los 
Angeles, has signed to sponsor a 
| 10-minute portion of the ‘“‘Lucky- 
|U-Ranch” program on the Don 
Lee Network every Friday be- 
ginning Feb. 6. The half-hour pro- 
/gram is aired over the full net- 
| work, Monday through Friday. 
'Smalley, Levitt & Smith, Los An- 
geles, is the agency. 


‘Cleland-Kent Buys Engraver 


Cleland-Kent Western Ltd., Van- 
| couver, art production service, has 
taken over Vancouver Engravers 
Ltd., maker of engravings, electro- 
types, stereotypes and mats. Cle- 
land-Kent will absorb men and 
machines, and will install new 
rubber and plastic machines, per- 
mitting much larger operations 
than before. 


Harderfreez Campaigns 


Harderfreez, a division of Tyler 
Fixture Corp., Niles, Mich., is us- 
ing two-color insertions in the 
February issues of Better Homes 
& Gardens and Farm Journal for 
its 1953 Golden Leisure line of 
home freezers. Jones & Taylor & 
Associates, South Bend, is the 
Harderfreez agency. 


Universal Match Expands 


Universal Match Corp., St. Louis, 
has acquired a new sales division 
to market agricultural chemicals, 
to be known as the Planetary 
chemical division, in Creve Coeur, 
Mo. The unit will be under the 
direction of Robert G. Hayward 
Jr., its sales manager. The agri- 
cultural chemicals will be manu- 
factured by Planetary Chemical 
Co., Creve Coeur, Mo. 


Carpenter Named Shulton V. P. 


Shulton Inc., New York, toilet- 
ries maker, has promoted Frank 
N. Carpenter to v.p. in charge of 
sales. Mr. Carpenter, who for a 
number of years was assistant to 
the company’s founder and past 
president, William L. Schultz, has 
been general sales manager. 


‘Lippman Names Frasier A. E. 


Robert L. Frasier has been ap- 
pointed account executive of Lipp- 
man Advertising Associates, Buf- 
falo. He formerly was advertising 
manager of the Buffalo store of 
Oppenheim, Collins & Co. 


|Marwin Joins Wayne Welch 


| John P. Marwin has joined 
_ Wayne Welch Inc., Denver, as tele- 
vision director and account ex- 


Broadcasting System, San Fran-| equipment, has named William G.| ecutive. Mr. Marwin has been in 


cisco. Mr. Swafford has been a|Seidenbaum & Co., New York, to advertising 


sales account executive with! 
KCBS, San Francisco. 


| 


handle its advertising and mer- 
chandising. 


in Minneapolis. Don 
Naeve has been named Welch pro- 
‘duction manager. 


, 


exe 


> er 


the New York station 
where listeners listen 
and sponsors sell... key 
station of MUTUAL 
Broadcasting System 
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“*  That’s why more advertisers worry less—with WOR. 


must go for a planned program 


Advertising Age, February 9, 1953 


Whirlpool Expands 
Its Appliance Line; 
Boosts Budget 60% 


St. JoseruH, Micn., Feb. 4— 
Whirlpool Corp. will back an ex- 
panded line of home automatic 
laundry appliances the first half 
of this year with an over-all ad- 
vertising budget increase of 60%. 

The increase includes a 43.5% 
hike in magazine advertising, a 
43.1% jump in factory-controlled 
newspaper advertising, a 25% 
raise in trade publication advertis- 
ing and a 60% boost in cooperative 
advertising. 

With the addition of two new 
automatic washing machines, a 
new wringer model, an electric 
dryer and a gas dryer, Whirlpool 
says it now has a line designed to 
tap all income markets. A special 
showing introduced the company’s 
new products during the home fur- 


HOWDY DOODY PARTY—Howard F. Nuss, v.p. of Welch Grape Juice Co., extends | 

best wishes to Bob Smith on the fifth anniversary of his “Howdy Doody Show” on 

NBC-TV. Richard K. Manoff, right, ad manager for Welch, one of the puppet’s 
sponsors, was on hand to help cut the birthday cake at the party in New York. 


| 


nishings market in Chicago. ‘to strensthen weak areas: 30% 


will go for spur-of-the-moment 
advertising or special shows and 
promotions, and 20% will go for 
dealer aids. 


2s A total of 17 four-color ads, 
ranging in size from a page to a 
half-page, will appear between 
February and June in vena 
Homes & Gardens, Farm Journal, : ; 
Good Housekeeping. Household, Adds Merchandise Section | 
Ladies’ Home Journal, Progressive| Hosiery & Underwear Review, 
Farmer and The Saturday Evening |New York, will add a pre-pack- 


;_|aged merchandise section in its 
Post. Dees & aes, - March issue. Purpose is to keep 
cagc, is the agency. 


‘ readers informed and posted on 
Trade ads, ranging from four- - Pp 


. special selling, manufacturing and 
color, four-page inserts to two-col- display techniques connected with 
or spreads and pages, will ap- 


pre-packaged hosiery and under- 
pear through June in nin2publi-| wear. The March issue also will 


cations, including Domestic Engi-|contain a report on a survey of 
neering, Electrical Dealer, Electri- | pre-packaged sales potentials. 
cal Merchandising, House & Home 
and Retailing Daily. To Market Tape Dispenser 
Supporting this ad program will Better Packages Inc., Shelton, 
be an extensive dealer cooperative |Conn., has announced a product 
campaign designed to achieve |@mrangement whereby Industrial 
month-by-month impact through Tape Corp., New Brunswick, N. J., 


de. tava d is granted national marketing 
aaa radio, television and | privileges of Better Packages’ 
outdoor. 


pressure tape dispenser, with per- 
mission to sell under the Better 
es Under this phase of the pro-| Packages trade names of Little 
gram, Whirlpool will allocate an |Inch, Big Inch or Tackon, or un- 
amount equaling 2% of a distrib- | der its own trade names of Texcel 
utor’s net purchases to the coop- °F Permacel. 
erative ad fund. The distributor is | 
assessed 1% of the amount shown | Campbell Soup Names Two 
on his invoice. | John A. McGlinn Jr. has been 
This totals 3% of net purchases "med assistant general sales man- 


by a distributor, and the distribu- | yond 7 ag a 
tor, his dealers or both are re-| Appts : 


; : Z | been named sales manager of the 
quired to match this with an equal | central division. 


amount locally. 


A distributor will spend his co- Fasy-Off Gets Big Push 


has announced a major advertis- 


ing promotion for its Easy-Off 
oven cleaner using 94 Sunday | 
newspaper sections, newspapers, 
radio, television and displays. The 
schedule includes Better Homes & 
Gardens, Everywoman’s, Family 
Circle, Good Housekeeping, Ladies’ 
Home Journal and Woman’s Day. | 


Bead Chain to Waters 


Bead Chain Mfg. Co., Bridge- | 
port, Conn., has appointed Nor-| 
man D. Waters & Associates, New | 
York, to handle advertising. Con- | 
sumer magazines will be used for | 
the company’s fishing tackie line | 
and business papers for its indus-| 
tria] products. Horton-Noyes Co. is | 
the previous agency. 


Anson Buys Slice of ‘Today’ 


Beginning the first week of Feb-.| 
ruary, Anson Inc., Providence, R.I., 
manufacturer of men’s jewelry, | 
becomes a sponsor on alternate 
weeks of a segment of the morning 
ielevision program “Today” on 
NBC. Tie-in displays will be pro- 
vided for dealers. 


Boosts Roger H. Hallowell 


Reed & Barton Corp., Hartford 
manufacturer of silverware, has 
promoted Roger H. Hallowell to 
president. Mr. Hallowell, who has 
been executive v.p. and general 
manager, succeeds Col. Arthur 
Ashworth, who has been named 
chairman of the board. 


Murray Joins CBS Radio 

Bill Murray, formerly a Colgate- 
Palmolive-Peet Co. salesman, has 
been added to the spot sales staff 
of CBS Radio, New York. 


* That's why more companies will use 


Names Hixson & Jorgensen -merly was advertising production 
Vic Tanny Gymns, Los Angeles, | manager of John Shillito Co., Cin- 
gymnasium chain operator, has Cinnati. 
appointed Hixson & Jorgensen, Los 
Angeles, to handle its advertising. Day Joins Campbell-Mithun 
The company is planning to open | Duane R. Day has been named 
new locations. ‘librarian by Campbell-Mithun, 
| Minneapolis agency. The agency 
|said it is expanding its special 
Wallace E. Barker has been library facilities. Mr. Day former- 
named production and_  traffic|ly was associated with Brown & 
manager of Associated Advertis-| Bigelow, St. Paul advertising spe- 
ing Agency, Cincinnati. He for-|cialty company. 


Barker to Associated Agency 


SPRINGFIELT 
os e 


canny managers 
are sales testing 


CEDAR RAPIDS 


@ An excellent spot to spet- 
check your program in the 
farm market. 


* Economists have forecast 1953 as a 
good business year. However, there 
will be enough “soft spots” so every 
company will need to “hump” to make 
sales. National advertisers will want 
to use programs they know will work. 


@ As noted in the SATURDAY 
EVENING POST... “pros- 
perous and cornfed, the 78,000 
residents of this mid-western 
town are understandably sat- 
isfied with their lot in life!” 


Burgoyne to keep themselves on the 
beam sales-wise ... as have the na- 
tional grocery and drug client adver- 
tisers shown above. 


@ High per capita income. . . 
first city im Towa in value 
added by manufacture . . . 
second most populous lowa 
county . . . sixteen-county 
market one of most produc- 
tive areas in U.S. 


* From Burgoyne store panels in rep- 
resentative test cities, get actual move- 
ment of your product and competitors 
to show Management why the new pro- 
gram should be adopted. 


@ Grocery store and meat mar- 
ket sales as well as total retail 
sales im Cedar Rapids . . 

again, second largest in Lowa. 


@ The CEDAR RAPIDS GA. 
ZETTE covers metropolitan 
Cedar Rapids (Linn County) 
100% daily and 99.8 Sunday. 
Total circulation over 58,000. 


Burgoyne Grocery & Drug = 


FIRST NATIONAL BANK BUILDING bd 


* Ask us for a proposal today. 


CINCINNATI 2 


pe * 


WOR sells— everything from bread to bird seed— 


More advertisers place their confidence in WOR 


than in any other station in the country. 
And with good reason... 


WOR personalities have earned the confidence of 
the largest station audience in America— 


26,000,000 people in 14 states! 


in the world’s most competitive market. 


Let us show how WOR can translate listener 


confidence into solid sales success for you. 


Sag ees 


on the 


84 IMPORTANT 
INDUSTRIAL AND 
TRADE MARKETS 


Refer First to the 


1963 MARKET DATA & 
DIRECTORY NUMBER 


Industrial Marketing 


200 £. ILLINOIS ST. * CHICAGO 11, ML 
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Two Buy Sendol Co. | 


Sendol Co., Kansas City maker | 
of Sendol tablets, a proprietary | 
drug for relief of headaches, has) 
been purchased from Mrs. Helen | 
Hogan, the proprietor’s widow, by | 
John Stephenson, Kansas City) 
merchant, and William R. Camp- 
bell, Kansas City advertising man. 
The new proprietors are beginning 
a spot radio campaign in the South 
and West to increase sales volume. 
Trade and consumer publications 
will be used in the spring. Jackson, 
Haerr, Peterson & Hall, Peoria, 
IIL, is the agency. 


Promotes George King 


Cruttenden & Eger, Chicago, has 
promoted George R. King to pro- 
duction manager. Mr. King has 
been with the agency since 1949. 


IT’S IN THE BAG 
when you use in your 
promotions. eys prove 
|| people prefer them. Pictorial 


ea top cir of 

them. SINGLE PRINTS o 

fF money-sov . evail- 

abie. Write FREE Proof- 
book No. 11. 


|combe Aircraft Co. Mr. Kane has 


EVE*CATCHERS, Inc. 
207 E. 37th St., N.Y. City 16 


Three Join Lewis & Gilman 


J. Warner Evans has been named | 
assistant account executive at 
Lewis & Gilman, Philadelphia. 
William J. Kane Jr. has been ap- 
pointed assistant to the head of the 
media department, and Nelson 
Ross has joined the production de- 
partment. Mr. Evans formerly was 
in advertising and sales with Lus- 


been in sales promotion and adver- 
tising for many years. Mr. Ross 
formerly was assistant advertising 
manager of the export division of 
Sharp & Dohme. 


Names Chambers & Wiswell 


Food Specialties, Plymouth, 
Mass., has appointed Chambers 
& Wiswell, Boston, to handle ad- 
vertising for its Appian Way pizza 
pie. Television and newspapers will 
be used in selected markets 
throughout the country. 


Perfection Stove to Walsh 

Perfection Stove Co., Cleveland, 
has named Walsh Advertising Co.’s 
Toronto office to handle advertis- 
ing in Canada. Full-page color ads 
will be used in consumer publi- 
cations. 


Advertising Age, February 9, 


JUST TURN DIAL—W. C. Jones, merchandising manager of the Bendix home laundry 

division, Avco Mfg. Corp., demonstrates the washer for John Bonforte of Bonforte 

Construction Co., Pueblo, Colo.; William A. H. Birnie, publisher of Woman’s Home 

Companion, and Bernice Strawn, home equipment editor of the magazine. Mr. Bon- 

forte got one of ten “good kitchen planning” awards presented by the Companion 
to builders at the National Assn. of Home Builders convention. 


Publishes Studebaker Story 
Henry Holt & Co., New York, 
has published “A Century on 


' 


Wheels,” which recounts the his- 
tory of Studebaker Corp., South 
Bend, Ind. 


For 40 years competition has kept stiffening 


... yet Brillo sales continue to mount 


housewives consistently what 


When a new product fills a 
universal need it is sure to 
have imitators—as the Brillo 
Manufacturing Company fore- 
saw 40 years ago. 

Back in 1913 Brillo introduced 


America’s first metal-fiber scour- 
ing pad. Housewives welcomed it 
enthusiastically. But when com- 
petition entered the field, how was 
Brillo to keep its sales expanding? 
Education, month after month! 
The makers of Brillo recognized 
that mass production gave them 
economy and efficiency in manu- 
facturing. They also saw that this 
same principle could be applied 
to building sales—by telling the 


Brillo would do for them. 


Beginning with modest space 
in a few magazines, they took the 
news of the benefits of Brillo to 
housewives month in, month out. 
Sales increased. As they grew, 
Brillo added newspapers, more 
magazines—now TV— to reach 
still more people who would bene- 
fit by its use. 

With education— expansion! 

So well has this program of con- 
sistent mass education worked 


that the Brillo factory has ex- 
panded four times to meet in- 
creased demand. Brillo sales have 
grown and grown for 40 years. 


Thus our client gets effective- 
ness and economy through the 
mass selling ability of advertising 
—just as his mass manufacturing 
makes the product itself widely 
available at low cost. 


Can these benefits of advertising 
be better utilized in your behalf, too? 
We would be gled to talk with 
you about it. Just call or write: 


J. WALTER THOMPSON COMPANY 
420 Lexington Avenue, New York 17, N. Y. 


New York City, Chicago, Detroit, San Francisco, Los Angeles, Washington, D. C., 
Miami, Montreal, Toronto, Mexico City, Buenos Aires, Montevideo, Rio de Janeiro, Sao 
Paulo, Santiago (Chile), London, Paris, Antwerp, Frankfurt, Milan, Johannesburg, Port 


Elizabeth, Capetown, Durban, Bombay, Calcutta, New Delhi, Sydney, Melbourne. 


1953 


Conventions 


Feb. 9-11. American Management Assn., 
marketing conference, Hotel Statler, New 
York. 

Feb. 12-14. Southwestern Assn. of Ad- 
vertising Agencies, annual meeting, Texas 
Hotel, Fort Worth. 

Feb. 13-14. Northwest Daily Press Assn., 
annual convention, Radisson Hotel, Min- 
neapolis. 

Feb. 16-17. Advertising Federation of 
America, First District convention, Brad- 
ford Hotel, Boston. 

Feb. 16-17. Inland Daily Press Assn., 
midwinter meeting, Drake Hotel, Chicago. 

Feb. 20-21. Pennsylvania Newspaper 
Publishers Assn., display advertising con- 
ference, Penn Harris Hotel, Harrisburg. 

Feb. 25. Associated Business Publica- 
tions, annual eastern clinics, Roosevelt 
Hotel, New York. 

March 9-11. Advertising Specialty Na- 
tional Assn., spring advertising specialty 
show, Palmer House, Chicago. 

March 18-20. Assn. of National Adver- 
tisers, spring meeting, The Homestead, 
Hot Springs, Va. 

March 31-April 2. Point of Purchase 
Advertising Institute, annual meeting and 
exhibit, Palmer House, Chicago. 

April 20-23. American Management 
Assn., packaging conference and exposi- 
tion, Navy Pier, Chicago. 

April 20-23. National Premium Buyers 
Exposition, 20th annual, Conrad Hilton 
Hotel, Chicago. 

April 21-23. American Newspaper Pub- 
lishers Assn., annual convention, Waldorf- 
Astoria, New York. 

April 23-25. American Assn. of Ad- 
vertising Agencies, annual meeting, The 
Greenbrier, White Sulphur’ Springs, 
W. Va. 

April 28-May 1. National Assn. of Ra- 
dio and Television’ Broadcasters, 31st 
annual convention, Biltmore Hotel, Los 
Angeles. 

May 1-3. Associated Business Publica- 
tions, annual spring conference, The 
Homestead, Hot Springs, Va. 

May 3-6. National Newspaper Promo- 
tion Assn., annual convention, Fort Shel- 
by Hotel, Detroit. 

May 6-8. Assn. of Canadian Adver- 
tisers, Royal York Hotel, Toronto. 

May 7. Export Advertising Assn., fifth 
annual international advertising conven- 
tion, Hotel Plaza, New York. 

May 21-23. Southern California Ad- 
vertising Agencies Assn., 3rd annual 
conference, Del Coronado Hotel, San 
Diego. 

May 25-26. Inland Daily Press Assn., 
spring meeting, Congress Hotel, Chicago. 

June 8-10. National Sales Executives 
Inc., annual convention, Chalfonte-Had- 
don Hall, Atlantic City. 

June 14-17. Advertising Federation of 
America, 49th annual convention, Statler 
Hotel, Cleveland, 

June 21-25. Advertising Assn. of the 
West, annual convention, Fairmont Hotel, 
San Francisco. 

June 22-24, Newspaper Advertising Ex- 
ecutives Assn., summer meeting, So- 
merset Hotel, Boston. 

June 22-25. National Industrial Ad- 
vertisers Assn., annual conference, Hotel 
William Penn, Pittsburgh, Pa. 

Sept. 14-18. Outdoor Advertising Assn. 
of America, 56th annual convention, 
Shamrock Hotel, Houston. 

Sept. 21-23. Assn. of National Adver- 
tisers, annual meeting, Drake Hotel, Chi- 
cago. 

Oct. 4-8. Advertising Specialty National 
Assn., annual convention and Specialty 
Fair, Palmer House, Chicago. 

Oct. 5-6. Inland Daily Press Assn., an- 
nual meeting, Hotel LaSalle, Chicago. 

Oct. 12-15. Financial Public Relations 
Assn., 38th annual convention, Sheraton 
Cadillac Hotel, Detroit. 

Oct. 19-26. Boston Conference on Dis- 
tribution, 25th anniversary meeting, Hotel 
Statler, Boston. . 


Rogers Promotes Ahrensdorf 


Robert E. Ahrensdorf, eastern 
manager with headquarters in 
New York, has been promoted to 
v.p. and general manager of Rog- 
ers Publishing Co., Detroit, pub- 
lisher of Design News and Pur- 
chasing News. Mr. Ahrensdorf will 
make his headquarters in the De- 
troit office. Joseph E. Ryan, east- 
ern representative for the publica- 
tions, succeeds Mr. Ahrensdorf in 


New York. 


| ‘Chronicle’ Boosts Ketchum 


| The San Francisco Chronicle has 
promoted Kenneth G. Ketchum to 
| classified advertising manager. 
Mr. Ketchum, who succeeds the 
late Felix Aberouette, has been 
assistant classified advertising 
| manager. 


_Hammermill Boosts Zink 

| John D. Zink, v.p. and director 
‘of merchandising of Hammermill 
Paper Co., Erie, Pa., since 1948, 
‘has been promoted to assistant 
general manager. He will retain 
| his merchandising title. 
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Lenten Season Drive 
with Special Recipe 
Planned by Canners 


New York, Feb. 3—A promo- 
tion similar to Pancake Day for 
Lent (AA, Jan. 5) is being planned 
by canners and allied groups. This 
campaign will push a recipe for 
ripe olive tuna ring. 

Participating groups are United 
States Steel Co., the Olive Ad- 
visory Board, Pet Milk Co., Asso- 
ciated Independent Canners, Tuna 
Research Foundation and the Can 
Manufacturers Institute. 

U. S. Steel will run a full-page, 
full-color ad in the March issue of 
Woman’s Home Companion on be- 
half of the canned pea, tuna, ripe 
olive, soup and evaporated milk 
industries. All the products of these 
industries are included in the spe- 
cial recipe. 


® The Olive Advisory Board will 
run ads in American Familiy Mag- 
azine, American Home, Better 
Homes & Gardens, Better Living, 
Everywoman’s Magazine, Family 
Circle, Good Housekeeping, Ladies’ 
Home Journal, Sunset Magazine, 
Today’s Woman, True Story and 
Woman’s Day. 

Pet Milk Co. will feature ripe 
olive tuna ring in all its advertis- 
ing and sales activity from the 
middle of February’ through 
March. This will include commer- 
cials on “The Mary Lee Taylor 
Show” over 167 National Broad- 
casting Co. radio stations, Ralph 
Edward’s “Truth or Consequences” 
on 160 NBC stations and on the 
“All-Star Revue” on NBC-TV. 
Full-page, full-color ads will be 
run in West Coast supplements on 
March 8 and b&w ads will appear 
in the Negro press, Ebony and Our 
World, in March. 

The other participants will con- 
tribute publicity, and will cam- 
paign through distributors and 
food brokers. 

The agency for U. S. Steel is 
Batten, Barton, Durstine & Os- 
born; for the Olive board, J. Wal- 
ter Thompson Co., and for Pet 
Milk, Gardner Advertising Co. 


A. B. Stone Named Adler V. P. 


William Hart Adler Inc., Chica- | 


go agency, has promoted A. B. 
Stone to v.p. and assistant general 
manager. Mr. Stone, who joined 
the agency in 1949, has been as- 
sistant to the president for the past 


THE ONLY 
BOSTON 
NEWSPAPER 
WITH A 
TOTAL 
LINAGE 


GAIN IN 1952 


The 
Boston Globe 


MORNING * EVENING * SUNDAY 


Cresmer & Woodward, Inc., New York, 
San Francisco, Los Angeles. 
Scolaro, Meeker and Scott, Chicago, Detroit. 


| Bead Chain to Norman Waters 


Mr. Littleton formerl: was assist- 
ant v.p. of United Aircraft Prod- 
ucts Inc., kitchenwares division, 
Dayton. 


Bead Chain Mfg. Co., Bridgeport, 
Conn., has named Norman D. Wat- 
ers & Associates, New York, to 
handle advertising for its fishing 
tackle in consumer magazines and 
for its industrial products in trade 
publications. Horton-Noyes Co. | 
previously had the account. 


Ansco Adds Depariments 


|Corp., Binghamton, N. Y. These 
Loudon Gets Koroseal Tile ‘are professional sales, with Harry 


Henry A. Loudon Advertising, Reeve as coordinator, and ama- 
Boston, has been appointed to han- | teur sales, headed by Harold R. 
dle advertising for the new vinyl| Dean, manager. 
plastic Koroseal floor tile manu-| 
factured by B. F. Goodrich Co.,| Stice A inted A. E. 
Watertown, Mass. B&w spaee has|* rn aan f — 
been bought in several magazines 410m sO. ee” oP the Vili 
and six trade publications. land Winthrop Shoe “companies, 
‘divisions of International Shoe 
/Co., St. Louis, has been appointed 
New York an account executive with Batz- 


Littleton to Fred Gardner 
Fred Gardner Co., 


Littleton merchandising manager.! Agency, St. Louis. 


| Two new departments have been | 
created by the Ansco Film divi-. 
|sion of General Aniline & Film) 


agency, has appointed J. Eugene’) Hodgson-Neuwoehner Advertising 


y my oo 
5 a 


COMPLETES SALES | 
AT POINT OF SALE |§ 


ALE 


TIES IN ALL OTHER 


* 


118-124 WEST PEARL ST, CINCINNAT! 2, OHIO 


Producers of illuminated and non-illuminated types of signs. 


Serving manufacturers of brand-name products from coast to coast. 


Representatives in principal cities 


Latest complete survey 
of the 


Kansas Farmer 
Missouri Ruralist 


subscriber market for 


AUTOMOTIVE & 


EQUIPMENT 
& SUPPLIES 


j 
| 
| 


Here are the facts you need to plan your selling 
wisely — if you make or sell motor cars, trucks or 
tractors . . . orf equipment and supplies for them. 
Inside this 52-page book you'll find a complete 
breakdown of ownership of rolling stock and engines 
which has shown an amazing increase since our last 
survey two years ago; also, brand preferences of 
gasoline and motor oil and time, date and amount 
of purchases. In addition, it gives you a breakdown 
of farm ownership and size of farms. 


Use this information as a guide in your selling plans 
for these two billion-dollar farm states. Then give 
your plans the best start possible: Tell your story in 
Kansas Farmer and Missouri Ruralist —the farm 


papers that have the confidence of the Kansas and 
Missouri farm market. 


—_— 


Kansas 


| 


| 


Farmer 


MAIL THIS COUPON 
for your FREE copy of 


“AUTOMOTIVE EQUIPMENT 


& SUPPLIES” 


“wig 
tr, 
. oi 


Capper Publications, Inc. 
Topeka, Kansas 
Please rush me a copy of your latest “Automotive Equip- 


ment & Supplies” survey of the Kansas-Missouri farm 
market. 


NAME 


ADDRESS iiemcctglhemnciiitanneetioans 
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Frozen Food Book Available | This Week in Washington. . " 


“A Short Course in Frozen 
Foods,” a pamphlet created by 


A 


The Bureau of Labor Statistics 
is under White House instructions 


dvertising Age, February 9, 1953 


| dent Truman is not the be-all and 
end-all of federal finance. In 1952, 


Harry Lerner & Associates three 
years ago for the Frozen Food Dis- 


Treasury Gets Inaugural Dais Scraps 


to keep its old cost-of-living index for example, the original budget 
alive for another six months. The was nearly $10 billion more than 


tributors Assn. of California for | 
distribution to home economics, 
classes in schools, is being made) Washington Editor 
available to the appliance and WasunincTon, Feb. 5—That state- 
frozen food industries for sales|jy jnaugural platform which re- 
training and sales promotion uses. 


hl rs ol vat SS aates screens Jan. 20 has just about dis- 


Harry Lerner & Associates, 681 appeared from the steps of the | 
Market St., San Francisco 5. |Capitol Bldg. but you may be) 


hearing more about it. 
JWT Gets Bu-Tay Products The wreckers were well along) 
Bu-Tay Products Ltd., Los An- 


By Stanley E. Cohen 


produced so impressively on TV 


| 


on their task when the Treasury | 
geles manufacturer of Rain Drops, | Department’s savings bond divi-| 
a water conditioner for softening | sion let it be known that it is in- 
water and bluing clothes while) 


|the Coast Guard for safe keeping 


until such time as the savings bond 
division is ready for its next move. 
One thing is sure, the planks can’t 
be sliced up into souvenir gavels 
—they are soft wood. 


Federal Trade Commissioner 
Stephen Spingarn has challenged 
Standard Oil Co. of Indiana Chair- 
man Robert E. Wilson to a TV de- 
bate on “the case for and against 


washing, has named J. Walter 
Thompson Co., Los Angeles, to 
handle its advertising. The prod- 
uct is distributed nationally. No 
media plans have been announced. 
Dan B. Miner Co., Los Angeles, is 
the previous agency. 


Business Directory Out 


Directory Publishing Co., Union | 
Trust Bldg., Pittsburgh, has issued | 


the “Directors Register of Pitts- 
burgh and Tri-State Area.” The 
volume lists the names and ad- 
dresses of more than 15,000 busi- 
ness leaders in all categories, as 
well as 3,000 corporations and 
other business institutions, and 
sells for $25. 


terested in caching away several 
hundred feet of the most strategic 


close its plans, the promoters who 


parts of the swearing-in platform. | 
Though Treasury did not dis-. 


the Federal Trade Commission.” 

Mr. Spingarn declares that Mr. 
Wilson’s article, “We the Accused” 
in The Saturday Evening Post for 


|Jan. 24, “impeaches the honesty, 


had acquired the lumber for re-| fairness and integrity of my com- 
sale as scrap were quick to sense! mission and its officials.” In recent 
the publicity value that would ac- weeks, Commissioner Spingarn has 


‘crue if they were to dedicate a issued a 


series of statements 
portion of their haul to a public| charging that business organiza- 
purpose. tions are attempting to undermine 
They even induced Vice-Presi- public confidence in the commis- 
dent Richard Nixon to appear | sion. 
Tuesday morning and formally) Ted Granik is willing to stage 
present the lumber to Treasury | a TV debate on the FTC on his 
Under Secretary Randolph Bur- “American Forum of the Air,” Mr. 
gess. After the customary courte- Spingarn says, Dr. Wilson should 


sies, the lumber was turned over to| choose the Sunday. 


\ 
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~ NOW- 


DISPLAY MFRS. « 
SALES EXECUTIVES « 
PRODUCTION MEN « 


you can get high-fidelity 


FULL-COLOR TRANSPARENCIES 


in quantities of 500 or more 


at A FRACTION 


We've knocked down the 


you can profit from the wider use of full- 


color lighted displays. 


These are not prints, not dye transfers, 
but high fidelity, screenless, 


ments of Kodachromes or 


in full color... at unbelievably low prices. 
Save money with our package deal. We'll 
mount your transparencies in shadow 


Kalamazoo 


OF WHAT YOU’D EXPECT TO PAY! 


price barrier so boxes constructed from a wide choice of 
display materials and with a choice of 
moulding frames. Displays come ready to 
plug in, with flashing device if desired ... 
and are priced lower than you'd imagine. 
Attractive prices on smaller quantities, 
too. Drop shipments can be made. Com- 
plete photo studio facilities are available. 
Complete information and prices on re- 
quest. Please indicate size, quantity, num- 
ber of separate subjects and type of art- 
work furnished. 


PHOTO & COLLOTYPE STUDIO, inc. 
v& Photo-Gelatin Printers xx 

The perfect process for printing short run pictorial subjects 

in Monotone, Duotone or Full Color—up to 40° x 60” sheet size. 


845-53 W. ERIE STREET e CHICAGO 22, ILL. 
o Telephone: MOnroe 6-9835 


quality enlarge- 
Ektachromes— 


St. Louis 
Central 5068 


Cincinnati 
Plaza 4218 


Louisville 
Wabash 8068 


old index, based on 1935-39 dol- 
lars, was scrapped at the end of 
1952 for a new index, based on 
1947-49 dollars. During the past 
few days, labor leaders let it be 
known they would attempt to re- 
open wage contracts if the old in- 
dex were discontinued. BLS is gv- 
ing ahead with plans to introduce 
its new index this month. How- 
ever, it will continue to release 
figures on the old index, too. 


President Dwight D. Eisenhower 
made it clear that improved postal 
service is a top priority item in his 
administration. Arguing for effec- 
tive powers to reorganize govern- 
ment, the President told Congress 
in his state-of-the-nation message 
that “one agency, whose head has 
promised early and vigorous ac- 
tion to provide greater efficiency, 
is the Post Office. 

“One of the oldest institutions of 
the government, its services should 
be of the best. Its employes should 
merit and receive the high regard 
and esteem of the citizens of the 
nation. There are today, in some 
areas of postal service, both waste 
and incompetence to be corrected. 
With the cooperation of the Con- 
gress, and taking advantage of its 
accumulated experience in postal 
affairs, the Postmaster General 
will institute a program directed 
at improving service while at the 
same time reducing costs and de- 
creasing deficits.” 

. e a 


Congressional experts are still 
hopeful that tax reductions will 
be along by about mid-year. De- 


administration leaders that budg- 
et-balancing is a No. 1 must, the 
tax cutters remain confident they 
will have their way. 

They point out that the $9.9 bil- 
lion deficit in the budget forward- 
ed to Congress by former Presi- 


spite the general agreement among | 


(the actual amount that had been 
spent when the books on the year 
were closed. 

Congressional leaders feel gov- 
ernment won’t be able to spend 
the money as fast as it would like 
to. They believe they will have 
enough “room” to relieve taxpay- 
ers of about $2 billion of responsi- 
bility. 

* « * 

The big mystery in domestic af- 
fairs after the state-of-the-union 
message is the details of the Pres- 
idential recommendations on con- 
trol of scarce materials. Price con- 
trol is dead, and so is a general 
materials allocation program. But 
control of critical materials is to 
remain—details to be filled in 
later. 

Experts say copper and perhaps 
aluminum are still so scarce that 
there is every reason to believe 
that complete allocation will be 
necessary beyond June 30, when 
present controls expire. Any effort 
to limit controls to military prior- 
ity might result in serious injury 
to civilian goods production, they 
say. 


Belrug Boosts Full Rug Line 


Belrug Mills Inc., Greenville, 
S. C., manufacturer of rugs and 
carpets, for the first time will give 
equal prominence to its four rug 
lines in its spring promotion. The 
lines are Wunda Weve, Wunda 
Loom, Wunda Luxe and Wunda 
Crest. They will be featured to- 
gether in four-color spreads be- 
ginning in May, with additional 
ads devoted to each line individu- 
ally Publications scheduled are 
House Beautiful, House & Garden, 
Living for Young Homemakers and 
|Town & Country. John Falkner 
|Arndt & Co., Philadelphia, is the 
wentad 


Dobbs Co. Moves 

Dobbs Co., New York agency, 
| has moved to new, larger quarters 
‘at 107 W. 43d St. 
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136 So. Fourth Ave. 


Whaley TKXiP0S 


Twenty-four hours a day, seven days a 
week, your sales message stands out on 


duces 
ster travels from five to seven miles 

or a mere penny. Get the facts today. 

Write us for rates and availabilities. 
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Taxiposters. Here is advertising that's 
istent, repetitious—the kind that pro- 
sales! It’s economical, too. Your 
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Takes Creative Man to Task 


for Italian Line Comment 
To the Editor: Your Creative 


Man’s Corner is always interest- | 


ing, even when what he says 
seems wrong, as it does this week 
(AA, Jan. 19). 

This week he has taken to task 
the Italian Line’s advertising for 
the new ship, the Andrea Doria. 
If you remember the advertise- 
ment illustrated, it shows a four- 
color aerial view of the Andrea 
Doria sailing into a sunny har- 
bor. The heading above the pic- 
ture says, “The lovely new Andrea 
Doria.” The heading below the 
picture says, “These men have 
built a ship...” and then there 
are some small pictures of various 
craftsmen—tile makers, sculptors, 
tapestry weavers and the like. 
The copy goes on to say that these 
are the boys who have helped 
give the Andrea Doria that elusive 
thing called personality, the kind 
of warmth and friendliness that 
will make your voyage happy. 

The Creative Man says, who 
cares? He says that when the 
Queen Mary was abuilding, the 
ads he read were more impressive. 
He says the Andrea Doria ad must 


have been written by some Euro- | 
pean who had been listening to) 


“Voice of America” broadcasts 


about America’s material advan- 
tages. He says he doesn’t care about 
the Andrea Doria’s furnishings— 


/what he wants to know is who 
‘laid her keel? Who riveted her 
‘plates? Will they hold together? 
Where will the ship take us? And 
will it get us there? 

I have nothing to do with Italian 
Line or any other travel advertis- 
ing, but it’s not hard to see why 
the introduction of the Andrea 
Doria was a bit less impressive 
than that of the Queen Mary. The 
Mary weighed in at 81,000 tons. 
She was built to be the fastest 
liner afloat. Her first appearance 
was NEWS, and she was backed 
by all the advertising that the 
biggest steamship line in the 
world could afford. 

The Andrea Doria is only 30,- 
000 tons, and in a year that has 
included the introduction of the 
new superliner United States, the 
Andrea Doria isn’t news at all. 
She’s just the newest, most com- 
fortable, most beautiful ship to 
take to the Mediterranean—or so 
it would seem from reading the ad. 

Was the ad written by a Euro- 
pean under the influence of the 
“Voice of America?” The Stand- 
ard Advertising Register says that 
Italian Line advertising is han- 
dled by American Export Lines, 
which in turn is handled by that 
old Italian firm of Cunningham & 
| Walsh. Maybe The Creative Man 
knows better—do you suppose he 
checked into it? 
| He certainly didn’t read the 
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display type at the bottom of the 
ad itself, or he’d have found the 
answer to his question about 
where the Andrea Doria goes: 
|Gibraltar, Naples, Cannes and 
Genoa. 

As for the rest, it would scarce- 
ly seem necessary today to spend 
money to advertise the fact that 
you know how to rivet a hull so 
it won’t leak. Modern travelers 
more or less assume a ship will 
float. 

On the contrary, today’s choice 
of a ship to travel in probably de- 
pends as much on “atmosphere” 
as on anything else. Surely atmos- 
phere must have seemed especial- 
ly sales-worthy in the case of the 
medium-size, medium-fast, me- 
dium-expensive Andrea Doria. 
And the Italian Line’s series of 
ads leading up to this final one 
did build atmosphere. 

Each separate ad, as I recall 
them, showed a single one of the 
craftsmen the Creative Man ob- 
jects to, with the heading, “This 
man is building a ship...” A big 
picture of a _ tapestry weaver 
weaving a tapestry was a little 
startling with this heading, and 
yet the idea wasn’t too difficult 
to grasp. And it wasn’t too bad a 
way to build up a sense of curi- 
osity and expectation about the 
promised Andrea Doria. Then fi- 
nally here she was—in the one ad 
the Creative Man criticizes—the ad 
that wraps up the whole campaign 
and shows the new liner to be a 
beauty indeed, whether you saw 
the earlier ads or not. 

Three open-air swimming pools 
right there in plain sight, for in- 
stance! Perhaps future advertis- 
ing may focus closer on those un- 
precedented pools as visible proof 
of the Italian Line’s prewar claim 
of Lido-living on the southern 
sun-route. There’s no lack of such 
features to advertise, eventually... 
even if they couldn’t all be 
crowded into this one ad. 

Maybe the theme chosen for the 
announcement campaign wasn’t 


Creative Man could have done 
better. But considering what the 
actual creators had to sell, the 
money they had to sell it with, 
and the people they had to sell it 


"| What more could you ask? 
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to. the job they did seems far, 
from bad. 
| It was a new twist in the hack- 
neyed field of travel advertising, 
and it made the Andrea Doria 
‘look like fun to travel in. 

R. Bruce BALDWIN, | 
| Leo Burnett Co., Chicago. 
| e * * 
_Cockfield, Brown Has 23-Year 
_Record on Brewing Account 

To the Editor: Under the title, 
“Needed: Formula to Hold Brew- | 
ing Accounts,” in your Dec. 1 issue 
of ADVERTISING AGE, you docu- 
mented extraordinary evidence of 
the instability of client-agency re- 
lationships which exists in this 
field. 

The article was read with in- 
terest in this office, particularly in 
view of the fact that so many first 
line agencies seem to be involved 
in this game of musical chairs. 
Which leads us to suspect that the 
search for the formula in ques- 
tion might well be conducted at 
least as much by the brewers as 
by the advertising agencies. 

We like to believe that our 
client, Molson’s Brewery Ltd., has 
found this formula since, through 
good times and bad for more than 
23 years, the advertising of this 
oldest brewery on the North Amer- 
ican continent has been placed 
through Cockfield, Brown & Co. 

We like to think that the result- 
ing close integration has played a 
significant part in making Mol- 
son’s ale the largest selling prod- 
uct in its field in Canada with the 
current annual production of some 
1,600,000 barrels. 

J. E. McDouGAa.t, 

Account Executive, Cockfield, 

Brown & Co., Montreal. 

. * ” : 


Bott Agency Uses Symbo 

To the Editor: In your issue of 
Dec. 29, you reproduced a letter 
from E. F. McDonald Jr., presi- 
dent of Zenith Radio Corp., head- 
lined, ““McDonald Offers New Idea 
for Agency Ad Signatures.” 

While this is an excellent sug- 


gestion on the part of Mr. McDon- 
ald, it is by no means a new idea... | 

Mine is probably the only agen-| 
|cy that has ever used such a sym- 
bol ...at least I have never seen) 
one used by other agencies. I feel | 


|identification, but I am utterly op- | 
posed to an agency signing its | 
| name, since it might detract from 
the value of the ad. The public 


‘shovld feel that each advertise-_ 


ment emanates from the office of 
the firm itself—or even from the 


‘individual, if such a firm carries 


the name of that individual. It is 
not amiss, however, to include an 


-unobtrusive symbol which has a 
‘meaning only to those in the ad- 


vertising profession. 

When I operated the Bott Ad- 
vertising Agency in Little Rock, I 
adopted a symbol and included it 


‘in all my ads and advertising lit- 


erature. That symbol was first 
used in the early ’30s, and is noth- 
ing more than the astronomical 


“That eS Bout CE 
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sign of Leo, found in almanacs. 
This is distinctive, takes up little 
space, is legible in actual size, and 
means nothing to the reader. It is 
also appropriate for my name. 

I was absolutely astounded, 
however, after using it (and with- 
out merchandising it), to learn 
that so many readers “caught on” 
and commented to me, stating that 
they could always recognize my 
ads—if not by the style, then cer- 
tainly by the little symbol. 

Mine has always been one of the 
few agencies in the country which 
has advertised consistently, and in 
Little Rock I used the local papers. 
I would include that little symbol 
somewhere in the ad, possibly as 
corner pieces, or perhaps only 
once—somewhere near the signa- 
ture. Never did I explain the sym- 
bol, nor even mention it, but sim- 
ply included it somewhere in the 
advertisement. Yet, in spite of that 
modest way of including it, the 
public grasped its significance. 

I feel it would be well for other 
agencies to adopt Mr. McDonald’s 
suggestion, and incorporate that 
symbol on their own literature and 
stationery, as I have done on mine. 

LEo P. Borr Jr. 

Leo P. Bott Jr., Advertising, 

Chicago. 

+. ~ + 
Presentation Counts, too, 
in Company Publications 

To the Editor: May I quarrel 
just a little with some of the impli- 
cations in the Jan. 5 article by 
Newcomb & Sammons in their 
“Employe Communications” col- 


the best in the book. Maybe the that there should be an agency umn? 


This very well-written piece 
deals with a publication contest 
recently held by the Hawaii Plan- 
tation Industrial Editors’ Assn. It 
appears that this association, re- 


... 51st for per-capita 


population or buying power, or 
market far above the average 
advertise adequately in the 


300,907 SUNDAY 


GARY 


As reported in SALES MANAGEMENT Survey of Buying Power 
for 1952, among the 200 largest cities in the nation . . . 


Gary ranks 26th for per-family effective buying income 


effective buying income 


... 72nd for total effective buying income 
...73rd for population 


Whether you pick markets in which to advertise on the basis of 


a combination of both, here is a 
in sales opportunities when you 


THE GARY POST-TRIBUNE 


Gary's only newspaper 


The only medium you can be sure will deliver your advertising with 
sales-producing impact in this market. 

More than 95% coverage of families in the city zone, better than 
80% in the entire Gary Trading Area. 

Mere than twice the effective family coverage of all Chicago daily 
newspapers combined in this market, and no other medium claiming 
coverage in this area even approaches our audience in size. 


DON’T LET ANYBODY KID YOU! 


There is no substitute, absolutely 


no substitute for THE GARY POST-TRIBUNE for effective family 
coverage in this compact, prosperous and rapidly growing market. 


Metropolis of Indiana Industry 
Second City In The State 


(U. S. Census 1950) 


Additional 
Market Highlights 


Home of the world’s largest 
steel mills. Third largest steel 
producing center in nation. 


Principal shopping center 
for Lake and Porter counties. 
Populations total in excess of 
400,000. Total households 
113,276. (U. S. Census 1950) 
These counties offer a $713.- 
619,000 market. (Sales Man- 
agement 1952 Survey of 
Buying Power) 


Population of Gary 133,911. 
Of city and city zone 167,661 
Total for retail trading area 


220,603. (U.S. Census 1950) 


National Representatives: 
BURKE KUIPERS & MAHONEY 
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cognizing that budgets and other 
resources vary widely among in- 
dustrial publications, endeavored 
to so design their contest that the 
emphasis would be on the editorial 
job, rather than on production de- 
tails—which is all to the good. 

My quarrel is with the reporting 
that seems to make it appear that 
the quality of production is of lit- 
tle or no importance, compared 
with the editorial effort. The New- 
comb & Sammons column is too 
much of a “Bible” to industrial ed- 
itors to let that stand without pro- 
test. 

It seems to me that this is an as- | 
sumption that won’t stand up. If it 
were correct, then the practice of 
advertising is all wrong, and get- 
ting wronger all the time. My point 
is that the best writing in the’ 
world, the finest of editorial ideas | 
and concepts, are of no value if the. 
stuff doesn’t get read. That’s| 
where good printing, good presen- 
tation, comes in. If the quality and 
appearance of the presentation has 
no bearing on impact and the effi- 


by a copy man; one by a layout 
man; one by an administrative... 
well, one for its basic premise or 
organization; and one by a retail 
man. 

These could become a helpful 
primer to the old-timer and to the 
ambitious office boy. The other ar- 
ticles in your Feature Section are 
so much better done that I should 
think you would want to bring the 
whole section up to par. Well, I 
have tried to be constructive, any- 
way. 

Putt LANSDALE, 

The Caples Co., Los Angeles. 


rs « * 
Says Crime Does Pay—on Air 

To the Editor: I can’t agree with 
Ed Weiss’s Freudian findings that 
crime does not pay on radio and 
television commercials, as related 
in ADVERTISING AGE Jan. 26. 

One of Olian & Bronner’s clients, 
whose results are measureable pro- 
gram by program, because they’re 
based on telephone-call leads, finds 
the direct opposite to be true. 


The client, Chicago Engineers 


for Television (CET), top spender 
among Chicagoland’s exclusive TV 
dealers, sponsors 38 radio and two 
television shows weekly, all keyed 
to direct response. <\ction-packed 
mysteries “Nick Carter” and 
“Crime Fighters,” on radio, con- 
sistently outpull all the music and 
news programs for the same client. 
In fact, when “Crime Fighters” re- 
placed “Dr. Kildare,” it more than 
doubled returns from the Lionel 
Barrymore, Lew Ayres starrer. 

On television, ful!-length films 
with the mystery and crime theme, 
regardless of multiple showings, 
regularly do better for CET than 
even first-run musicals, straight 
dramas and comedies. 

Crime does pay; the defense 
rests. 

Bos SINGER, 
Account Executive, Olian & 
Bronner Inc., Chicago. 
a . 


- 
Appreciates an Art | 


To the Editor: I would like to) 
take this opportunity to commend | 


reported the law suit I was in- 
volved in with C. V. Parkinson 
Inc., in your issue of Jan. 12. 
Such a case always involves 
many delicate angles that, if mis- 
represented, often cause irrepara- | 
ble harm one way or the other. 
However, in keeping with the ap-| 


71 


honest, yet interesting, manner. I 
don’t imagine one truly appreci- 


ates such an art until he finds 


himself in the so-called “middle 
of it.” 

It is for this reason among oth- 
ers I have been a constant reader 
of ADVERTISING AGE and intend 


parent high standards of your pub- | remaining so. 


lication, it is my opinion you have 
once again mastered that most 
difficult reportorial trick of pre- 


senting a multi-sided story in an} 


STEFFEN A. MEYER, 
Vice-President, Frank B. 
Johnson Advertising, Manhas- 
set, N. Y. 
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cient attracting of attention, then 


why bother with color or good 
presswork or even proofreaders? 
National magazines would be just 
as effective if they eliminated art- | 
work and were banged out in one | 
color on newsprint, so long as the | 
editorial copy and advertisements | 
were well written. 
It won’t work. No one is under | 
an obligation to read what the in- | 
dustrial editor writes, no matter | 
how well it’s written. What he has | 
to say has to be presented just as | 
ably as a good printer can put it on 
paper, in order to create the de- 
sired effect on a maximum audi- 
ence. The “attract attention, 
arouse interest’ maxim applies. 
here just as it does in advertising. 
It’s an inherent part of the good 
editor’s job to see that what he 
writes is presented in type just as_ 
well and as effectively as can be. 
It isn’t a case of “the job the editor | 
is doing, rather than the work the. 
printer is doing.” I believe it 
should read “the job the editor is | 
doing, as well as the job his print- | 
er is doing.” They go together, and | 
no editor, no matter how talented, | 
can reach maximum effectiveness | 
without the cooperation of some | 
good printer. 


BILL Bonn, 

Stewart & Fryer Inc., Chicago. 

- e = 
Offers a Suggestion 

To the Editor: May I offer a 
suggestion for free? 

Two of your departments, The 
Creative Man’s Corner, and Look- 
ing at the Retail Ads, offer an un-| 
controllable fascination for my * 
eye. I’m invariably irked at myself | 
for having squandered the time to 
read 1% of them. Clyde Bedell, | 
though verbose, does get in some | 
constructive licks. Your Creative 
Man ought to go back to his corner | 
and stay there, where he can be | 
impressed with his own voice 
without annoying others. I would | 
say that he reached his sophomoric 
pinnacle in his squib of Jan. 19. 

Somehow, these two boxes al- 
ways seem to offer the reader a. 
reward, either of something to be 
learned, or of something to stimu- 
late thought. The idea, the format, 
has distinct possibilities which 
might be developed to perform a. 
useful and interesting service to 
your readers. 

Several ideas occur to me. Could 
you spare a full page for four 
boxes, each containing one ad 
which merits constructive criti- 
cism, and below each ad a consid- 
ered and succinct comment, with 
the foolish, snide and inaccurate 
cracks omitted. And by the way, so 
far as I know, nothing produced 
by Caples or anyone I know has 
ever been a target here, so my 
opinions are as virtuous as I can 
make them. 

Or, perhaps, you could invite 
departmentalized comments. or 
even contributions for, say, four 
ads on the page. One ad criticized 
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Newest thing in hosiery this spring 
will be ice cream colors, according 
to Munsingwear and its agency, 
Campbell-Mithun. To dramatize this 
delicious trend, they planned a full 
color spread in Vogue and magazines 
for the teen age market. 


Kling photographic experts were 
called in on the preliminary discussions, 
and an idea developed for a high fash- 
ion closeup of a girl’s legs against a 
contrasting background of an old- 
fashioned ice cream parlor. 


Before Kling set designers could 
build the setting in our Chicago stu- 
dios, the ancient props had to be 
rounded up. In a loft building on 
Chicago’s south side they found a 
marble top table and wire-legged chairs. 
A soda glass holder was discovered in 
an employee’s apartment. White tile 
for the floor was purchased by the 
Kling property department, and laid 
on the set. Finally, the model stepped 
into the completed ice cream parlor, 
posed prettily in her Munsingwear 
nylons, and photographs were taken in 
full color transparency. 


The results were photographic artis- 
try, skillfully blending high key and 
soft focus in brilliant color. Whether 
your job is large or small, you can 
depend on the thoroughness and splen- 
did quality of Kling photography to 
shine through. Why not call us today! 


your only single source for: 
ADVERTISING AND EDITORIAL ART 
DISPLAYS 
PHOTOGRAPHY 
TELEVISION FILMS 
SLIDE FILMS 
MOTION PICTURES 
SALES TRAINING 
AND MAINTENANCE MANUALS 
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WEIGHT LIFTERS?—John Smart (left), president of Esquire, and contest. Others (left to right) are Gordon Gilmore, v.p. of TWA; 
Dick Joseph, travel editor, hang on to trophy won by the latter Arnold Gingrich, Esquire publisher; Ralph Damon, TWA presi- 
in the annual Trans-World Airlines best-travel-story-of-the-year dent, and Fred Birmingham, Esquire editor. 


MUST BE GOOD—A newspaper story, probably about Seattle, holds the ottention 
of these admen at a meeting of the Seattle Chamber of Commerce. Seated cre John 
Toogood (left), assistant advertising director, Vancouver Sun, and Warren Brooks, 
McBee Co. Standing (left to right) are Warren Kraft, Honig-Cooper Co.; Fred E. 
Baker, Frederick E. Baker & Associates; Harry S. Pearson, Pearson, Morgan & Pas- 


SALES BUILDER—The popcorn package at 
right, introduced last year, has sold King ' 
Kone Corp., New York, on the importance é; — 
of packaging. The new bag, designed by 


‘ 
a 
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Cello-Masters Inc., New York, brought a WANTED: 40,000 ENGINEERS—Key figures in the launching of the Advertising Coun- 
coe, and Roy Wensberg, of the Seattle office of Bozell & Jacobs. “five-fold increase in sales,” senting to cil’s new campaign to induce more ‘teen-agers to take up engineering as a pro- 
King Cone. fession, because of present critical shortage of engineers of all kinds in the U. S., 


are George T. C. Fry, v.p. of Kenyon & Eckhardt, volunteer agency handling cam- 
paign; Chester H. Lang, public relations v.p. at General Electric Co., volunteer co- 
ordinator; and T. A. Marshall Jr., executive secretary of the engineering manpower 
commission of Engineers Joint Council, the organization sponsoring the campaign. 


TAKE YOUR PICK—This British filling station was all set to go Feb. 1 when it be- 
SPECIAL NUMBER—When Business Week came legal to sell different brands of gasoline again. Since 1939, British stations 
reported 5,502 poges of advertising lest have sold only one grade of fuel known as pool petrol marketed by the govern- 


GOLD MEDAL WINNER—For the second consecutive year, United-Carr Fastener week, the New York State License Dept. mont's Petroleum Boord. we) oo iar sag <0 agg on Increase in Gritein’s 
Corp., Cambridge, Mass., has won a prize in the International Display Contest spon- was kind enough to issue license 55-02 to ee eee eee 
sored by Display World in Cincinnati. This display took top honors this year. Walter Persson, BW’s promotion manager. ‘ 


CLEAN LIVING—These notables were all decked out in formal attire in honor of the annual convention Mrs. Andrew Heiskell (Madeline Carroll), and Mr. Heiskell, publisher of Life. In the background (center) 
of the Assn. of American Soap & Glycerine Producers in New York (AA, Feb. 2). At left, Frank White, new is Clay Buckhout, ad director of Life. The group at right was on hand for the True Story Women’s Groups 
president of National Broadcasting Co., talks with E. W. Wilson, v.p. of Armour & Co. The group at center breakfast for the association. Left to right: James Reilly, v.p., Colgate-Palmolive-Peet; Roy Peet, manager of 
consists of (left to right) Mrs. Robert E. Kintner and Mr. Kintner, president of American Broadcasting Co.; the association; Joyce Kern, a member of its staff; Harold Wise, president of Macfadden Publications. 
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THE ARTIST DOES NOT SEE 


Artists who paint illustrations for national advertising 
are often and justly proud of their brushwork... the technical flair and finish that 
marks their style. But before their work can be properly reproduced in national 
magazines, photoengraving craftsmen must do skillful brushwork of their own. The 

massive brush shown in the photograph is used to dust on dragon’s blood to prepare 
the plate for etching. Fine brushes are used to correct and refine details to match 
the artist’s subtle indications. It is remarkable how many operations in the making of 

fine engravings parallel or supplement the artist’s own operations. We have 
sometimes been flattered by competitors who asked for our secrets of quality. We 

have two secrets, developed over many years: the finest photoengraving plant 
in America, and the finest photoengraving craftsmen. 


Our color movie, **The Picture’s The 


COLLINS, MILLER & HUTCHINGS, INC., CHICAGO | Phing is a Hollywood production by 
Raphael Wolff that takes you behind the 
scenes of photoengraving. Arrange now 


ie, $ he ceitin frnwricas dintat Phatetaghaving Plat for an early showing. 


rte ANS Wee ta he oe rg pa i x ae beets ‘Zea ty Se SPF tae we re * oe ee a ae Se ee ary aoe Moa re? ee ae, ae ae = | ey week Se be ‘Ss 
a AGE See vein Ce (5 Rk A ee SAD / ree. Sere am ets.. Sosa eae ee i Ree Lege ce sas yi todhnt UCR aE amine oy WS amen et ara a Lek oe Ag eee * AERC ALAS it ha ie el ae in og fe x # "e ae ae | eee Se 
ST a, Saniyede sacra Ge aC ae Pt PAS, eee es ; eT Uy, eee mec ose Seg eee ete tk SD eda Soh eae ils macy a, ame are Os EE SIAR i; 5 Sa A Rae So aaa. baie ven § =? 4 el (adalh ur IO a Sean oe Sa re 
eRe Cs ae ee ee a —™ faa “a ae 3 ds: ‘ rae ade OT Som SORE Wey os 5 sy rage Sh igs heh ints Bee eat 5 Be SES Sa Oy. a eee eee SO ae ae Aare Feat 29st ee PSM gate age Ps Be ee pas’ s AES, avi cae 
am . Aes 2 5 neve ae er § Tabet Wee as hs as ea Ree AS \ ee i 2 ee, ae Saab SES I oy aoa — Nea sali ay ty Ee a 4 pat fla ee 4 , . ioe Pinpieaiee See te hel De es gt 8 teas: sane Ver tel 
zs! tie a ’ ae o> ae Piceitie eee one: PB 1 ge a an, ene Sal SRE AG Coe Re’ ee eka hee 2 a ~ SES 0 Gi cee rag aim (icy ike ee Sa nee 
e= ; ree <k sf Ss pene pe rs yee Pupaniers > Ss Aba *s Ss Rae Se eee : ! BP, a a ghee Ro. aaa” & CG Naeek Seki i, nN Neh oe ae ok sea Sa 3 See a en Met hn Pe ge 
Rs io end = ea re a ee Pee esa Bh Lali hs FRAG eins ree ey i o eget ay 7Aee yt ae ai pie Sp ined pie 
Shea aR ne Een Cs ES Y Sener | omieams ae. Ripa es 2S, | a ieee Aes ate Nee ee ee apie ae er iS nines Oe Sian as eee  DEMMaeT ee tae 2 = we ck ey = - Eee Lair iy er ose Sees ask 
Dok oe, ae lage k Sh foe eee SON nd eS Se eee Te ere Lo eae ee ete ee ey, Fe es eg was 9 re ee oe nae See ATE ee Oh eset = oe 3 eg aad Sid te ESN ree “4 nee ihe a vee nas 
os PA ESS SP as yen aia aaa 7 aaa RE oe «be ree as re eae ert ae 3 i: ah Pa eee se ee, er pees Rs ee ee | Fee Me oe ree ey z ~ fens Cetin 
5 1 A Bi aes A” Sones a Deen of Sa ee AMEE fee SE Siar ae es a iT | i he ORR ER r+ AIRS. ne Sat GUS st oe, Ries ae PN NTE os Dem a ge Usk Ge ai Te gate, aie hata a Pris si : ony ak oa Aen it ees eee ee at 
weer s lic Retr Be Se : sae a Se Oca a a ee gees S Pps! oe ae oo Se ol Naar ents Ca ee, Ts Me ao cog eas et yout ea gee eect oo ae meee I he Be eae ee te 
ey “een ie —  . Gor ee Re, eae A ees a ee ee. ee rae ite aera 
. ‘ Sie iit , P oe Ste 
53 4 : 
"i ‘ 4 ing 4 Pe nae —* * Ss . — E 
x on eS RA) oe SS ere sg By . A SESS ios We “ = 
Bx.) x 5 teem ee ce a the ; x ME oP 
- z eRe ' Dee eee — . ‘“ os ? EGRET wi vey) 
v4 } be zp * 7g po ea ce eS 
ie a Es . : # ‘adage Nie a ; . i. _ 
t Be + k i i oe Seedy at a ; re 4 ; 
‘eta 2 q nee . ao # \a ie 
ae ” ‘ ¥ 3 : ae es a rt eae 
oi a a * * - + ail a - 3 ae 8 ‘« ‘ rm" ‘i 7 
Pas 2 aa é : ie ag me Ls a. iene : 
4 4 oe me PF Pes. ; . ae z 
y e< a go : as ae Per AS ‘ - ign ‘ 
, a me bok 25 Sle cine oats . . ; ae aes ae = 
ee iy é eae a Vay PF Beh Cae “3 es % se ys Z ee a + @aaee A ” ; 
= “ — 2. i RE e . a ; Riss oe . ee , ’ 
PR oe wip Bo wae # ens te ay es : a i$ + Stes x ae ett. 
¥ i ee iia OR ie PRP pe. ie te ret : 7 a ak ae S f ‘ as M Pett $ 
MSR ee 5 ie oe x (ee vei SESS : ; r mrs he sue 7 
PS: Wa Oe ee, oa > : ; Gen : : <# ‘< * 5 a, Dea , a 
ee is Meee : ee . % ¥ ; oe a ; — See 6 . 4 Pe 
ae . es & : a 2 é se 3 — . pet Bede wees» . « 
: eee gt * . wee ae = ‘ rs ‘ Ree POR r 
{ 4 ge Ee oh a eg : - x pA¥y . “Se = ’ 3 ¥ z a) ~*~ 
FR MO a st Pig re SM — i pa Oe a ain a rot 
ee, 6 ee Ee x a — |. . ; ‘ oo ee oe ey Rene: RPE a a . a 2 *%, Sor . ‘ : 
i, is > un & at . i na ' a we? * PN Mae Mat oo ; 
i cde Ge. <5 ee Po ge Hs Pie ‘es Pex é a é -% q 
, 4 OPO ete hen Fe oat a ‘ . : ; eat : 7 : 
x 2 Og ee PM erie cae, ; : ts et. 7 bite: Sx ¢ J z 
as ‘ Pt ee ee ee ee Sone... : ent... 4 4 2 
? es : : . eee ee “i & , % * ‘ 
5 hg, eh soa ° e i i Rega : car ed ES : : . Pie] 2 5 
Pig ee ete mea ee ee r ‘ ie ee . . ? . as ~ 
q ee OG Pe. ee ge . he ea en ¥ : ‘ # Ba 
: 5 ee Si 3 di E Sn 7 ae ae s ae ; oleae Ta pce" . °A 
{ OP < & ee ¥ ee s ke he aoe , . : ie ‘ ois J ee ort is c.g ” Pi t 
oe diss ee & ? ig BEX BAG Meh ca ae yy es 4 x Re ee re Ss ee . ae : 
\ ee  viges ae - gee ° eo Ba oat ’ % 2 ye oe = pgiligs “ =. iad Pit € a wn 
fi eo Fok ee aoe 3 * Pit ees. \ ae , e eee : PS ; ry ae 
Ps GG. sg gate , ge. il eae TARE f 5 . ‘ ee se sete ~ " sith ne ; * 
Bs ae - PR eh iS “i rn 4 y.: ag ; ae Bo : Nae e «yen eee id 
i i 5 ie % % a a < a Sy J es ad eae Pe ne eee Pe ees os Ps ™ - ate . 
f Cd £5, 5 " ‘3 ae Pe ~agy 4 Se ae a es Pe ‘ Sg RSE ide i at ‘ os al Pa R 
d e a eo ie aa i ai i RS Oss Ee Ree ee aie : 
= Bag a 4 Ps a r as id . * wets baat ha ip 2 % a ike oe 
“ oe ae +, " _ . ai PAS AS Se age ical 
4 ee rr $s ? : i i. + ¢ Ta Kye i > - a ce Ss , 4 eee as sci % $ tat 
ee ge 4 “a 4 , 5 ee oe a ae f co eet ag E AO hs ee en a fee . ane ee 
d hae - omens as ABE Sede “Oa eames ‘: PRT Mi 
k 3 eg - SS es ‘ ORS eee, ees Ope eee ie ae : 
Pi a “ : id ae eS ha ee: eis ; a ioe % : 
{ é bp is . & . ‘ - “ i j ‘ - Pei let be Lease : hh As ae ot. ipa 
} . “3 ~ - 7. a: ‘i 3 Sa, a eer Rene ee ee 1 te Soe e a aia) 
ae = — ; oe a . rz : 7 > ih ae ne sodas ies erie ee) ae ec) tiga ae cies gee? 
: it % ’ , en 0% ’ . : i a a Beis ee hal Renee ee ene anette ee (ats fet sac 
A; Pie Cae” » _— a ee _ te gps ct x m j —— a ne ati ; _ snd ie 
2 ae the sa je : : - — rr ee py ect SG 4 eee y —)_ C4 Ba NR : ee a YE ae a ‘ DRE OEY eae 
- yi Eo " nee ene Bt enti eet eae aay are fi ai oe et ee a aot pny sed 
ne are ay ] em ae ee atBer Sie ha aay a8 enn.” § shodnex. Cad: ial alan eae eee ay Tene tia 
fal Pe eee. ae ay Rich tne Ca a ice “ : Baca sour Ne Pe ae £3 Se * eee i simgeia aan : 43 5 2 ahs 
j ced ‘ ger fore ge ren fe ee 4 “Shae os ie 8°. Ls < Sarl oe. aes s : Speman Senn LSS SM Lg 7 2 SMa ee, Sean Anca Seah gy tae Meee eres gs ici Mee 3 ied ja ida 
fs bs: i BS. oh az) Lea 2 ee ee et ’ er a a aS bie eRe = a; fat Bo. a i a % i ag Meme tc a Meas oye i lS Seu ee pee erg 
hg a Se ee Re ee ees MACK. “hia. Wee om — Pike oF Papa ee cos gee ee Se oe cael 
i Tig “Se aaeaee y ities ies a oN aa F tt ; Eee es Pees Bg Roe Se | I ae ea Ne i LH erie. A aie oer ee a Pe et eta eee 
se Seep Bek: ae A . BMAD, ci OT Ey ae Nr. Red i ee tn la Ss MRE ic a ge a i cee aa ee 
ey ails Beets Rian ¢ 2? ee BeOS eee. Oe ee aI eee Te i TE Sy eek - tas. + aa Man ak” aaa ee Ni eee Mees Dy a eng eed ee frame sc ae 
* Ee iat ned |. iy Ti Sl aes es ene . 4 - ike ert ee tae a es ed Go oan OE ae eee ‘pg VCE Sree os Sp ae <a, Weak OPEL EeME sie oN en ties ae esr ees 5 jes eines SE eam at ar i : 
‘ Boge ee : re ee ° , “ae Gh Gee a he a a a lO ee ee oF ae imran 373 2A ge tee coe 
. f & serie Tae eae ii ; Foray ie 73 ht ve Se % Pee: ag ey ee Per ese So ae Rr ee acca oon) 8 | oh Rear a ae een > 
‘ * Weak Pra Mott WS A ter a4, Ges ee oc eens TAR ae IN Ie. i ea i etal i es 2 See ko DEN A Nr ee em Muah othe a ee eee ere ane eas peers ts 
{ ore Te ea Nee a (anaes ye \S #, $ \ ee oes, Pe Ted tas * eae fe 4 5, asl Wee OR ee Me Bey nee a ms ee ae SB is 305 ie eS ae a a ies sae 
t fre ° e*: aise tae 7 ats ‘ re ee Ge Soe Rap coning. Sabet ees es co ee ve * - 4 Fn. CoE ATE LA wy ae nlite Tem, aire TE eae aes ee aes Ca Suh teeiaL 
\ Pe fer ge tee ak een : A Sh Ae sees GS ation te See reece — > > a. eed Sama 1 hen ae ae Mads Mies i eee eis anil ON 2 pale 
= : ht eee. ae alge ‘ Ae ea ee a, ae "a ie S a Ce Ae Rees. Wem, Taree sad clue 1SAN es i boca 
a ‘ sce ai Sie to Get Mmm > “Ace a FAL Erie Rtg tes amen ott fee eit tS ee F i ie es i a eee 2h a Neer <a 
AS 3 a, ee eee * Eye ee: sere: eb fo eee ge 2S +O TR aa ws 7g Se ate ales Oat aloe aN Feet eR ya aR ig gaia ei amma Se a A a eno : 
a : Caan SE ah ais « /3 | eee ae le I NS MR ils oe ke ee ye ee ee a ee il fees Sp Cee ahs yaw ese 
ig , ot Prise ch * es “i 4 al * ee fre Ee 7 , aa ee = pees ss F ae" : nie i Jpg ee has a eer 7 atv hte se Sn ae ys 5 or a eke 
mi oe Neher aa abe? Pon « a gp ae Gn eae I x ME GH: ota Bet ie ae Fee cine eaten rl ir v7 en ee eee Te oe 
ex inet eae er - ¢ < ~ a BM cogs ince.” 9 ce Nila oe ee a x ere << ; eee ee ik Cee = eS Ret Ne i ely = 
DS. i era . ¢ Cree eo ee. ee ae x ee : 4 : wy Be aed inn i eS : 4 ae) el eon eee q 
ia cee ee ee i Rd Ms i er ea ll : Se). Sh mee ee on Sy Sopa = 83 
om { oe Seno eae ; es "ae ‘ ARS ag ee eee Nee gS si Sem. I oe ar ee MMS a ash ic ga, Geeta ante A dl pg ae ar 
? ee aa et ae oe . - > eee wees Cah A | ee oe ne A aati. Sk aa P F (ieee nse ai el, et oo se eta ea 5 gt a as ae die cl ee Pee 
ae Se ae wey ¢ . ‘a ® M ghrlieht < EFT. ee es so sie ons a fs ies 2 SE ee eee rae eer AT ¥ SN Da ie putea at we oe ont 
et oe = Lag ae “é x th dts oe 4 palin) wii Saas er pay A ih 8 he ia a oa Sate a ah a Or le 
. ie 3 2 mS nay » sm eo | eee ee 2% ‘ . Py atten ae Ape. Soe ety. aE een. 1 Een aren Be has 
“ Pais e oe ey Kor 3 i. ee eee e Rte, a . BS Ae, CR ao, ee — ; aE 
eo a . ns i Pou” me ne ‘ “aay , 
: os gs ay ar “f ‘ Dy% 3 ay era owes é sae 
% mat ee pee i 4.0 wk Sa" ‘“: a, - e ae : 
tie Se Bip oe # Bets 3 Se) ‘ zt rN + Ay . “e Bie a? ve ERR a . 
fot si e = ee » Me = , 7 OS te, ea i a eee. és : ial > Se 4 
‘4 , Or « ae - QS. He : ig — ‘ mere a e - Sree. Al 3 
7 - P le een 3 ay ee i ‘= J 7 hed eaey Fi “_ BRE ee aa ae ite 
" 4 j if Ea o6 coir al Bl, 4 3 ~ oe mare P = ; aie Ne 
i 4 ° , Cea So EN ig aged’ ns age - : a r A re be y aeale ae fs : 
: Fo 6 ial ; ; ; - 4 : ‘ Fcc 7 Bie, i i , 3 ete eer he oes id eatin i aa 
7 es 2 P Be “ =e e ia a ‘ F ae ee Le i... me Ee, é = - -: eae Foes ct gl sa nes y i Pome Ke ‘nal i x “the ens 
og Ww ma = : R ’ aie Ae oe i ee " . eee ae : whee . ae 
4 F ye age = , Baie ake . ray Pe ea Py tele ’ a 5, Seep ai ae i: i ; 
* By * i P F De yee es sesso ‘ 20 a ad ‘ ee ene Pyar . Re 
- ae mye ” ie e ees Fy es re ae ; y spas . £# ae / Pree ba edt pate ise ; 
Be ay, me se Ps ee Pin eared rs eee He a SOAS caer gt) 8s * ie hoec als ae RY % oe ee Sai eats a ie : F ; = f 
n= od ate ae ee : e & Seg Re NR aloe aie até ee Sgt gp a ph . Da Wig ee ern a 0 lp a ane ie (ee ere sea ere: 
OF Re Be Ee Ae eae NO. og ae ae i a . a Re) ee ’ . ty B , : oe is Be teins ae PENI SeDROee Cell aan aed ice om 
' eg Fe ile te tis a8 ie 3S SE OP a 3 Re oe. - is Th ge Ne sa TRO WES. chi ia poecen es os 2 ag ce een 
o- oe. a le a . Be ais Mh et lla? ae gi Sc gemmeriey oh ee ie er ee votes hore eats bik oe. Sen eee See 
haa ¢ #: ; << re ee glia Te rag Nala ori oa. oi ie eae Bere, O Foca aie a Fa ee las ae gear hee ca era Pee 
5 Be ~ gece - ; ar p dal ca ., i ae ihe Bs ae ‘ See SNe tatty os eee es 
oy P 2p “g eB, e cs pe an er F pers: : Pai Cok : 1 sii peneom eee Sy iy a oe aces rath Ear aie yeti Si 
fd var ee ME ea : eee tle mie ce cue eee ls a fi eae f eS Bip si ok iE eR OM Brae ree Sea na Fs . 
m- - Pa ae. ie ike ie ena ey ene i ee ile ” if. mat Pes ape eae Tok: & : Bae ae eae : 
F e, Rom is ; : . ee o£ 3 : P , A ae ns Stale + hl : as pee 5 
Pes. La he ae : ie > . Od pate en heen ar a ‘eel Eee Se Ra 
‘O- eee; + ‘ # $ A * 2 Ps Bae s yea j hu Bg RL ia es Mod, Se mate =< - ere Ea Ae Taare tee 
or BB: - x . : i “ 1 age AT a Wiig J Pi, _ditines eas cs 5 ie eS 3 ie = 
\ LS 3 4 aan See 7 2 : ai sige Apes a Me Bi) ea : aes ea 4 Nata ene 5 
in. Be ta 4 gig nae Peat ; : sa 2. Se a © San Seteiait cx ec ve) wR pig | Ge oug Duseiccaee pi 
¢% ak yl ee Y 33 ; a on St Ri, ae erie) a ea. ; % SS Rae el cae 419 ahs A rer Se 
oe 5 hE tn RT MRR sh ae ae as ees : ee Ne ne eee ed) wea ee seis eee 
ee J < eT 2 es ee tae ie ‘ ‘ f eit Sere Sin Tet re ets ae eee sii tate Y ete ee Geo th a ea ee el aa a ime he ee SS Pgh & 
Sr ee eee ag *op a Pe : Oe ee ee ae ee: eee ee a ee ee ct ies Se 2 oe 
% , g ee “AF ato ea Re ee Et eA ee ad Papin Se 2 PR SS Tet Far) Gey goo ae 2 ree ei ae : = ria otd he ea Ber oy s- Potala ea ae 
Ma oe pe ; - “ Breese tah eae Be hee she a BER ce PRO ae ! yy ae Gaees i een | See 
a eg 9 ee i t . s 4 SS Saas ean Toa ee Slee, Margie. ee a : ae Se AS EB Bee ‘ Ra es ' oR yen / ieee 
ie es os ee e SS ii ime bs CS ates eee home eee a eS Pees iy. 2 Sa see 
it # Pee 4 4 i 4 So ae ee Tae 9p Sea Og ee ath 2oe aera ° ag hh MG ae is Be," MO Sek oe te ee Pare Sey SE Yon 
Sa ei : ; SE ; eet Tee ren Se) Bei Roos oe oe PEE SON pe oe Sai tc Se ee ey | ff iA wet Sa Arr ee Ole poe ies 
#3 ee e : ante 7S ee eee mt Pay: * 1 ON ener RE cide A Nie Wills \ vA Ce Se aes eee ene tie aetaeebre 
WS s * j od es ° Bia eis ad Ee es As ih ay ita Hie Ores ote calaheme Sete tote ae — ¢ ee ae wis ies ye ee ‘ Fy fe gk. 
St ee . oe ote tae i oad = Gen Sa totes ae Re Ut or 0 2 Mey ieee 7A 
ae 4 a ‘ Ber een ete a aa Ee aa rs pe th ate? eens jee dp: 2 f seh eee 3 
fans Ea Oe fe Dito s | i, Ee. ae ; : . —_ ns: L é Wine et 2 \ es a : eae 
os # , er He {Fist vee P Crag Cinpeince ess ie a s bans! ae cabin beepers ies ioteara* Rin ae Seu aes ae : ‘ : ‘ 
a Z oe ? me a ta, 2 ¥ 7 y ye * oe 4 myT be er os fe sis) 4: Nac f abil ane eT ae ba me 
ET a ho ties, Maes sity be eas SSA met a Sees 3 <p =e . iL ee ‘ ie) oa oon Grey nae ea et 
Bo OR Bo ere ee Oe a 4 ; : J yy : 
~M 
\\ i aes 
i ee 
Yee 
| pa ei, 0 am 
en 
ebay 
. tt Re 
_— canoe ee 
a re? 
i ss een 
Bi 
bie a 
Ra ue 
e- ee 
Ss bid 
- aa 
's ae . 
“Ht 
5 7 
ees a . 
apie. 
Pa eee aes 
; ee Far ar, 
ieee 
a Pee 
ps Beate 
ze 
ies 
¥ . 4 ‘ . a 
' fies Di) bliin So ea te. 52S Pee. ade ote ei = “3 x : 4 a * ea ee Yi ; > SS: ; ¥ "hee, “ej ‘ / oe Ss 5 ye bes 7 t 
a4 ; > & og : : . iad oi Feta ee 5 Piben' he . ie ‘ * oie oi . ta q pe hs m ae pti Pale - Pal Uae aS PL LO ae Pie Ss yh aes Mee a anit ay Pp Oper eR Pra 
Re e& mak! ast et Pr el ag ‘ : : iat eed ee a Ay ee: a : Pe: ; ¥ > ie ae oe ee, 


“New Sales Opportunities 
for Fishing Tackle and 
Equipment Manufacturers 


y It will pay to investigate this new tackle and 
equipment merchandising medium. Write or 
phene Fred E. Owens, Publisher. 


Fishing 9 


Phone Wilmette 4714 


Wilmette, lilinorw . 


RCA Victor Offers TV Service 


RCA Victor division of Radio 
Corp. of America, Camden, N. J., 


\is planning to offer television sta- | 
tions the library and program ser- | 


vice it now makes available to ra- 
dio stations. The company is not 
yet prepared to list the syndicated 
programs it will handle. 


| Christian Dior Names Wright 


Christian Dior Perfume Corp., 
New York, has appointed Anne 


| Wright as executive v.p. Formerly 
|with Parfums Schiapareili 


Inc., 
Miss Wright joined the company a 


year ago as sales manager. 


Montgomery to N. W. Ayer 


Henry E. Montgomery has pines | 
the copy department of 
Ayer & Son, Philadelphia, * wir | 
Montgomery formerly was in the 
advertising department of Ameri- 
can Mutual Liability Insurance 
Co., and recently has been an Air 
Force pilot. 


WFAA, Dallas, Names Bennett 


WFAA, Dallas radio outlet, has 
appointed Douglas Bennett publi- 
city and public relations director. 
Mr. Bennett formerly was in the 
publicity department of A. Harris 
& Co., Dallas department store. 
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_ IN THE GREAT *451 MILLION 
é QUAD-CITY MARKET 
. (DAVENPORT, [OWA; ROCK ISLAND, MOLINE, EAST MOLINE, ILL.! 
AND MORE LINEAGE IS PLACED IN THE 
DAVENPORT NEWSPAPERS 
DAVENPORT NEWSPAPERS Total Lineage 26,852,154* ; . 
Paper A Total Lineage 12,426,736 : 
Paper B Total Lineage 11,107,838 
: : *Lineage leaders in lowe usubiens the first in the nation 
YOU LL GET MORE FOR YOUR MONEY BY USING 
_ the DAVENPORT NEWSPAPERS 
“N ; Mewspapers providing the only effective 
ar home-delivered circulation 
y throughout the Quad-Cities! 
th aa S : o Sales Tower Moy 1 igsa shad 
x3 Lise die 


MORNING - 
DEMOCRAT 


Serving the Zuad- Cities of 
~ DAVENPORT, 1OWA; ROCK ISLAND, MOLINE, and EAST MOLINE, ILLINOIS — 


ata 


HEADQUARTERS: DAVENPORT, IOWA : 
y6y JANN & KELLEY, 


| N Cc ® 
F ae 7 
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National Assn. of Manufacturers Backs ‘53 
Education Program with $1,500,000 Budget 


tional Assn. of Manufacturers will 
spend perhaps $1,500,000 this year 
on public education activities in- 
tended to support competitive en- 
terprise. 

It will continue its television 
program, “Industry on Parade,” 
which is seen on film over 75 
NBC stations. Now in its third 
year, “Parade” is a 15-minute 
program which shows’ various 
manufacturing operations. Booked 
on a national spot basis, the pro- 
gram also carries a 30-second mes- 
sage pushing free enterprise, or 
perhaps urging the purchase of 
government bonds or blood dona- 
tions. 

Three radio programs also fig- 
ure in 1953 plans. These are “In- 
dustry Reports,” heard over ABC, 
“Washington, U.S.A.” via CBS, 
and “Viewpoint—U.S.A.,” broad- 
cast over NBC. 


s “Industry Reports” is a 15-min- 
ute industrial news program in 
which NAM shares the billing with 
the U. S. Chamber of Commerce, 
' representing management, and the 
'AFL 2nd CIO, representing labor. 
“Washington, U.S.A.” was 
|known until recently as “Cross 
| Section, U.S.A.” Seven organiza- 
|tions are represented in this 30- 
|minute program. In addition to 
| NAM, they are the CIO, AFL, U.S. 
|Chamber of Commerce, Farmers 
Union, the National Grange and 
the American Farm Bureau Fed- 
eration. CBS contacts each and 
| then selects groups to be repre- 
_sented each week. Topics are us- 
|ually on legislation. 
| The same organizations partici- 
| pate in “Viewpoint—U:S.A.,” with 
'NAM getting about one 15-minute 
program a month. A current topic 
| of controversial legislative inter- 
/est is featured in an interview or 
'a straight talk. 


# NAM does not plan to use mag- 
|azine or newspaper ads this year 
| to push its point of view, put five 
/or six million people will see one 
/or more of the five motion pic- 
| tures it has produced. Several 


thousand prints are in use all the. 


| time. 

In addition, NAM uses confer- 
ence programs, which take up- 
wards of four hours each. The 


| 
| 


New York, Feb. 3—The Na-! employe group audience which is 


allowed to ask questions. 

At the moment, NAM is con- 
sidering a pamphlet and perhaps 
a movie on the subject, “Bring 
Government Back Home.”’ This 
will aim at reversing the alloca- 
tion of responsibility to the fed- 
eral government and returning all 
tax resources and service respon- 
sibilities to local levels. 


@ In all, about 65 differen: pam- 
phlets were put out by the asso- 
ciation last year. These had a 
combined circulation of about 9,- 
000,000, with schools accounting 
for about half that figure. The 
remainder went to employe and 
civic groups. 

Some of the funds used by NAM 
for its public information program 
come through its United Business 
Committee, a group of non-manu- 
facturers who support NAM’s ac- 
tivities without joining the parent 
organization. 


Childers Promotes Awnings 


Childers Mfg. Co., Houston man- 
ufacturer of aluminum awnings, 
has planned its 1953 promotion to 
include a four-color page in Life, 
followed by ads in American 
Home, Better Homes & Gardens, 
House Beautiful and House & Gar- 
den. Bruce B. Brewer & Co., Kan- 
sas City, Mo., is the agency. 


Russell Named Ad Head 


W. A. Russell succeeds Thomas 
Wotherspoon as sales promotion 
and advertising manager of Can- 
ada Cycle & Motor Co., Weston, 
Ont. Mr. Wotherspoon retired after 
24 years in the position, and Mr. 
Russell has been with CCM for 
the past 15 years. 


Roy Transfers Donovan 


Edward F. Donovan, a member 
of the Detroit staff of Ross Roy Inc. 
since 1946, has been transferred to 
the New York office. Mr. Donovan 
will continue as account executive 
on merchandising and sales train- 
ing programs which the agency 
produces for Texas Co. 


Appoints Klores & Carter 


Hayr Chemical Co., Newark, has 
appointed Klores & Carter, New 


|York, to handle advertising and 


promotion for its new Hayr, an 
application for the hair and the 


J here is to put facts before an scalp. 


Now, display 

your product 

with deep-drawn 

THIRD DIMENSIONAL 
plastic in gorgeous 
full-color lithography. 
Only Wessel offers 
complete design, 
lithography, and forming, 
all under one roof. 

You owe it to yourself to 


a 


AIF YOU SPEND 


10,000 


OR MORE ON DISPLAYS 


find out about the fabulous 
WESSEL TRIOGRAPHIC PROCESS 


Stanly 
WESSEL 
amd, Company 


420 North Michigan Avenue Chicago 11, Illinois 


tear out this ad and pin it 
to your letterhead for 
full information 
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Bout Cancelations | 


Lead Bayukto Buy 
$100,000 Insurance 


NEW York, Feb. 5—Bayuk Ci- | 
gars Inc. has bought some insur-. 
ance to cure a headache. 

Boxing has caused Bayuk’s head- 
ache—televised boxing, that is. 
And Bayuk’s people think $100,000 
of insurance may be the proper | 
analgesic. 

Bayuk’s boxing telecasts started 
two weeks ago, and they couldn’t | 
have gone wronger. Johnny Gon-| 
salves was supposed to fight Paddy 
de Marco in the first one. Both 
begged off because of injuries. 
Then Pat Marcune and Joey Cam 
were scheduled to square away— 
but canceled. Injuries, they said. 

None of this helped build up an 
audience for the Bayuk bouts, 
which are aired on ABC-TV on 
Saturday nights. This is an “un- 
usual” new TV time period for 
boxing, anyway. 


® For next Saturday night, Feb. 7, 
Bayuk has quite a fight scheduled. 
This is between Carl (Bobo) Olson, 
ranked by many as No. 1 contender 
for Sugar Ray Robinson’s vacated 
middleweight title, and Norman 
Hayes, a top contender. 

This fight was billed a few days 
ago as sort of an elimination fight 
leading toward establishment of 
another champion to replace Sugar 
Ray. Since then it’s been reduced, 
by action of some boxing com- 
missions, to just another fight be- 
tween a couple of contenders. 

What with all this, and remem- 
bering those claims of injuries, 
Bayuk and its agency, Ellington 
& Co., have gone to an insurance 
company for protection. 


s Jesse T. Ellington, president of 
the agency, has bought a $100,000 
policy for its client to cover the 
Saturday fight. This time, if the 
gladiators cancel, Bayuk collects 
up to $100,000 through G. H. Jack- 
son Co., New York insurance agent. 

Not that Bayuk equates this 
amount of money with the loss of 
sales of Phillies and Webster ci- 
gars if the fight doesn’t come off. 
That isn’t the exact thinking be- 
hind the move, say Ellington ex- 
ecutives. But it may show the seri- 
ousness of Bayuk in getting good 
fights to go on as scheduled—and 
any little extra effort along this 


line is worth trying at this point. | 

No one would say what Bayuk 
paid for the insurance on the Feb. 
7 fight, but AA was told it is costly | 
enough to assure that this isn’t the 
answer for a sponsor on a con- 
tinuing basis. 


0 GAIN AND LOSS PERCENTAGES -52 CITIES Q 
MONTH 
1952 = 1951 | Oss __ 6am | 
CLASSIFICATION mec 10 ri) 10 20 30 40 50 4 
RETAK +1.0 } - | 
GENERAL at] | = | | 
en bse. | | 
FINANCIAL +1.0 - | | 
TOTAL DISPLAY +19 | _ j } 
CLASSIFIED +6.0 — | 
TOTAL ADVERTISING | 42,7 | hon 
DEPARTMENT STORES | 21,4 } al | j | | 
ACCUMULATIVE 
PAN, 1-0EC.3!, 95208951] KOSS oe 
Bint 10 o 10 20 30 x bad 
RETAIL 0.7 - | | 
GENERAL 4.8 — | | 
AUTOMOTIVE «2.3 _ | 
FINANCIAL +7,0 —_—_ | | 
TOTAL DISPLAY 0.5 ] 
CLASSIFIED +6.1 — 
TOTAL ADVERTISING | +i,1 % | 
DEPARTMENT STORES | =0,6 - | 


SUDDEN SPURT—Media Records newspaper linage gain and loss percentages for 
December show a healthy increase in automotive advertising, up 34.9% over 1951, 
coinciding with the introduction of many 1953 models during the month. 


Attorney Blasts 
Courts’ Favoring 


of Idea Claimants 
(Continued from Page 1) 


Benton & Bowles and General 
Foods Corp. of a Morgan promo- 
tion (AA, Aug. 18), was pointed 
to by Mr. Solinger as evidence of 
an “alarmingly dangerous trend” 
against advertisers and agencies. 


s “Until 20 years ago,” Mr. Sol- 
inger said, “you could count on 
the fingers of one hand all the 
cases in which the submitters of 
unsolicited ideas ever recovered 
anything from advertisers or 
agencies. But in the last two dec- 
ades there has been recovery after 
recovery, marking a trend which 
has not yet reached its peak.” The 
attorney added: 

“Huge verdicts, out of ail pro- 
portion to the service, if any, ren- 
dered by the submitters of un- 
solicited ideas, are being recov- 
ered on various theories ranging 
from express contract, implied 
contract, trade custom, the reason- 
able value of services, unjust en- 
richment and copyright infringe- 
ment.” 


a Mr. Solinger criticized releases 
which make an advertiser or its 
agency sole judge of the usability, 
novelty and value of an idea. He 
said idea-submitters should re- 
ceive a contract, “setting forth in 
advance a relatively nominal val- 


_ue for the idea, if used.” 


National Nielsen-Ratings* of Top TV Shows 
Two Weeks Ending Jan. 10, 1953 
All figures copyright by A. C. Nielsen Co. 


Homes 
Rank P+ ogram (000) 
1 I Love Lucy (Philip Werris, COS) nn cccccccccrcvcvcvcccrenserssesones 14,550 
2 Rose Bow! Football Game (Gillette, NBC) ......... 0. cece cece ee ree eenreees 11,522 
3 Arthur Godfrey & Friends (Liggett & Myers, CBS) ........6 6c cee eee enenee 1,060 
4 FO: Be I, BED gcareccrccescdessicccsccctevescecceseseuss 10,926 
5 Colgate Comedy Weer (NBC) ...cccccccccscccccccccccscesssosesevseves 10,820 
6 Buick Circus Hour (NBC) ............. a eee er errr rey ye 10,676 
7 Arthur Godfrey & Friends (Toni Co., CBS) ...........-- ccc c een e wenn enees 9.8 
8 You Bet Your Life (DeSoto-Plymouth, NBC) ......... 65:05 c cece eee e new neee 9.189 
9 Fireside Theater (P&G, NBC) ...... eed ae uly Nee PRR ER SEEDS OD ORE EOET 9,012 
10 Arthur Godfrey & Friends (Pilisbury Mills, CBS) ....... 0.6 ccc cece eee eeees 8,884 


Videodex Network TV Ratings 
Week of Jan. 1-7, 1953 
Copyright by Videodex Inc. 


—- Popularity 


Rank rogram — (%) 
1 I Love Lucy (Philip Morris, CBS, 61 
ED, senpedhsdoesescsenasvoed 64.4 
2 Godfrey & Friends (Several sponsors, 
Ur Me cen ct esensessces 51.1 


Godfrey's Talent Scouts (Lever-Lipton, 
a.) error rrr 
Groucho Marx (DeSoto-Plymouth, NBC, 
62 Cities) ' 
Colgate Comedy Hour (NBC, 62 Cities) 45. 
Your Show of Shows (Several sponsors, 


Tere eee ee ee eee eee eee) - 


o ann ow aw 


NOC, S6 Cities) .........cceeeee 4 
Dragnet (Liggett & Myers, NBC, 

GE GUGED csccccccesesesssccccce 39.5 
What's My Line (Jules Montenier, 


Cee eee ee eee nnee e 


es) 1 
10 TV Playhouse (Philco, NBC, 54 Cities) .37.4 10 


Total Homes Reached 
Rank Program (000) 
1 I Love Lucy (Philip Morris, CBS, 
CE Ge a sdesesenccedeverecs 12,992 
Godfrey & Friends (Several sponsors, 
Cee Gr GHD: 904,09 000606 ceses 9,850 


Groucho Marx (DeSoto-Plymouth, 

ey ME ED Nekeecsconss eee 9,715 
Colgate Comedy Hour (NBC, 62 Cities) 8,695 
Texaco Star Theater (NBC, 52 Cities) 8,268 
Your Show of Shows (Several sponsors, 

le Ge NEE arse voncesecsene 7,962 
Dragnet (Liggett & Myers, NBC, 

Se QD. obssadssaasedsseedue 7,324 
Fireside Theater (Procter & Gambie, 

i GF GED ccccccccesseesne A 
All Star Revue (Several sponsors, NBC, 


54 Cities) , 
TV Playhouse (Philco, NBC, 54 Cities) 6,984 
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Liberty Hurt by 
Sports Broadcast 
Bans: McLendon 


PHILADELPHIA, Feb. 5—Restric- 
tions on the broadcasting of sports 
forced the Liberty Broadcasting 
System out of business, according 
to Gordon McLendon of Dallas. 

The former head of Liberty 
made this statement while testify- 
ing yesterday at the government’s 
anti-trust suit against the Nation- 
al Football League. Mr. McLen- 
don was among the last of the 
many station heads and other 
witnesses called by the govern- 
ment in federal court here, as the 
suit drew to a close. 


s He told Judge Allan K. Grim 
that his chain of 400 stations was 
built on its ability to proyide 
sports to thousands of communi- 
ties outside of big league cities. 
He outlined his contractual re- 
lations with the NFL and intro- 
duced as evidence letters tending 
to show that while the chain was 
interested in broadcasting these 
contests it found it increasingly 
difficult to do so because of league 
rules. 

Car] Gretz, sales and advertising 
manager of the Gretz Brewing 
Co. here, testified that his compa- 
ny was unable to obtain permis- 
sion to televise Philadelphia 
Eagles games in this city. 


# Earlier in the week Joseph 
Futoran, a_ statistician for the 
anti-trust division of the Depart- 
ment of Justice, testified that 52% 
of the television sets in the nation 
are within 60 miles of NFL games 
played. He said his was a con- 
servative estimate. 

Other witnesses said they were 
unable to sponsor or broadcast 
NFL games because they were 


54|within a 75 mile radius of the 


game location. 


Ahrens Discontinues Its 
‘Institutional Food Wholesaler’ 


Ahrens Publishing Co, New 
York, will discontinue publication 
of Institutional Food Wholesaler 
with the March issue. The monthly 
publication, established in 1951, 
has a controlled circulation of 
about 9,000 distributed among 
wholesale grocers, food brokers 
and buyers and purchasing agents 
of restaurants, hotels, hospitals 
and other mass feeding establish- 
ments. 

After two years, the magazine 
| has proved unprofitable as an ad- 
vertising medium, AA was told. 
|At the option of advertisers, un- 
_expired contracts will be taken 
‘over by Restaurant Management, 
janother Ahrens publication. Per- 


18, sonnel will be absorbed by the 


company’s six other publications. 


Topers Taper Off... 


75 


“Business Week’ Study Finds People 
| Buying Less Whisky, Cheaper Grades 


| year are enough to drive a man to 


of U. S. toping habits shows that 
| the over-all sales volume in the 


New York, Feb. 6—The figures 
on U. S. whisky consumption last 


drink. 
Business Week’s annual survey 


whisky business dropped between 
8% and 10% last year. And the 
distillers, although united on the 
score of federal taxation, are al- 
most evenly divided on what to do 
about their sagging volumes. 

One thing is certain: The guy 
on the other side of the counter 
has changed. Not only is he drink- 
ing cheaper grades of whisky, but 
also, he’s not drinking as much, 
according to the Business Week 
report. 


® Bonded whiskies were down 
18% last year with the high-price 
brands suffering the most; fifteen 
of the top 20 brands of all whiskies 
showed sales losses of 5% to 20%. 
The straight whiskies had to low- 
er their prices and put themselves 
in competition with the higher- 
price blends. The result was a gain 
for the straights and an over-all 
loss of approximately 16% for the 
blends. 

Despite this drop, the blends 
held all but one of the first 10 
spots in Business Week’s consump- 
tion chart. The study also showed 
this switch in the drinkers’ choice: 


1951 1952 
(%) (%) 
CRS sow tak unahs 72 68 
ED hiaewnea 21 25 


Bonds went from a little over 7% 
of the market in 1951 to somewhat 
less than 7% in 1952. 


# Schenley Industries has been 


iness Week. Its Early Times is 
pushing Schenley’s Old Stagg for 
first place in the national bourbon 
market. 

The year’s standout performance 
was turned in by Seagram, which 
makes six of the top ten whiskies 
in the Business Week report and 
no straights. With all blends slip- 
ping 16%, Seagram’s dollar vol- 
ume fell only 1% because of good 
sales on its Canadian whisky and 
increased sales of its gin, Scotch 
and “B” blends (Kessler’s and 
Gallagher & Burton). 


® One of the biggest headaches 
for the distillers was last May’s 
all-time inventory high of 770,- 
000,000 gallons, exceeding the pre- 
war high by 250,000,000 gallons. 
By the end of November, 1952, the 
industry had reduced this load by 
33,000,000 by dint of low produc- 
tion schedules. 

The distillers with the biggest 
inventories—Schenley, Publicker 
Industries and National Distillers 
Products—-are after an increase in 
the eight-year time period for 
bonding whiskies. The weighty 
federal tax on bonds is due and 
payable when the eight-year peri- 
od is up, whether or not the whis- 
ky is sold, and these three distill- 
ers want a 12-year bonding period. 

On the other side of the fence 
are Seagram, Brown-Forman and 
Hiram Walker, who are more in- 
terested in their straights and 
blends than in the problem of ag- 
ing bonded whisky. 

All of the distillers are girding 
their forces this year to combat 
the industry’s biggest universal 
problem with an intensive cam- 
paign to get Congress to reduce 


working hard on its straight whis- 


taxes on liquor. 


1952’s Top Selling Whiskies 


Copyright by Business Week 


Cases Sold Change 

Rank Brand Type 1952* 1951 (%) 

(000) (000) 

1 Seagram's Seven Crown .............5.. Blend 8,000 9,400 —14.9 
2 Calvert Reserve (Seagram) .... Blend 3,325 3,500 — 5.0 
ee fees. 2,650 3,300 —19.7 
4 Imperial (Hiram Walker) .............. Blend 2,450 2,850 —14.0 
5 Corby’s Reserve (Hiram Walker) ........ Blend 2,060 2,400 —14.2 
G Pe. GD sehaeebdsedacesccescatee 1,300 1,550 —16.1 
7 Paul Jones (Seagram) Blend 1,250 1,350 — 74 
8 Four Roses (Seagram) .............. Blend 1,200 1,400 —14.3 
am. ¢-h A POP n oy Canadian 1,190 1,150 3.5 
10 Carstairs White Seal (Seagram) .......... Blend 1,150 1,250 — 8.0 
11 Old Stagg (Schenley) ............ Straight 1,000 1,100 — 91 
12 Early Times (Brown-Forman) ... Straight 975 950 2.6 
13 Canadian Club (Hiram Walker) ........ Canadian 960 910 5.5 
14 Cream of Kentucky (Schenley) . Blend 950 1,200 —20.8 
15 Old Sunny Brook (National) ............ Blend 890 1,070 —16.8 
16 Old Thompson (Glenmore) .............. Blend 725 700 3.6 
17 Fleischmann’s Preferred ................ Blend 720 900 —20.0 
18 Echo Spring (Schenley) .............. Straight 710 680 44 
19 Old Sunny Brook (National) ............ Straight 700 610 148 
20 Park & Tilford Reserve ............005. Blend 660 800 —17.5 


*Estimated 


kies and has two in the top 20. At 
the same time, Schenley has more 
entries in the low-price blend mar- 
ket than its big competitor, Sea- 
gram Distillers Corp. Business 
Week suggests that Schenley may | 
regain ground lost to Seagram if! 
the trend toward straights and 
low-price blends continues. 

Hiram Walker, which had a fair- 
ly good year in view of the over- 
all industry report, lost ground 
with its Imperial and Corby’s but 
stands to take its share of the 
blend market next year with its 
“B” price blends. 

National Distillers Products Co., 
which has an extensive line of 
straights, had to cut back the price 
of Old Taylor and Old Grand-Dad | 
and met with some stiff competi-| 
tion from United Distillers’ J. W. 
Dant and Publicker’s County Fair, 
both low-price bonded bourbons. 
National was also troubled by its 
high-price imports such as brandy 
and champaigne. 


® Brown-Forman Distillers Corp., 
at the same time, is “capitalizing 
on its straights,” according to Bus- | 


FC&B, Chicago, Promotes 6 


Foote, Cone & Belding’s Chicago 
office has promoted six members 
of its media department staff. Ro- 
bert Hussey, as v.p. and media 


‘director, will have charge of all 


media in Chicago, including radio 
and television facilities. Ja ck 
Simpson has been promoted to di- 
rector of radio and TV production. 
Genevieve Lemper continues as 
chief radio and TV time buyer and, 
in addition, will assist Mr. Hus- 
sey. Robert Vardaman will assist 
Mr. Hussey on broadcast media 
services. Ed Stern will assist him 
on print media services, while Hu- 
bert Zielske becomes supervisor of 
advertising research. 


Miller Joins Conti Agency 

B. Harold Miller, formerly head 
of the industrial and trade division 
of J. Walter Thompson Co., has 
been named assistant to the presi- 
dent of Conti Advertising Agency, 
New York. 


Ratcliffe Joins Four A’s 

Ratcliffe Advertising, Dallas, has 
been elected to membership in the 
American Assn. of Advertising 
Agencies. 


* ae =H 
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"YONNE SAYS:— 


a eal 
MARKET... see ron vounsatr| 
HOW YOU CAN TEST 
METROPOLITAN NEW YORK 
FOR PENNIES 
Ask for complete details . . . also for 
copies of THE BAYONNE TIMES 
weekly grocery store inventories. 


THE BAYONNE TIMES 
BAYONNE, NEW JERSEY 
“Bayonne cannot be sold from the outside" 
NATIONALLY REPRESENTED BY 


BOGNER & MARTIN 


Radio Is a Better Buy Than TV in 


(Continued from Page 3) 
same as before, she said. 

_ oW. P. Frost, 
‘sales manager for Westinghouse 
|Supply Co., told about the use of 


radio spots to sell Westinghouse. 


television sets. His company dis- 
covered it had a serious problem 
early last year, Mr. Frost said, in 


inghouse name was known to all, 
but not in connection with tele- 
vision sets. It was necessary to sell 
the customer on their set, and to 


sell it. 

The answer was found in a pro- 
motion package, the speaker said. 
This showed dealers how Westing- 
house was sponsoring telecasts of | 
feos national political conventions, 
jusing national magazines and 


You can’t beat 
that combination! 


How come Ken-L- 
always out in front in dog food sales? 


It’s a good product 
and it’s well advertised. ® 


Ration’s 


* 
Here are the clients of Needham, Louis & Brorby... 


Cummins Engine Company, Inc. 
Derby Foods, Inc. 

The Eagle-Picher Company 
Household Finance Corporation 
S. C. Johnson & Son, Inc. 

Kraft Foods Company 
Macwhyte Company 

Marathon Corporation 


Morton Salt Company 
The Peoples Gas light and 
Coke Company 

Phenix Foods Company 

' The Quaker Oats Company 
State Farm Insurance Companies 
Swift & Company 
Wieboldt Stores, Inc. 


NEEDHAM, LOUIS & BRORBY, Inc. Advertising 


135 South lo Salle Street, Chicago 3, Illinois 


Chicago 
New York 
Hollywood 
Fy Toronto * 


television-radio | 


sell the dealers on wanting to/| 


_.~ So. California, Nelson Tells Adclub 


2 | 
} 
| 


/newspapers. To give the dealer a 
specific tie-in, he was offered 25 
radio spots selling Westinghouse 
television sets, with these spots to 
carry his name. Hundreds of such 
spots are used every month, he re- 
|ported, adding that the program 
has been so successful it will be 
|carried on throughout 1953. 


selling television sets. The West- | 


|@ The case for nighttime radio 
/was presented by Sherril Taylor, 
director of sales promotion, adver- 
tising and exploitation, for KNX, 
Los Angeles, and the Columbia | 
Pacific Radio Network. He gave 
the following facts to show the 
| strength of nighttime radio: 

| Food market research shows. 
that the heaviest buying hours for 
| markets are 4:30 to 5:00 p.m., with 

|7:30 to 8:30 p.m. a close second. 

With almost every car carrying ali 
radio, these people can be reached | 
just before they make their pur- 
chases. 

Pulse shows that listening dur- | 
ing the period of 12:00 noon to 
12:00 midnight has been constant- 
ly increasing since 1950. Even in 
television homes in Southern Cali- 
fornia, there are more radio listen- 
ers than there are in Denver, Colo., 
Mr. Taylor said. Nighttime listen- 
ing tops daytime listening by 22%, 
he added. 

Last season, Telepulse showed 
that the average rate of the top ten 
television programs in Los Angeles 
was 21.1, as compared with 32.0 in 
New York, and the national aver- 
age of 32.5, he said. In radio, the 
picture is reversed on the West 
Coast; ratings for the top ten radio 
ishows are 15% higher than the 
'top ten nationally, he added. 


s Covering the use of spots local- 
ly, Stan Spero, KMPC, said ex- 
perience of the past few years has 
shown that the use of direct phone 
numbers to encourage asking for 
home demonstrations has been a 
| very successful technique. This has 
| been proved to hard line distribu- 
|tors, who previously considered 
radio secondary. He also said that 
| there has been a change from the 
_use of horizontal spot saturation 
‘campaigns, to the use of vertical 
‘saturation. The former depended 
on turnover of the audience; the 
‘latter gets a good share of the sta- 
tion’s total audience, Mr. Spero 
| said. 


Four Companies Promote 
Springwall Mattress 


Springwall mattresses will be 
/promoted in four-color, full-page 
ads and smaller b&w units in Bet- 
ter Homes & Gardens, Good House- 
keeping and Life, beginning in 
March issues. Springwalls are pro- 
_ duced by four independent manu- 
facturers, each with its own sales 
‘territory. The companies are Hag- 
‘gard & Marcusson, Chicago; U.S. 
Bedding Co., St. Paul; Eclipse 
‘Sleep Products Inc., N.Y., and 
Southern Spring Bed Co., Atlanta. 

Subway posters in New York, 
-car cards in the South and news- 
| papers in principal cities will be 
| used in addition to the magazines. 
‘The four agencies handling the 


ies eget e re 
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§, Art School Crowded 
Between Book Covers 
for Budding Artists 


New York, Feb. 3—‘“Art School 
Self-Taught” (Greenberg: Pub- 
lisher, $10) is an ambitious effort 
| by Matlack Price and A. Thornton 
| Bishop to cover, in book form, ali 
the major subjects taught in an art 
school, both in fine and design arts. 

The 439-page volume manages, 
in a brief space, to touch on al- 
most every possible imaginable as- 
pect of art training. 

The book is directed at art stu- 
dents either interested in a career 
or in a hobby and is designed to be 
used as a method for self-teaching 
or as a supplement to art school 
courses. 


WHAT 


saves time work: food-money 7 


s The second part, devoted to de- 
sign arts, has individual chapters 
dealing with design in general, ad- 
vertising art, lettering, typography, 
photography, packaging, industrial 
design, decorative painting, interi- 
.}or design and fashion. 

There are more than 500 line and 
halftone illustrations. The book 
is further enhanced by a compre- 
hensive bibliography listing refer- 
ence books for each aspect of art 
treated. 

Both authors have had extensive 
experience as art teachers and as 
commercial artists. 


KTTV Boosts Vrba, Norins 


John R. Vrba has been pro- 
moted to sales manager of KTTV, 
Los Angeles. He succeeds D. W. 
Whiting, who resigned to enter the 
television film business. Mr. Vrba 
will continue as national sales 
manager. Before joining the sta- 
tion in 1949 as promotion mana- 


FREEZER TEASER—Rich Plan Corp., Los An- 

geles food-freezer plan, is using posters 

like these, spaced two weeks apart, in its 

current outdoor campaign. J. Russell Cal- 

vert & Associates, Los Angeles, is the Rich 
Plan agency. 


Ad Production Women Elect 


Maxine Davenport, J. Walter 
Thompson Co., San Francisco of- 
fice, has been re-elected president 
of the Advertising Production Wo- 
men’s Club of San _ Francisco. 
Other officers elected are Jean 
Roberts, Rhoades & Davis, v.p.;| ger, he was with Abbott Kimball 
Sandy Knox, Fireman’s Fund) _Co., Los Angeles. Leslie H. Norins 
Group, secretary, and Vi Gietzen, | 'was named local sales manager, a 
Pictorial Review, treasurer. | promotion from account executive. 


en 


ALT ‘on on Dollar a 
etail Market | 


CONTRA COSTA CO. 


— ror 


%, 
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ALAMEDA CO. 


METROPOLITAN 
OAKLAND 
AREA 


promotion are E. T. Howard Co., 
New York; Symonds, MacKenzie 


'& Co., Chicago; Melamed-Hobbs, | 


| St. Paul, and Tucker, 
Co., Atlanta. 


Wayne & 


‘National Cylinder Gas to 
‘Merge with Girdler Corp. 


| Directors of National Cylinder 
| Gas Co., Chicago producer of in- 
dustrial gases, and Girdler Corp. 
have approved a merger proposal. 
| Under the proposal, still subject 
to stockholder approval, Girdler 
‘stockholders will receive 3% 


shares of National Cylinder com- | 


/mon stock fer each share of Gird- | 

ler common stock. The two com-| 
/panies are joint owners of Tube | 
Turns Inc., Louisville maker of | 
‘seamless welding fittings 
‘ flanges. 


and 
| 


This great and growing two-county market 
is thoroughly covered by the Oakland Tribune, 
: which is the leading Northern California news- 
‘f= paper in 
@ DAILY CITY CIRCULATION 
e@ HOME-DELIVERED CIRCULATION 
e@ TOTAL ADVERTISING 
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Study Tells How 
to Plan Rewards © 
for Executives 


New York, Feb. 3—-Unless the 
executive who enjoyed a $25,000. 
Salary in 1939 has been raised to! 
$100,000, he’s lost ground. 

So say two tax authorities, J. | 
Lasser and William J. Casey, in. 
“Executive Pay Plans,” a new 160- 
page research study designed to 
show managements how to pay, 
hold and satisfy top executives. | 

The study, published by Busi-| 
ness Reports Inc., documerts the 
tax squeeze in which executives 
are caught and surveys the vari- 
ous techniques developed by major 
companies to reward their top ad- 
ministrators adequately. 


® The authors suggest that the ex- 
ecutive’s security and incentive 
problems can best be met by some 
combination of: 

1. The going rate of salary and) 
bonus. 

2. A stock deal for incentive, for 
inflation protection and for a. 
Buildup of capital which will not | 
be taxed until cashed in. 

3. Maximum participation in a_ 
company pension or profit sharing | 
plan in which before-tax dollars | 
can be substantially converted into | 
after-tax security dollars for the 
executive and his family. 

4. A contractual arrangement | 
which will build up for the ex- 
ecutive within the company the. 
capital and security he can’t build 
for himself out of salary income. 

5. A combination of company | 
benefits and expense arrangements 
which will relieve the executive of | 
the personal burden of carrying all | 
expenses which his company can 
legitimately carry. 


® Messrs. Lasser and Casey show 
clearly that pay increases are no 
solution to the executive’s prob-. 
lems, because of the graduated in- 
come tax. 

Most of the study is therefore 
taken up with an examination of 
specific plans, such as (1) deferred | 
pay contracts, (2) benefits for 
widows and dependents, (3) stock 
options, (4) pension and profit 
sharing, (5) closed corporation ar- | 
rangements, (6) use of insurance 
in executive pay plans, and (7) 
expense account arrangements. 

Programs now being used in 
business are cited frequently. 

“Executive Pay Plans” is availa- 
ble from the publisher (at 225 W. 
34th St., New York) at $12.50 per 
copy. 


Kayser Appoints Johnston 


Frederick Johnston has been ap- 
pointed sales manager of the east- | 
ern division of Julius Kayser & Co., 
manufacturer of women’s hosiery, 
gloves and lingerie. Mr. Johnston 
also will continue as assistant to 
John J. Murphy, v.p. and general 
sales manager. 


KSDO Promotes Two 

Norman Kay of the sales depart- 
ment has been promoted to sales 
manager of KSDO, San Diego. Wil- 
son Edwards, an account executive 
in the department, has been ad- 
vanced to assistant manager of the 
station. 


‘lewish Day’ Buys ‘Journal’ 

Jewish Day, New York, has 
bought the name, good will, editor- 
ial features and circulation of the 
Jewish Journal. The new paper 
will be known as the Day-Jewish 
Journal. No increase in advertis- 
ing rates will be made. 


Hansen to Brown Advertising 


Chris Hansen, formerly with 
Promotional Arts Studios, Chica- 
go, has joined the staff of E. H.| 
Brown Advertising, Chieago. Mel- 
vin J. Beagle heads the agency’s , 
art department. 


Tax Squeeze on Executives Names William ]. Mattimore 


Per 1950 Pay 
cent After 


77 


Co. Mr. Lattimore formerly was 
William J. Mattimore has joined | the Detroit advertising consultant 
the sales office of Douglas Offset | for Look. 


Average Pay In- Taxes& Real 


1939 1950 crease Inflation Change 
Top Management 
(highest paid 1% 
of total employes) $43,700 $59,300 35% $18,000 —59% 
Middle Management 
(next 9%) 10,500 15,200 45% 6,300 —40% About Modern 
Bottom Supervision : 
Level (foremen or Accepting the archaic concept of 
equivalent) 3,000 5,500 83% 2,600 —13% s Bi fea 
Middle Management Direct Selling as mere door-to-door 
Labor (salaried peddling of pins and potato peelers 
and hourly employes : 
covered by wage & can be a costly mistake. Modern 
hour law—includes 1,650 3,400 106% 1,700 3% Direct Selling sells seven billion 


white collar) 
The above table is reprinted from “Executive Pay Plans.” The data was 


compiled from a survey of 41 lesding companies by McKinsey & Co., man- 
agement firm. 


dollars’ worth of goods and serv- 


ices annually, including many big- 


ticket items. To sales executives 
Joose Joins Fairchild Publications Inc., New York, to 

Robert Jwose, formerly sales | Specialize in list research. He will 
manager of the education division be engaged in the procurement, se- tial 
of Time Inc., has joined the cir-| lection and checking of lists for 
culation department of Fairchild subscription promotion mailings. 


this can mean added market poten- 


, to advertising agency execu- 


Do You Make This Mistake 


Direct Selling? 


tives a new profitable type of ac- 
count. For full and detailed facts 
and figures about modern Direct 
Selling, send for free 24-page book 
by expert, “The Quickest Way to 
National Sales.” 
if requested on business letterhead. 
Address: 


H. J. BLIGH, Reom 812-4 
307 N. Michigan Ave., Chicage 1, mM. 


Mailed postpaid 


* CHICAGO 
601 North Fairbenks Court 


HOLLYWOOD 


eT ee 
Pe agate ii ee wie % Sa 
Ee ROP : = 


{Ray Patin Productions) 6650 Sunset Boulevard 


NEW YORK 


oftilioted with Thompson Associates @ 40 €. 51st St. 


DETROIT 


1928 Gvardian Building 
‘ 


4 Shortly after the war, Hart Schaffner 

' & Marx and its agency, Batten, Barton, 
Durstine & Osborn, sought a fresh, 
light, but strong-selling approach to 

their men’s clothing advertising. 


Tom Hall, famous Kling artist, was 
just the man they wanted to do the 
full-color illustrations. Hall’s work ap- 
peared regularly on the pages and 
covers of Post, Colliers, and other mag- 
azines. His art had a 3-dimensional 
effect that was ideal for bringing out 
the details of styling, pattern and char- 
- acter in a good-looking suit or coat. 


Re se 


Hall was called into a meeting with 
* company and agency executives, and 
5 M. F. Agha, well-known designer and 
art consultant. A new approach was 
decided upon: when the man in a 
Hart Schaffner & Marx suit walks by, 
all heads turn. This idea has been used 
__ever since with great success. 


© Tom Hall’s usual procedure is to 
meet with agency and client executives 
to work out the theme of the ad. Fol- 
- lowing approval of rough layouts, he 
makes the comprehensive, then a fin- 
ished pencil sketch in black and white. 
When this is approved for correctness 
of all tailoring details, he prepares the 
finished illustration. 


Kling offers you the largest group of 
top talent advertising and editorial 
artists anywhere under one roof. Their 
amazing versatility embraces every 
type of artwork from line drawings to 
full color oil paintings. Remember 
Kling for your next assignment. 


your only single source for: 
ADVERTISING AND EDITORIAL ART 
DISPLAYS 
PHOTOGRAPHY 
TELEVISION FILMS 
SLIDE FILMS 
MOTION PICTURES 
SALES TRAINING 
AND MAINTENANCE MANUALS 
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PUT PUNCH IN ALL 
YOUR PRINTING 


Often, limited art budgets on certain 
types of promotion such as bulle- 
tins, house organs, salesmen boost- 
ers, customer enclosures etc., kill 
your chances for real punch. 


CSUPPER 
|| ART SERVICE 


FILLS YOUR NEEDS 


The Clipper enables you to dress 
space up any and all of your printed 
matter—besides supplying more than 
3,600 art subjects annually, it fur- 
nishes each month 20 or more “‘How / 
to Use’’ samples. 


dimensional. 


Whit FOR FREE SAMPLES | 


MULTI-AD SERVICES, INC. 


* 105 Walnut $t. + Peoria, Ilinols 


picture industry is going three 


Leader in the movement is 20th | 
Century-Fox, which has obtained 
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” for filming and one machine for 
projection on the screen. Movies to 
_be shown by this method will cost 
| ho more to produce than ordinary 

Several major studios are now film, according to 20th Century. 


. |Movie Makers Switching to Three Dimension; | *°0P¢, Teauites only one camera 
| All 20th Century Films to Be Cinemascope 


New York, Feb. 6—The motion,color films by October. 


‘shooting 3-D films. 


's A Cinemascopic screen can also 
® Cinemascope is described as a’ show the current “flat” movies 


| 


| There will be no disruption of 
, the company’s relationship with its 
exhibitors during the changeover 
‘period, since 20th Century has a 
/backlog of nearly 25 “old-fash- 
ioned” type movies. 


_@ Though most of the major pro- 
ducers reportedly have been ex- 


the worldwide rights to a French- | “device which employs a distortion and any sound setup can be€/perimenting with three-dimension- 
invented system called Cinema- and rectification principle to permit | adapted for the system, Mr. Skou- 


scope. 


j 


filming in color and projection on ras pointed out. He said negotia- 


This company is converting its|a screen two and one-half times |tions are in progress with manu- 
“entire production output forth-'the ordinary size to give almost| facturers for facilities to make the 


i 


with to this new photographic and | life-like animation to the players.” | screens and lenses. A lens will be 
sound system.” It also will man- | The system was invented by Henri needed to adapt cameras and pro- 
ufacture lenses and screens for Chretien of the Paris Optical In- | jection equipment. 


fF Cinemascoping for sale to other stitute. 
| producers and theaters throughout | 
the country. 


Twentieth Century-Fox has 
The secret is a lens which re- | promised to demonstrate Cinema- 


| stores to its proper proportions an | scope in key cities around the 
At a press conference here yes- image previously distorted and world before mid-April. 


These 


terday, Spyros P. Skouras, presi- makes possible the compression of | showings will feature scenes from 
dent of 20th Century, predicted | wide-angle scenes onto 35mm film. | “The Robe,” the first of 11 3-D 


that between 2,000 and 3,000 U. S.| 


Unlike Cinerama, which uses! movies on the Fox shooting sched- 


theaters will be equipped to ex- | three projectors to achieve its| ule. This film will have a world- 


/hibit the new three-dimension-like third-dimensional effect, Cinema-| wide premiere in October. 


ADs tess 


advertise and sell 


Canton, Ohio 


REPOSITORY 


it costs 


in the 


aul ow 


BARSTLLON 


By 
7 


LOU TSVILis 
+ —— 
EAST CANTON | 


* SALES MANAGEMENT 1952 
SURVEY OF BUYING POWER 


Families in Canton, Ohio spend $1165.00, or 


42% more on food per year than the national 


average. Consequently, the food advertising 


dollar you invest in The Canton Repository reaches 
a market 42% richer than the national average. 
On a cost-per-sale basis, then, it costs 42% less to 
secure food sales through Canton’s only daily 


newspaper—The Canton Repository. Include this 


powerfully-selling newspaper on your food 


advertising schedule—get 100% city zone coverage 


(98.8% home delivered) in this rich market! 


A Brush-Moore newspaper represented nationally by Story, Brooks & Finley 


al systems of their own for some 
time, 20th Century hopes to stand- 
ardize the industry on Cinema- 
scope. It is pointed out that a 
uniform system would make life 
simpler for theater owners who 
would then be able to show 3-D 
movies of various producers with 
the same equipment. 

M-G-M is using the Cinemascope 
method for “Arena,” starring Gig 
Young, which has been before the 
cameras for some time. This studio 
also has a couple of other 3-D 
movies in the works. 

Paramount is shooting “Sanga- 
ree,” with Fernando Lamas and 
Arlene Dahl, for three-dimensional 
and standard showing. “Three Sis- 
ters from Seattle” also will go be- 
fore the new process cameras. 

“Fort Ticonderoga” and “House 
of Wax” reportedly will be pro- 
duced for three-dimensional 
screening by Columbia and Warner 
Bros. respectively. 


= Meanwhile, Cinerarma—still one 
of the hottest entertainment at- 
tractions in New York—is round- 
ing out plans for a major adver- 
tising campaign preparatory to its 
invasion of Detroit. 

March 23 is the date of the De- 
troit opening in the Music Hall 
Theater. A 1,500-line ad will run 
Feb. 15 in all Detroit papers to 
get mail orders off to an early 
start. A deluge of mail orders is 
expected. 


Strike Cuts into 
Suburban Delivery 
of N.Y. Newspapers 


New York, Feb. 5—Morning 
newspaper circulation was sliced 
in suburban areas this week as a 
result of a strike by the Independ- 
ent Newspaper & Mail Deliverers 
Union against wholesalers who 
supply some outlying newsdealers. 

One estimate placed last Sun- 
day’s loss at about 25%, except for 
the News, which had its own 
trucks making deliveries to the 
suburbs. The daily drop was es- 
timated at 20% or less. . 

However, officials of the news- 
papers said it was too early to 
figure exactly how much circula- 
tion was off in Nassau and Suf- 
folk counties, Long Island; West- 
chester, Fairfield and Rockland 
counties, New York; and parts of 
New Jersey. 


s They pointed out that many 
suburbanites merely waited until 
they reached the city limits and 
then bought the paper they nor- 
mally picked up at an out-of-town 
stand. The Times, for one, insti- 
tuted an emergency mail subscrip- 
tion, offering the paper at the 
newsstand price, and got 9,000 
takers. 

Most of the morning papers put 
extra copies at stands near the 
city lines and in train terminals. 

The News, which figures it is 
better off than its rivals because 
of its own fleet of 1,780 trucks, re- 
ported today’s sale as “close to 
normal.” 

The newspapers generally 
agreed they would “do the fair 
thing” in the way of rebates to 
advertisers, if they are found 
necessary. 


Joins Kal, Ehrlich & Merrick 


S. Tebbs Chichester Jr., former- 
ly with WMAL, Washington, where 
he handled all sales and audience 
promotion advertising, has been 
named an assistant account execu- 
tive by Kal, Ehrlich & Merrick, 
Washington. 


Ad 
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Steve Hannagan 
Dies in Africa 


1953 


Last Minute News Flashes 


‘Whitehall Names R&R for Preparation H 


New York, Feb. 6—Whitehall Pharmacal division of American Home 


| Products Corp. has named the Cincinnati office of Ruthrauff & Ryan 


to handle a test campaign in scattered markets for Preparation H, a 
New York, Feb. 6—Stephen J -| relief for hemorrhoids. The product retails at 97¢. 


Spot Drive Starts Soon for My-T-Fine 
New York, Feb. 6—Penick & Ford will break a spot campaign for 


Hannagan, who died of a heart at- 
tack in Nairobi, Kenya, yester-| 


day at the age of 53, was never a_ 
public relations man. 


| My-T-Fine desserts in about 10 days using radio in about 30 markets 


He always listed his occupation and TV in about 20. One-minute announcements and station breaks 
as “press agent,” and his inflex- are scheduled through Batten, Barton, Durstine & Osborn. 


ible rule was that his company be | 


comprised of “publicity men” who P&G Returns as Sponsor of Garry Moore | 


had previous newspaper experi- 
ence. 


NEw York, Feb. 6—Garry Moore’s daytime CBS-TV show is a sellout 


| again, thanks to the return of one of its original sponsors, Procter & 


_ The man who created “the bath- Gamble. The soap maker has bought the remaining three quarter-hour 
ing beauty” and who handled segments on the 30-minute five-a-week telecast for Duz, starting | 


publicity for 
Speedway, Miami Beach, and Sun | 
Valley, started out as a “newspaper 
man” at the age of 14 in his home| 
town of Lafayette, Ind. He got $1. 
a week from the Lafayette Morning 
Journal. In three years he was 
named city editor. He later went 
to Purdue University. 


held every Memorial Day. Young | 
Steve, who knew little about rac- | 
ing cars, turned out stories about 


their “color.” The speedway was | 
on the map, and the public flocked | 
to the yearly race. 


And it was Fisher who in 1924 | 
started pumping sand from Bis-| 


ity stint for the beach. It was under | 


this dateline that he flooded the » National Broadcasting Co. has officially named William H. Fine- 


other advertisers on the program. 


the Indianapolis Monday (Feb. 9) through Compton Advertising. There are seven 


Lever Is Introducing a Rinso Detergent | 


NEw York, Feb. 6—Lever Bros. 
detergent as a companion product to Rinso granulated soap. The com- 
pany says the new detergent, now being marketed by the Kansas City 


division, is being brought out for 


| not presage a change in the status of Rinso granulated. (Last year 
| Procter & Gamble quietly converted Oxydol to a detergent.) Earlier 
= He was 20 when he did his| this week, Lever announced that it had placed with Life, for Rinso, 
first publicity job—for the In-| the largest order for a single product ever received by that publication. 
dianapolis Speedway, where the Pages, color and b&w, will appear weekly beginning March 2. Hewitt, 
now famous 500-mile auto race is Ogilvy, Benson & Mather is the agency. 


Calkins & Holden Gets Holland House Coffee 


Lona IsLanp City, N. Y., Feb. 6—Eppens Smith & Co., maker of Hol- 
the men who drove them. Editors, land House coffee, has switched its account from St. Georges & Keyes 
across the country loved them for | to Calkins & Holden, Carlock, McClinton & Smith. 


New Haven Railroad Switches to Hoag & Provandie 

| New Haven, Feb. 6—New York, New Haven & Hartford Railroad Co. 
The man who hired Hannagan has named Hoag & Provandie, Boston, to replace Chambers & Wiswell | 

at Indianapolis was Carl Fisher, a | @S its agency. Hoag will also handle advertising for New England 

top-drawer real estate operator.) Transportation Co., a subsidiary of the New Haven road. 


Shea to Lennen & Newell: Other Late News 


cayne Bay to create Miami Beach,| ¢ Daniel E. Shea has resigned as merchandise director of Calkins & 
Hannagan began a 20-year public- Holden, Carlock, McClinton & Smith to become v.p. and merchandis- 


ing director of Lennen & Newell. 


Co. is introducing Rinso Sunlight | 


certain household needs and does 


nation’s newsrooms with photos of shriber Jr., former executive v.p. of Mutual Broadcasting System, v.p. 
lovely gals clad in bathing suits. and general manager (AA, Jan. 26); David Adams, director of special 


projects, becomes administrative v.p. Ruddick C. Lawrence, newly | 


® The black-browed, blue-eyed appointed director of advertising, sales planning and research, is re~| vara 


Hoosier always enjoyed a reputa- | 
tion as an “honest” press agent— | 
a “newspaper man’s publicity | 
man.” He would not hold out bad 
news. Back in 1930 he was queried 
by a magazine on how the Miami 
Beach winter season was going. 
The magazine got a reply that 
said business was way off. Every- 
thing was grist for his publicity 
mill, up to and including Miami 
Beach robberies and deaths. 

Sun Valley was a lonely place, 
nearly inaccessible, called Ket- 
chum, until Mr. Hannagan was 
hired by W. Averell Harriman, 
board chairman of the Union Pa- 
cific Railroad, to promote the area. 
First thing he did was to change | 
the name. Before long every) 
American knew Sun Valley as the | 
place where you could sunbathe 
in the snow. 


s Other clients who have experi- 
enced the magic touch of the Han- 
nagan organization, which now 
numbers 62 onetime newspaper 
people, include Electric Auto- 
Lite, Winchester Arms, Admiral, 
Owens-Illinois Glass, Cities Serv- 
ice, Thor Corp., Olin Industries, 
Gene Tunney, Speedster Gar Wood, 
utilities magnate Samuel Insull, 
the Union Pacific and the Stork 
Club. 


Mr. Hannagan, who had gone to 
Africa for the Coca-Cola Export 
Corp., lived in New York. He is 
survived by a brother, Frank, op- 
erator of a Coca-Cola bottling 
plant in Kalamazoo, Mich. 


CHARLES A. BOOTH 
BurraLo, Feb. 3—Charles A. 
Booth, 77, executive v.p. of Buffalo 
Forge Co., died Jan. 31 in Buffalo 
General Hospital. 
Mr. Booth joined the sales de- 
partment of Buffalo Forge in 1900. 


portedly resigning. 


spring. 


| e Henri, Hurst & McDonald, Chicago, has added Larry G. Kurtze as 
a writer-producer on its radio-TV staff. Mr. Kurtze formerly was di- 
rector of creative programming for Crosley Broadcasting Corp., Cin- 


cinnati. 


“Trust tell vou 
} 


SOFT TOUCH—Ads 
the softness of its various paper products, 
will be used by Northern Paper Mills in 
its 1953 campaign. Young & Rubicam is 


the agency. 


like this, featuring 


‘Quick’ to Launch 
32-Page Insert in 


Southern California 


New York, Feb. 6—Quick, which 
now publishes TV program inserts 
in its New York and Chicago edi- 
tions, will launch a similar insert 
in its Southern California edition 
with the March 2 issue, which 
hits the stands Feb. 29. 

It will be a 32-page insert, and 
will go to subscribers as well as 
newsstands in the area. It will 
cover the seven Los Angeles and 
one San Diego TV stations. 

Quick launched the New York 
TV insert Oct. 20 and its Chicago 
insert Feb. 2. 


® Quick is now printed in four lo- 
cations: Art Color in Dunellen, 
N. J., for New York; W. F. Hall 
Printing Co. in Chicago; Pacific 


| Press in Los Angeles, and Atlanta 


Litho in Atlanta (the last is an off- 
set edition, working from pasteup 
proofs of type and engravers’ 
for photographs). The 


— | Southern California TV insert will 
e There are 24,964,000 car radios in the U.S., according to A. C. Niel-| be printed by offset. 


sen Co. This represents 65% of the nation’s 38,474,400 passenger cars. | 
Figures come from the Nielsen Coverage Service study made last 


He was made sales manager in 
1907 and later became a director | 
and v.p. in charge of sales. In 
1919 he was made executive v.p., | 
a position he held until his death. 


Louis Pedlar, 69, 
Ex-Agency Head, 
Dies Suddenly 


WASHINGTON, Feb. 5—Louis C. 
Pedlar, 69, former president of 
Pedlar & Ryan, New York, died 
suddenly here Tuesday. 

For several years Mr. Pedlar 
had been with The American 
Weekly in New York, before en- 
tering the advertising business in 
1922. He was president of Pedlar 
& Ryan until 1931, when he joined 
the Army Organized Reserve 
Corps. 

Recalled to active duty in 1942, 
he received a commendation med- 
al from President Truman for re- 
search and analysis work as staff 
officer, archives division, nation- 
al headquarters of the Selective 
Service System. At the time of 
his retirement from the Army in 
1945, he was a lieutenant colonel. 

Following his retirement from 
the Army, he became head of the 
graphics division of the Veterans 
Administration. Since 1948 he has 
been special consultant to the 
Veterans Administration and the 
American Academy of Orthopedic 
Surgeons on the Atlas Research 
Project. 


THOMAS O. KIVLIGHAN JR. 
Hampton, Va., Feb. 4—Thomas 
Owen Kivlighan Jr., 64, former 
advertising director of the Rich- 
mond News-Leader, died Monday 


|in Kecoughtan Veterans Admini- 


stration Medical Center here. He 
was with the Richmond newspaper 
from 1910 to 1931. 


MELVIN J. ADAMS 

Cuicaco, Feb. 4—Melvin J. 
Adams, 64, longtime public rela- 
tions man in Chicago, died yester- 
day in Michael Reese Hospital af- 
ter a brief illness. 


On its publisher’s estimate for 
the last six months of 1952, Quick 


|reported a circulation of 1,288,- 


675, of which 582,313 
stand. 

Cowles Magazines officials say 
Quick’s New York circulation has 
doubled since the addition of the 
TV program insert. 


SETON PORTER 

New York, Feb. 6—Seton Por- 
ter, 70, board chairman of Na- 
tional Distillers Products Corp., 
died last night after an illness of 
several months. He was born here 
and was graduated from Yale Uni- 
versity in 1905. 


is news- 


From 1906 to 1909 he was assist- | 


ant engineer and general manager 


Mr. Adams was graduated from | jn California for Union Construc- 


the University of Chicago in 1909) 
and joined the Chicago Daily News | 
after graduation as a reporter. He | 
was later associated with several | 


tion Co. and later became presi- 
dent and board chairman of W. & 
W. Gibbey Ltd. and A. Overholt & 
Co. He then served as president of 


advertising agencies in Detroit and | American Sumatra Tobacco Corp. 
Chicago, including Critchfield & and National Distillers Products 


Co., Chicago. In 1923 he started a| before becoming chairman of the| 


79 


Dr. Cawl Gives 


NARTB a Plan 
to Evaluate TV 


Betveair, Fra., Feb. 6—Dr. 


|| Franklin R. Cawl, advertising and 


marketing consultant, has devel- 
oped a plan for measuring TV 
circulation, for which the National 
Assn. of Radio & Television Broad- 
casters has high hopes. 

All rights to this “new plan,” 
which is being kept secret until it 
has been developed further, have 
been assigned to the NARTB, 
which has appointed a_ special 
board committee to work with Dr. 
Cawl on the project. This action 
was taken by the TV board of the 
association at a meeting here this 
week. 

Last December the TV _ board, 
which is headed by Robert D. 
Swezey, WDSU-TV, New Orleans, 
voted not to help finance the pro- 
posed Advertising Research Foun- 
dation study to evaluate radio and 
TV rating methods. At that time 
the association indicated it had 
plans of its own. Radio, through the 
Broadcast Advertising Bureau, had 
agreed to pay a share of the costs, 
providing television wouid go 
along. 


® Several subcommittees, under 
the over-all supervision of Dr. 
Lawrence Deckinger, research di- 
rector of Biow Co., have been 
working on the ARF analysis for 
some time. No official reports have 
come out of these sessions, but 
one group is studying the question 
of objectives—just what radio and 
TV needs in the way of measure- 
ment—while another is looking in- 
to current practices among the 
rating services. Whether they will 
also make experimental studies is 
not certain at this point. 

Although no particulars are 
available on just what “new con- 
cept and approach to the problem” 
Dr. Cawl has come up with, the 
project is an effort to establish a 
video equivalent to the Audit Bu- 
reau of Circulations before TV 
gets too big. 


@ Ratings are not directly in- 
volved in Dr. Cawl’s measurement 
plan, but an official of the NARTB 
pointed out that the whole project 
stems from the need for a more 
scientific method of measuring one 
TV station against another. 

The coverage studies maae this 
year by A. C. Nielsen Co. and 
'Standard Audit & Measurement 
both provide figures for TV as 
| well as radio circulation. However, 

the TV board of the NARTB seems 
to feel that television is a separate 
problem and should be treated as 
| such. 


|Case Leaves Campbell-Ewald; 
‘Joins Cunningham & Walsh 
Winslow H. Case has left his 


30-year association with Walter) latter. He was a director of Tobac-| post as senior v.p. and creative 


Bermingham, publicity specialist 


for trade shows and conventions, | 
including the annual Chicago Live- tury-Fox Film Corp., General Pre- 


stock Exposition. 


co & Allied Stocks Inc., General 
Aniline & Film Corp., 20th Cen- 


cision Equipment Corp., and IIli- 


Mr. Adams joined Car! Byoir & | nois Zine Co. 
Associates in 1943 and in 1951) 


ates, where he remained until his 


death. He was a former director of & Sciences’ annual Emmy awards | 


the Publicity Club of Chicago, a 
member of the Press Veterans Club 


moved to O. B. Motter & ry 


| 


and Sigma Delta Chi, and was for | 


many years volunteer director of 
publicity for the annual Orphans 
Automobile Day Assn. 


JOSEPH F. HEIN 


Cuicaco, Feb. 3—Joseph F. Hein, 
65, president of Monarch Brewing 
Co., died yesterday in St. Eliza- 
beth’s Hospital. Mr. Hein was a 
former president of the Illinois 
Assn. of Breweries. 


Lucy, Sheen Win Emmies 
The Academy of Television Arts 


have been given to Lucille Ball 
(best comedienne) and her show 
“I Love Lucy” 
Bishop Fulton Sheen (outstanding 
TV personality); Thomas Mitchell 
(best actor); Helen Hayes (best 
actress); “Robert Montgomery 
Presents” (best dramatic pro- 
gram); Edward R. Murrow’s “See 


(best comedy); | 


director of Campbell-Ewald Co., 
Detroit, to join 
Cunningham & 
Walsh, New 
York, as v.p. in 
charge of radio, 
television and 
copy on Liggett 
| & Myers Chester- 
field cigarets. 

Before joining 
Campbell-Ewald 
in 1944, Mr. Case 
was with Newell- 
Emmett (now 
Cunningham & 
Walsh) as a member of the crea- 
tive staff on the Liggett & Myers 
account. 


W. H. Case 


It Now ” (best public affairs pro-| 


gram); “Dragnet” (best mystery); 
“Your Show of Shows” (best vari- 
ety); ‘What’s My Line” 
audience participation); ‘“Time for 
Beany” (best children’s program); 
and Jimmy Durante (best come- 
dian). 


(best | 


Balsam to Boylhart-O’Connor 


George Balsam, formerly v.p. of 
Steller, Millar & Lester, Los An- 
geles, has joined Boylhart-O’Con- 
nor, Los Angeles, as an account 
executive. 
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ACRYLIC = 


Puc 
SMUDGE-PROOFS 
ARTWORK 


SAVES YOU 70¢ PER CAN 


~ 


"WE PAY POSTAGE 


wa 


MONEY BACK GUARANTEE 


Acrolite International, Dept. 14 *Reg. 
12 Hellywoed Ave., Hillside, N. J. 
C 2 cons @ $1.50 per con... $ 3.00 
{) 6 cans @ $1.35 per con... $ 8.10 
C) 12 cons @ $1.25 per can... $15.00 


C) Enclosing our check (SPREY will pay 
postoge). 
0 Send C. 0. D. (We will pey postage). 
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t 
8 Asserting that this would be 
‘only a “foot in the door,” Sen. 


Sen. Johnson Says 
‘Baseball TV Could 


Ruin Minor Leagues 


New York, Feb. 3—Sen. Edwin 
C. Johnson (D., Colo.) Sunday 
night warned baseball’s major 
leagues against destroying the 
minor leagues by television. 

Sen. Johnson, who is president 
of the Class A Western League, 
spoke before the annual dinner of 
the New York chapter of the Base- 
ball Writers Assn. 
_ He charged the majors with 
“conniving with a super-salesman 
to take the last drop of blood in 
the minors’ territory.” He said the 
‘salesman, whom he didn’t identify 
further, was making the rounds 
trying to set up a national TV 
/game of the week in the pattern 
‘of radio’s game of the day. 


NORTH CAROLINA IS THE SOUTH’S 
NUMBER ONE STATE 


North Carolina rates more firsts in 
recognized market surveys than any 
other Southern state. More North 
Carolinians, according to BMB 
study, listen to WPTF than to any 


other station. 


north 


carolina’s 


| Johnson said: “If the majors want 


to commit hara-kiri, it’s none of 


our business.” But he added that 


tory was something else. 
He continued: 


minors with television as they 


is a cruel, 
motivated by avarice and greed, 
and woe unto whoever gets into 
their path.” 

The senator envisaged a day | 
when baseball would be staged at | 
the time most convenient for the. 
TV audience and played to near 
empty grandstands occupied only | 


ers, 


® This was the second baseball 
hassle stirred up by TV here this 
weekend. Earlier, Bill Veeck, own- 
er of the St. Louis Browns, ap- 
pealed to Commissioner Ford 
Frick to intervene in his video- 


inspired dispute with the New 
York Yankees, the Boston Red 


|Sox and the Cleveland Indians. 


These three clubs have refused 
to schedule night games with the 
Browns in retaliation against Mr. 
Veeck’s “no pay, no television” 


share of video receipts from road 
contests. 


Kling Studios to Develop 
Visual Programs, Promotion 
Kling Studios, Chicago, has 
formed a new service department 
to develop coordinated visual pro- 
grams. The department will be 
headed by F. William Plumer, for- 
merly head of Plumer & Associ- | 


Noma Electric Transfers 
Division to Noma Lites Inc. 
A plan for the transfer of the 


ates. 


Kling is preparing an expanded | 


(1953 advertising campaign in art 


_and advertising trade publications. 
The promotion will use unusual 
'studio case histories of assign- 
ments in art, photography, dis- 
plays, television, motion pictures | 
and slide films. 


|infringement on the minors’ terri- 


“Now I can speak only for my-— 
self, but if the majors indiscrimi- | 
nately invade the territory of the) 


have with radio, I, for one, will) 
testify before Congress and the) 


courts that major league baseball | 
heartless monopoly | 


by TV technicians and script writ- | 


stand. The Browns are asking a. 


division of Noma Electric Corp. to 

| Noma Lites Inc. has been approved 
by the directors of both companies. 

Joseph H. Ward has resigned as 


assets of the decorative lighting | 


rs “a a es : 
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Advertising Age, February 9, 


1953 


BOCK, ANYONE?—W. R. G. Baker, General Electric electronics division head, 
is getting Stinky, a Spanish (yet) goat, because his salesmen sold more than their 
quota in December. After a month, Stinky goes to the manager whose salesmen 
did the worst for the year. L. W. Goostree, radio communications sales manager, 
is doing the awarding. Behind him, edging away, are W. J. Morlock and |. M. Ellis. 


Ampro Corp. Boosts 
Budget 20% for ‘53, 
; Names New Ad Chiet 


Cuicaco, Feb. 3—A larger ad 
budget and a new ad manager will 
influence the promotion program 
for the Ampro Corp.’s line of mo- 
tion picture projectors and tape 
recorders this year. 

The company has increased its 
budget by 20% and appointed 
Robert Saichek, formerly adver- 
tising and sales promotion director 
| of Eicor Inc., to handle the Ampro 
‘advertising ‘and sales promotion 
| Program. Mr. Saichek succeeds 
| James D. Summers, who has joined 
Simpson Electric Co. as ad man- 
ager. 

Ampro’s ’53 program calls for a 
special dealer promotion offering 
merchandise premiums in a point 
| system contest running through 
| May 2. Dealers, equipped with a 
folder-full of sales aids from 
Ampro, will earn points for each 
‘demonstration of Ampro equip- 
ment as well as for actual sales. 


= To spark dealer demonstrations, 
the company is offering a mailing 
piece, featuring a full-page Time 


executive v.p. and director of 
Noma Electric to become president | 
'and director of Nema Lites, a new | 
company. Mr. Ward will be suc- | 
ceeded by William R. Kaelin, a 
|director and member of the ex- 

‘ecutive committee, as executive 


Vv. p. 


ad, and a film—‘“Famous for the 
Finest’”—to exhibit for potential 
| buyers. 

The dealer promotion coincides 
with the Ampro consumer schedule 
which is slated for Life, The Satur- 
'day Evening Post and Sunset Mag- 


,azine in addition to Time. 
| Alex T. Franz Advertising is the 
beaee 


Wiemers to ‘Farm Journal’ 


W. B. Wiemers Jr. has been 
transferred from the Pathfinder 
sales staff to that of the Farm 
Journal, both published by Farm 
Journal Inc., Philadelphia. Ralph 
D. Dralle has joined the sales 
staff of Farm Journal in Chi- 
cago. For the past five years he 
has been with the Midwest Farm 
Paper Unit. 


Buys West Coast Printing 

John Adlesich, owner ct Co- 
lumbia Paper Products Co. until 
he sold it to Container Corp. of 
America, has purchased West 
Coast Printing & Binding Co., 
Portland, Ore., from A. C. Barne- 
koff and James Hefty. The former 
owners, who have been partners 
for 30 years, plan to remain on the 
sales staff. 


Names Kenneth L. Horstmyer 

Campbell Soup Co., Camden, 
N. J., has appointed Kenneth L. 
Horstmyer product advertising 
manager of its V-8 juice, pork and 
beans and Franco-American spa- 
ghetti. 


ROSKAM 


For LISTS, DIRECT MAIL, MAIL — punng 
Mail Order Selling is our s pecialty — plannin 
ing, purchasing - di _ campaigns! 
increase pull, avoid an 2 takes & headaches! 


WRITE OR WIRE TODAY! 


~~ 


0.H. Roskam Adv., 6 W. 10th, Kansas City 5, Mo, 


continues, with 113 more t 


WETF =" 


NBC affiliate for Raleigh-Durham and Eastern North Carolina | everything, from food 


FREE & PETERS, wationat representative 


R. H. MASON, GENERAL MANAGER 
GUS YOUNGSTEADT, SALES MANAGE 


the Caller-Times. Write 


Permits of over $21 million 
gave Corpus Christi its second 
biggest building year in 1952. 

Over half the total was for 

1,681 new homes. And the pace 


first 19 days of January. 


furniture, and 9 out of 10 


Corpus Christi families read 


for new market data folder. 


1,681 NEW HOMES. 
BUILT LAST YE 


AR 


| IN CORPUS CHRISTI 


he 


Home owners buy more of almost 


to 


us CORPUS CHRISTI, TEXAS 


CIRCULATION OVER 79,000 ABC 


Represented Nationally by TEXAS QUALITY NEWSPAPERS, INC. 


827 National City Bank Bidg., Dallas 1, Tex. 


New York 
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Gorton-Pew Fisheries 
Plans Heavy Radio, 
TV Drive for Lent 


GLoucEsTEeR, Mass., Feb. 4—A 
radio-TV barrage in selected mar- 
kets, aimed at exploiting the rich 
Lenten market for non-meat foods, 
was kicked off today by Gorton- 
Pew Fisheries Co. 

Thirteen-week campaigns are 
being launched in New York, Phil- 
adelphia, Baltimore, Washington, 
Albany, Miami, Jacksonville, Tam- 
pa, St. Petersburg and Memphis. 
In New York Gorton has con- 
tracted for the Chain Lightning 
promotion with Station WNBC. 
The plan offers tie-ins and mer- 
chandising promotions with 12 
major New York food chains in 
exchange for a 13-week schedule 
with average weekly time pur- 
chases of $1,500. 

Television will be used exclu- 
sively in the South. On the sched- 
ule are stations in Richmond and 
Norfolk, Va., Columbia, S. C., 
Greensboro, N. C., and Atlanta. 
Three radio stations and WDSU- 
TV in New Orleans will carry 
Gorton spots in a special effort in 
heavily Catholic Louisiana. 


= These localities were chosen for 
concentrated promotion after a 
careful market study to deter- 
mine areas with the richest po- 
tential for Lenten business, AA 
learned from Fred Dwyer, ac- 
count executive with Ingails-Min- 
iter Co., Boston, the Gorton agen- 
cy. The account shifted from H. B. 
Humphrey, Alley & Richards to 
Ingalls-Miniter last October, and 
this is the new agency’s initial 
campaign for Gorton. 

A fresh slogan has been devel- 
oped for the promotion: ‘Make 
fish your dish...Make it Gor- 
ton’s.” Besides appearing in jingle 
form on radio and TV, the slogan 
will headline newspaper eds in 
Gorton’s special New England 
campaign. 

Using about 25 papers in the 
area, the company will run four 
ads scaling down from 800 to 400 
lines promoting a “Name the Skip- 
per” contest. A top prize of $1,- 
000 will be awarded for the best 
name submitted describing a car- 
toon depiction of a Gloucester 
fisherman. Subsidiary prizes are 
100 Sunbeam cookers and deep fat 
fryers. All contestants will receive 
a fish recipe book. 


® Radio also will be used in New 
England, and the entire Lenten 
effort will be on top of @ con- 
tinuing national campaign run- 
ning the year around. 

Gorton products include a com- 
plete line of canned fish, headed 


by ready-to-fry cod fish cakes. | 


Rozene Heads Classified 


W. R. Blend, who has been man- 
,;ager of the classified advertising 


handle special assignments. He is 
succeeded by Arthur E. Rozene, 
who has been manager of classi-| 
fied display. Arthur B. Olsen, a_ 
salesman in the general advertis- | 


classified display. 


land, Ore., has set up a 32-member | 
marketing council on a national | 
scale. Members will be from M &| 
M Woodworking Co., Joseph R. | 
Gerber Advertising Agency, the 
trade association and jobbers 
group. 


Papazian to ‘Call-Bulletin’ 
Harry Papazian has been ap-| 


department. He formerly was with | 
the promotion department of the. 
San Francisco Chronicle. 


,department for the Chicago Trib- © 
une since 1932, will become a con- | * 
sultant on March 1 and also will 


ing department, becomes head of | 


Forms Marketing Council ~ i 
M & M Woodworking Co, Port- | | 


= 


KEEPING TABS—Hugh Kerwin, salesman for 
KXOK, St. Louis, demonstrates a sew gad- 


pointed art director of the San get with which the station keeps tabs on 
Francisco Call-Bulletin promotion its sales staff. Called a “Pagette,” the 


gadget is a one-way radio set so the sta- 
tion can page its staffers whenever they're 
needed. 


 Lezius-Hile’s New 


Charts Show How 
Colors Reproduce 


CLEVELAND, Feb. 4—Lezius-Hile 
Co. has a new tool to aid adver- 
tising artists, publishers, engrav- 
ers and others concerned with the 
complexities of color printing. 

The Cleveland printing company 


‘|has developed a “Screen-A-Color 


Analyzer,” which it says will show 
in advance of actual printing the 
type of reproduction to be ob- 


q tained from color inks available 
»|from any ink supplier. 


Basis of the system is a series 
of charts each showing two com- 
patible solid colors and various 
gradations thereof, depending on 


the type of screen used. Also When you 


shown are the legibility of over- 
printing (the contrast of black ink 
on a particular color) and re- 


verses (the contrasts of white type BIRTH 


matter against a particular color). 
Lezius-Hile says 72 


charts, LISTS 


: showing a total of at least 144 dif- 
|ferent colors and 2,016 color hues 
‘or combinations, will be made 
‘available to its customers and 
others this month. 

The system was developed by 
William J. Fintze, who heads Le- 
zius-Hile’s creative department. 


Sullivan Joins Wolcott 


| Harold J. Sullivan has joined 
the staff of Wolcott & Associates, 
Los Angeles public relations con- 
sultant, to serve as full time pub- 
lic relations representative on the 
Harvey Machine Co. account. Har- 
‘vey Machine, Torrance, Cal., has 
‘retained the Wolcott organization 
‘to handle a nationwide program. 
'Mr. Sullivan previously was with 
North American Aviation. 


Remember 


WM. F. RUPERT 


Compiler of NATIONAL 
BIRTH LISTS EXCLUSIVELY 
for over 55 yeers 
90 Fifth Ave,, New York 11 
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PUT YOUR SALES MESSAGE IN |Suainretieutid® 
| BOTH MEMPHIS NEWSPAPERS qscrpeia 


| 


| 


| 


| 


In addition, it markets both fresh | 


frozen and cooked frozen fish and 
is preparing a new product, as yet 
unannounced, for introduction this 
spring, AA was told. 

Special point of sale pieces 
ranging from shelf talkers to ani- 
mated three-dimension displays 
will be used to coincide with the 
pre-Easter push, 


Hal Niemann Adds Five 

Hal Niemann Associates, Den- 
ver, has been appointed to handle 
advertising for Fox Metal Prod- 
uct Corp., Western Engineering 
Co., Foster Frosty Foods and 
United School of Lettering, all of 
Denver. Pacific-Mercury Televi- 
sion, Los Angeles, has also named 
Niemann to handle its advertising 
in the Denver market. 


Offer Hialeah Races to Nets 


WTVJ, Miami, and Hialeah 
Race Course have gotten together 
to offer the national TV networks 
the remaining Saturday afternoon 
stake races (Feb. 14, 21 and 28) 
for telecasting without charge. It 
is hoped that the telecasts will act 
as a stimulus to the Miami tourist 
trade. 


Nothing lower case about the 
Memphis Market—it's all CAPS. 


CAPS AND RESULTS 


GO HAND 


SO PUT IT IN 


(oe 


Consistent Advertising Promotes Sales 


BIG MARKET—BIG SALES. SO USE BOTH THE COM- 


IN THE CAPS TRADE AREA. 


MERCIAL APPEAL AND THE PRESS-SCIMITAR TO 
COVER THE MEMPHIS MARKET AND THE 62 CITIES 


FOR MORE THAN 85% of our national advertising is 


70c 
the 


IN HAND 


AL RESULTS... 


euth's Greatest Sunda 
cial-Appeal. 245,581 (ABC) g 


laced in our optional daily combination. CAPS for CAPI- 
and you can save real money by taking 
advantage of this optional daily combination rate of or 


r line. CAP the Metropolitan Memphis Market wi 


SCRIPPS- HOWARD NEWSPAPERS | 


Newspaper . . . The Commer- 
unday Circulation. 
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he 
‘AME RICAN WEEKLY 
creates  NTHUSIASM 


A promotion built around advertising in The American Weekly 


sent sales of one well-known shampoo to new and unprecedented highs! 


*Enthusiasm is interest raised to a buying pitch! 
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